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MESSAGE FROM 
THE CHAIR

As I look over this past year, and my first seven months as Chair, it’s hard to know where to 
start. Writing from the Southeast Zone, I am distinctly aware of the challenges this past year 
has thrown at the province – from compounding years of drought and extreme weather events 
to unprecedented wildfires this spring. Yet, I see optimism in the demand and value of our 
product, enhanced multi-stakeholder collaborations, and a strong unified voice representing 
the Alberta beef industry. 

On business risk management (BRM), ABP, together with the 
Government of Alberta, and Agriculture Financial Services 
Corporation (AFSC), continues to explore potential 
augmentations to available programs. BRM programing needs 
to be timely, consistent, and reliable, with all segments of the 
cattle industry being adequately supported.

Part of that discussion includes making AgriStability more 
relevant to livestock producers, specifically the cow-calf 
sector. For example, relatively simple changes to eligible 
expenses and changing how feed is assessed year-to-year 
could go a long way in more adequately and equitably 
supporting the cow-calf sector.

Finding the best path forward requires open dialogue. Over  
my time on ABP’s Board of Directors, we have had hard 
conversations. But through them, we found important and 
significant ways to decrease costs and increase efficiencies – 
from simple solutions like office downsizing to transparent 
check-off funding discussions and most importantly 
enhanced relationships and collaboration within the industry.

One of the changes we made through discussions with 
Canadian Cattle Association (CCA) and provincial producer 
groups was to redirect funding to CCA based on retained 
dollars, rather than assessed marketings. The result was a 
collaboratively developed ABP-CCA Three-Year Funding 
Agreement, which was approved by CCA Board Members in 
March. This agreement allows Alberta cattle producers to 
sufficiently fund CCA’s annual budget while ensuring  
adequate provincial funding for the continued improvement  
of both organizations.

The change allowed this year’s budget to accurately reflect 
ABP’s provincial funding achievements. You’ll see some of 
those changes in the financial section, and the resulting 
opportunities in the reports from ABP staff that follow.

We are on the verge of a drastic shift in our industry’s makeup. 
The average age of producers continues to increase, with 
many operations making difficult decisions to mitigate recent 
severe weather events and plan for the future. Change is 
inevitable but with change comes opportunity. As this 
transition occurs it is critical to ensure our industry’s voice  
is strong and offers opportunity to the next generation of 
cattle producers.

Over the next year, we will be exploring ABP’s potential and 
the future direction of the commission with Alberta’s cattle 
producers. Starting this fall at a series of engagement 
sessions, we will look closely at what makes ABP relevant and 
accountable, and what a fully funded industry could achieve.

To do that, we need the cattle community to come together. 
We need you to share your vision for the organization and the 
industry. ABP is producer-led and producer-driven, and as 
producers, it is our responsibility to offer feedback, solutions, 
to be engaged, and to continue to drive the industry forward. 

I look forward to seeing you at the upcoming Engagement 
Sessions, Producer Meetings, and Annual General Meeting. 

Sincerely, 
Brodie Haugan

Brodie Haugan, ABP Chair
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MESSAGE FROM THE  
GENERAL MANAGER

This year, ABP increased its investment in programs that support beef producers in  
Alberta. These programs centre around the commission’s priorities – government relations  
and policy; research and extension; marketing and communications; environmental 
stewardship; and stakeholder relations. 

As a result, we saw some exciting initiatives develop. One of 
those initiatives was the recently launched consumer 
campaign, which saw collaboration and investment between 
ABP and Canada Beef. All Ways Alberta Beef showcases the 
variety of ways cattle are raised and beef is prepared and 
enjoyed. It offers beef consumers a chance to explore 
different perspectives along the supply chain, while inspiring 
creativity in cooking and appreciation for the premium product 
our province is known for.

We’ve also recently added an area of focus with the 
development of a new staff role in environmental stewardship. 
By creating this distinct focal area, ABP is ensuring producers 
have a voice in the ever-growing conversations around 
environment and wildlife. This role will also help us strengthen 
our partnerships with conservation organizations and 
government agencies while promoting sustainable beef 
production practices.

We are committed to ensuring that ABP continues to 
strengthen its value to cattle producers in the province. And to 
achieve that, we need to hear from cattle producers directly. 
That’s why this fall and winter, ABP is engaging with cattle 
producers across Alberta through various engagement 
sessions. These sessions will provide an opportunity for 
producers to share their thoughts on the current and future 
direction of ABP. 

After hearing from producers at events in Lethbridge, Red 
Deer, Edmonton, Medicine Hat, and Grande Prairie, we will 
share the feedback at our annual Producer Meetings in 
January and February before planning a second round of 
engagement opportunities in 2024.

We will also share the progress of these sessions as we 
welcome new and returning delegates at our Annual General 
Meeting, which will be held in conjunction with the Alberta 
Beef Industry Conference (ABIC). 

Hosting our AGM at ABIC was a strategic decision by the 
board. It makes sense both logistically and collaboratively, and 
we are excited to be moving forward with it.

On that note, ABP continues to work towards enhanced 
collaboration with other organizations in the industry.  
This year, our Board of Directors invited Western Stock 
Growers’ Association (WSGA), Alberta Grazing Leaseholders 
Association (AGLA), Alberta Auction Markets Association 
(AAMA), Feeder Associations of Alberta (FAA), and Alberta 
Veterinary Medical Association (ABVMA) to join in a similar 
arrangement that we already had with Alberta Cattle Feeders’ 
Association (ACFA), as non-voting guests at the board  
table. This has helped us gain valuable insights into various 
issues affecting the industry and fostered a positive 
environment for collaboration.

ABP continues to improve as a commission based on your 
involvement, building community among the beef industry as 
we work to better represent your interests.

Sincerely, 
Brad Dubeau

Brad Dubeau, ABP General Manager

3



The Alberta beef industry is one of the largest economic drivers within the ag sector with 
an over $5 billion dollar return to GDP per year. It is diverse with cow-calf, backgrounding, 
finishing, and packing sectors all within the province. 

The sectors are unequivocally interconnected, which makes 
collaborative policy and program development essential. With 
that in mind, ABP has taken on several initiatives focused on 
helping the at-risk cow-calf sector. Specifically, working to  
1) support producers impacted by severe weather conditions, 
and 2) maintain their access to land and property rights.

2023 was a complicated year for many Alberta producers.  
The record-setting May heat knocked back the usual spring 
grass, causing some producers to rely on winter feed early, or 
graze pasture longer than they should. The rains did come in 
mid-June, but it was too late for some parts of the province, 
and hay and grass production was notably down in some 

areas. Therefore, ABP worked with the Government of  
Alberta to develop a disaster relief framework to support 
producers’ ability to maintain breeding stock that are not 
covered under AgriStability. 

In late October, the Government of Alberta and Government  
of Canada announced the 2023 Canada-Alberta Drought 
Livestock Assistance Program, or AgriRecovery. ABP is hopeful 
this program will support drought-affected producers where  
other programs do not.

The intent of AgriRecovery is to offer disaster relief that could 
be triggered every 10-15 years. But there’s been a need for 
AgriRecovery in two of the last three years, highlighting the 
importance of a more effective risk management program. 
ABP is working with Agriculture Financial Services Corporation 
(AFSC) to enhance the Livestock Price Insurance (LPI) program 
and AgriStability. LPI does a good job of mitigating price risk 
for producers; however, right now we are seeing dramatic 
fluctuations in input costs such as feed. Therefore, ABP is 
working closely with AFSC to explore how AgriStability can 
 be augmented for cow-calf producers. There are two main 
suggestions: 1) accepting more allowable costs, and  
2) removing the price inventory adjustments of non-market 
feed as it makes purchasing feed in drought years much harder.

Producers, especially those utilizing crown land, are being 
impacted by recreational access – specifically hunting. Even 
within some departments of government, multiple-use 
mandates have taken attention away from supporting 
agriculture, instead refocusing on residential, recreational, 
and perceived conservation.

To reprioritize grazing on public land, ABP also worked closely 
with Western Stockgrowers’ Association (WSGA), Alberta 
Grazing Leaseholders Association (AGLA), and Northern 
Alberta Grazing Association to develop the Rangeland Grazing 
Framework. The framework highlights the importance of 
ranchers in ecosystem health and recognizes that producers 
need to be supported by policy to maintain the landscape. 

GOVERNMENT RELATIONS  
AND POLICY
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GOVERNMENT RELATIONS  
AND POLICY

For the second time, ABP led the organization of the 
Alberta Beef Industry Stampede Summit, with co-hosts 
Alberta Cattle Feeders Association, Alberta Auction Markets 
Association, AGLA, Alberta Veterinary Medical Association, 
WSGA, and Canadian Cattle Association. The event saw 
around 200 attendees, including Federal and Provincial 
Ministers; Members of Parliament; Members of Legislative 
Assembly; political staffers; representatives of the beef and 
cattle industry; and members of the media. 

Events like Stampede Summit build and strengthen 
relationships with political representatives. These 
relationships put a face to names and issues, so when 
legislation passes a desk, the respective politician may think 
of the individuals who are impacted by the decision. 

This year, the entire beef industry celebrated a win with the 
announcement of funding towards a Foot and Mouth Disease 
(FMD) vaccine bank. Canada now has dollars committed to 
secure a supply of vaccine to help control an outbreak if  
FMD ever enters the country. ABP worked with Alberta Cattle 
Feeders’ Association, Alberta Goat Association, Alberta  
Lamb Producers, and Alberta Pork to support this vaccine 
bank’s development. We will continue to work with the federal 
and provincial governments to create a strategic plan for 
vaccine use. 

Beef producers have a growing number of pressures on their 
operations, from the increasing complex realities of farming to 
new government regulations. ABP is working hard to ensure 
the long-term stability of the industry.

200
Attendees at the Alberta Beef Industry 
Stampede Summit organized by ABP

The Alberta Beef Industry Stampede Summit brought cattle producers and political officials together to celebrate achievements, network, 
and enjoy the spirit of Stampede
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ABP’s producer-led research committee makes funding decisions after reviewing proposals 
received through the Agriculture Funding Consortium. Decisions are guided by the Five-Year 
Canadian Beef Research and Technology Transfer Strategy, and all full proposals undergo a 
scientific technical review.

 ▪ Over the last year, ABP committed $75,000 to five projects 
with a total project value of over $1.2 million for a leverage 
ratio of $16.84:1

 ▫ Project topics: improved footrot vaccine, development 
of a mucosal vaccine against Mannheimia haemolytica, 
the relationship between maternal nutrition and calf 
immune fitness in extended grazing production 
systems, breeding more stress tolerant alfalfa,  
and alternatives to antimicrobials

BEEF PRODUCTION  
AND EXTENSION

ABP INTERNAL RESEARCH FUNDING

6%
94%

ABP investment
Funds from other sources

$75,000
Dollars ABP committed to  
five projects in 2022

$3M
Invested on behalf of the Canadian Agricultural 
Partnership Program with a total project value  
of over $12.2 million
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 ▪ 2019-2023 Feed and Forage Production and Utilization  
Call Summary

 ▫ 19 projects supported
 ▫ $3 million invested on behalf of the Canadian 

Agricultural Partnership Program, total project  
value over $12.2 million, leverage ratio $4.09:1

 ▫ Selected project highlights:
 – Development of fecal near infrared spectroscopy 

calibrations for forage intake and digestibility
 – Including higher concentrations of forage early in a 

finishing ration and decreasing forage proportion as 
the feeding period progresses can reduce minor 
liver abscesses to a similar degree as including 
Tylosin in the ration, and without affecting growth 
performance, carcass quality, or cost of gain

 – New feed and forage barley varieties released:  
AB Wrangler, AB Tofield, AB Prime, AB Hague,  
AB Maximizer, AB Standswell 

 – Preliminary investigation of virtual fencing  
(NoFence technology) shows significant promise

 – Production of the Beef Cattle Health and Nutrition 
Podcast, hosted by Dr. John Campbell

 –

BEEF PRODUCTION  
AND EXTENSION

Listen to the podcast at:  
www.bchn.transistor.fm

FEED & FORAGE PRODUCTION 
& UTILIZATION 

20%
80%

ABP on behalf of CAP
Funds from other sources
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BEEF PRODUCTION  
AND EXTENSION CONTINUED

ABP is pleased to welcome Dr. Erick Santos to the University 
of Alberta as Assistant Professor in Forage Science! 
Investments from ABP and the Beef Cattle Research Council 
(BCRC) helped to make this long-awaited position a reality.  
His main areas of focus relate to forage and grassland 
management and crop-livestock systems. Dr. Santos 
participated in the BCRC Mentorship Program and is also 
heavily involved in the grazing management component  
of the Alberta AgriSystems Living Lab (AALL).

And speaking of the AALL, we couldn’t be happier about the 
response to this program to date. A huge thank you to our 
producer participants, our partners and supporters, the AALL 
contract staff, Canfax Research Services, Nu Nenne Advisian 
Environmental, and our research leads and their teams from 
Agriculture and Agri-Food Canada and the University of 
Alberta for getting us this far!

The AALL is focused on measuring the impacts of beneficial 
management practices (BMPs) on profitability, productivity, 
greenhouse gas emission reduction and carbon sequestration 
in the following areas: 

 ▪ Cropping systems & crop rotations
 ▪ Land use changes
 ▪ Nutrient management (fertilizer and manure)
 ▪ Grazing management 
 ▪ Livestock feeding 
 ▪ Carbon on the whole farm (where can you maximize  

carbon sequestration on a particular landscape)
 ▪ Soil health impacts

29 producers across Alberta have implemented, or will be 
implementing, one or more of 14 BMPs on their operations.

 ▪ Intercropping
 ▪ Cover cropping
 ▪ Pasture/hayland rejuvenation/improvement
 ▪ Adaptive multi-paddock/rotational grazing
 ▪ Extended grazing (bale/swath, corn)

Erick Santos
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BEEF PRODUCTION  
AND EXTENSION CONTINUED

Clockwise from left: 4R Fertilizer Management Field Day, Grazing Field Day, Polyculture/Cover Crop Field Day

 ▪ Cropland conversion to perennial cover
 ▪ Polyculture or polycropping (annual and perennial)
 ▪ Forage diversification (legume overseeding)
 ▪ Soil improvement via amendments
 ▪ Wetland restoration
 ▪ Optimization of fertilizer use (includes 4R, EEF,  

split application, nitrification inhibitor, etc.)
 ▪ Manure and compost management/application
 ▪ Precision feeding 
 ▪ Precision farming (seeding and fertilizing)  

Baseline measurements are mostly complete with first year 
soil, forage, and crop measurements and analysis underway. 
The AALL also held three summer field days, two soil 
workshops with Indigenous communities and a webinar so  
far in 2023. In addition, we are currently analyzing the results 
of our Adoption Rate Survey which will provide valuable insight 
into baseline rates of adoption of several of these BMPs.  
Other data currently under analysis includes cost of 
production and information required to  estimate baseline 
GHG and carbon storage on these operations using the Holos 
model. Cost-benefit modelling of selected BMPs is beginning 
later this year (with more to follow in subsequent years),  
and we are also examining non-financial drivers of adoption 
related to producer values and attitudes.

Stay tuned for more AALL online events through the rest of 
2023 and join us for more learning opportunities in 2024!

 ▪ ABP was very pleased with the federal announcement 
made earlier this year regarding funding for a foot and 
mouth disease (FMD) vaccine bank. ABP continues to  
work closely with CCA, other commodity organizations  
and Animal Health Canada to strengthen Canada’s  
ability to prepare, respond and recover in the event  
of an FMD incursion.

 ▪ Proposed changes to the Health of Animals Regulations 
Section XV – Identification and Traceability were released 
for comment in March of this year. ABP hosted an industry 
stakeholder meeting to identify concerns raised by 
different organizations about the proposed changes and 
utilized that discussion as well as submissions from other 
groups to formulate a cohesive response to the proposed 
changes. While ABP is supportive of improving traceability 
and recognizes the value of a strong traceability system in 
Canada, we remain concerned about the costs of, and 
ability to implement, some of the proposed changes.

 ▪ CowBytes is back! This ration balancing software allows 
producers to formulate their own feed rations.

 ▪ Wondering about whether it’s economical to keep and 
develop replacement heifers? This calculator can help!
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MARKETING AND  
COMMUNICATIONS

5%
20%

Youth events
Consumer events and causes

21% Education

54% Industry events and causes

2023 SPONSORSHIP AS OF AUGUST 31, 2023
With added funds to the provincial sponsorship budget  
this year, this has allowed us to diversify our investments  
into our communities.

ABP MAGAZINE 
ABP magazine is printed and distributed to more than 18,000 
producers, auction markets, and industry stakeholders across 
the province. 

2023 marks the third volume of ABP magazine, and based  
on producer feedback, we have shifted to a true quarterly 
publication schedule and condensed the page count with 
more succinct messaging and storytelling. Each issue 
spotlights a facet of the beef industry – Grasslands;  
Feedlots; Marketing; and Culinary.

The 2024 schedule will follow the same format,  
with different spotlights on our industry.

AUCTION MARKET TOURS  
The goal of these auction market tours was to re-build the 
relationship between ABP and auction markets across Alberta, 
while reframing the use of the markets as a marketing tool to 
beef producers.  

Spring Auction Tour  
In March of 2023, we visited 11 locations in person, and the rest 
received correspondence via mail.  

Fall Auction Tour  
Between the months of September to December of 2023,  
ABP will have visited all 21 auction markets. 

ABP ONLINE STORE  
The ABP store was generated through Wix.com during the 
2022 winter months. The idea behind the store was to funnel 
the merchandise requests that were being submitted through 
the submission forms on ABP Daily.  

Heading into fall of 2023, we are excited to promote our store 
through our social media channels and promote our new 
merchandise offerings ahead of the holiday season. 

Visit the ABP Online Store at www.abpdaily.store

2022-2023 ‘HOW DO YOU BURGER?’ RECAP
The 22/23 ‘How do you Burger?’ campaign was a great 
success for ABP, resulting in six awards:

Canadian Agri-Marketing Association (CAMA)
 ▪ Best Web Advertising 
 ▪ Best of Show Web Advertising 
 ▪ Best of Show
 ▪ Top Food Day Canada Event 
 ▪ Top Multimedia Campaign up to 650k 

North American Agri-Marketing Association (NAMA)
 ▪ Best Producer Funded/Led Campaign 

This campaign was inspired on the heels of our successful 
lobbying efforts on the front-of-package labeling issue, 
granting ground beef an exemption from the federal 
government’s program. The success of the campaign is a 
testament to the approachability of ground beef and marks 
the achievement of our goal of bringing a good news beef 
story to consumers.
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MARKETING AND  
COMMUNICATIONS

Clockwise from left: Mathieu Pare from the Canadian Beef Centre of Excellence shows off the amazing beef cuts he prepared for 
 ‘Home for Dinner’;  chef Xavier Lacaze facing off in our Black-box Challenge at Calgary Stampede; the ‘All Ways’ consumer campaign

Community Giving 
On the heels of the successful engagement with Ronald McDonald House Charities (RMHC) Alberta in April 2022,  
we continued our participation with their ‘Home for Dinner’ Program. 

In March of 2023, we had many staff and delegates join to host Home for Dinner in both Calgary and Edmonton. 

The goal is to expand our programming with the RMHC Alberta Charities to each of the four houses in the province.

2023–2024 CONSUMER CAMPAIGN 
All Ways to enjoy Alberta Beef.
From all the ways producers show steadfast dedication to 
their work to the ways a chef passionately prepares this 
essential ingredient and to the ways consumers enjoy it, 
there’s ritual and tradition in every bite of Alberta Beef.

Once again, we have partnered with Canada Beef as a part of 
their Provincial Marketing Alliance (PMA) program to fund this 
consumer campaign. This campaign is segmented into four 
main channels:

1.  High-impact visuals, media, and paid digital advertising 

2.   Events, contests, and activations (Stampede cook-off with 
Kitchen Theatre and other events throughout the year)

3.  Influencer engagement and content creation

4.  Educational Hub Website (allwaysalbertabeef.ca) 

This campaign was also nominated for four awards from the 
Canadian Agri-food Marketers Alliance (CAMA).

Watch for the ABP-funded campaign launching  
winter 2023.

Summer Campaign Summary Results 
(compared to the 2022-23 campaign) 
Billboards
Total impressions   29,355,585 
Overdelivered by   6%

Awareness Campaign
Total impressions   6,381,273 
Increased impressions by  12%

Remarketing Campaign
Total impressions   405,198 
Set new benchmark for 27% bounce rate

Contest
Total entries    9,649 
Increased entries by  1,366%

Micro-Site
Total sessions    10,136 
Increased entries by   98%
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STAKEHOLDER  
RELATIONS 

ABP is committed to keeping producers informed and engaged on the issues that affect 
them. As part of its stakeholder relations portfolio, ABP celebrates producer achievements, 
encourages producer guidance, and shares relevant and valuable information about the beef 
and cattle industry.

CBIC TOUR 
ABP was pleased to lead the Canadian Beef Industry 
Conference’s pre-tour that highlighted some of the innovative 
and diverse operations in Alberta. The tour visited Canadian 
Cattle Identification Agency, Wray Ranch, Rimrock Feeders 
(Acme), and Sunterra Greenhouse. The tour provided an 
opportunity for attendees to learn from each other, network 
with industry partners, and celebrate the achievements of  
our sector. 

ENVIRONMENTAL STEWARDSHIP AWARD
ABP was proud to recognize Wray Ranch and the Wray  
families as this year’s recipients of the Environmental 
Stewardship Award. The Wray families are committed to  
soil health, animal welfare, succession, community, and 
stewardship. Wray Ranch went on to receive the Canadian 
Cattle Association’s national award at the Canadian Beef 
Industry Conference in Calgary.

YOUTH ENGAGEMENT
ABP sponsors 4-H scholarships to support the next 
generation of beef producers and leaders. This program 
awards six outstanding beef 4-H project members with  
$500 each, to support their post secondary achievements. 

New this year, ABP investigated other ways to encourage 
youth, and began inviting Canadian Cattle Young Leaders to 
board meetings as non-voting members. This provides 
participants with the opportunity to network, hear 
perspectives and insights on the industry, and consider 
themselves in future leadership roles like those of the board. 

CRISIS COMMUNICATIONS
Many Alberta producers faced extreme weather conditions 
this year. While advocating for relief measures and support 
programs, ABP also focused on keeping producers informed. 
In the spring, ABP developed a wildfire resources webpage 
that included a map of offers from agricultural societies and 
rodeos for evacuated livestock. Over the summer months, 
ABP shared a similar drought resources page on ABP Daily. 
These efforts were guided by ABP’s Crisis Communications 
Plan, and supported by industry training and collaboration in 
crisis communications.

The 2023 Environmental Stewardship recipients, Doug and Linda 
Wray and Tim and Joanne Wray and their families, featured on 
albertabeef.org
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STAKEHOLDER  
RELATIONS 

ABP reaches cattle producers through a variety of platforms – from the quarterly print 
magazine (covered in Marketing and Communications) to Cattle Country radio spots, 
producer-facing events to digital platforms like our e-newsletter, websites, and social media.

MEDIA
From January to September, ABP saw more than 45 media 
interviews featuring discussions with directors, delegates,  
and this year’s ESA recipients. 

MONTHLY MINUTE – ABP’S E-NEWSLETTER
7.2%  Increase in open rate 
5.6% Increase in click rate

SOCIAL MEDIA
89.8%  Increase in Facebook reach in the past year 
476.3%  Increase in Instagram reach 
8,029  X followers, up from 7,901 one year ago 
1,848  LinkedIn followers, up from 1,212 one year ago

CATTLE COUNTRY
14 Stations 
24  Spots annually 

ALBERTABEEF.ORG – SEPT. 2022 TO SEPT. 2023

ABP DAILY – SEPT. 2022 TO SEPT. 2023
290K  Views, up 8% 
17.9%  Increase in average engagement time 
6.2%  Increase in new users

1.86%
42.61%

Tablet users

18K+ Users

Mobile users

55.52% Desktop users

2.99%
32.27%

Tablet users
Desktop users

64.74% Mobile users

69K Visitors, up 4.3%
Alberta Beef Producers partners with Canadian 
Cattle Association in youth initiatives like Canadian 
Cattle Young Leaders and Canadian Cattle Youth 
Council. This year, those collaborations saw 
increased opportunites for your involvement with 
ABP, and the ongoing developmet of a youth 
engagement strategy.
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CANADA  
BEEF

Canada Beef is pleased to provide Alberta Beef Producers with a F2022-2023 
overview of domestic and international market development and promotion 
activities to increase demand for Canadian beef while ensuring the maximum 
value for producer dollars.

The Canadian Beef Information Gateway was relaunched on 
the new database driven architecture and a branded Gateway 
created for a national retailer launched in early F2023-24. A 
poster with takeaway cards was created for butcher shops and 
producers selling their own beef with linkages to Gateway 
content. Digital provincial pages were created for the Gateway 
in partnership with provincial beef producer associations to 
help communicate regional attributes of the supply chain and 
its contribution to local communities.

Exciting content and engaging posts fueled growth across 
Canada Beef’s digital marketing platforms this fiscal. The 
combined results from our social platforms (Impressions 
29M+, Engagement 510K and Post Link Clicks 190K) 
demonstrated consumer interest in our content.

CanadaBeef.ca saw 650K+ users with 1.2M page views. On a 
28-day average, this accounted for 68K active users. About 
43% of the website traffic came from online searches, with 
Google the top search engine. The top content pages viewed 
and searched were Roasting Know How and Recipes.

The French website had 341K+ users. On a 28-day average, this 
accounted for more than 38K users.

Canada Beef held its first-ever Burger It Forward goodwill 
campaign in February 2023. The branded consumer marketing 
initiative was a remarkable success with 29,260 burgers sold 
by 112 participating community restaurants in 28 days, 
resulting in over $53K in donations to local and national food 
bank efforts. 

The campaign will return in February 2024 with a goal to 
supplement the protein portion of food bank offerings while 
supporting locally owned restaurants. Outreach and planning 
began in September; recruitment of restaurant partners is 
slated for October and November and conversations are 
ongoing with provincial producer group partners.

Sirloin & Loin Brisket & Shank

Brought to you by Canada’s Beef Farmers and Ranchersguide.cdnbeef.ca

IMAGINE THE POSSIBILITIES
Variety is beef’s strength—with each cut having its own star quality, the options for making 
memorable meals with Canadian Beef are many.

Round (Hip) 

Best used for

These beef cuts are some of
the leanest with moderate 

tenderness and good beefy 
flavour. Marinate steaks or kabob 

cubes before grilling or 
pan-frying. Slow-roast larger 

portions with dry-oven heat and 
carve into thin slices for the most 

tender juicy roast beef.

These ever-tender, premium 
beef cuts are familiar to most – 
think Tenderloin, Strip Loin or 

Top Sirloin for example. Steaks 
can be cooked quickly by 

grilling or skillet searing on the 
stovetop. Slow roast larger 
portions with dry-oven heat
for tender juicy roast beef.

With big beef flavour and coarse 
grain texture, these cuts are

a favourite in slow-cooked dishes 
like smoked brisket, corned beef, 

pulled beef and Osso Buco.
Brisket is a constant in Jewish 
cuisine for special occasions

and has become popular for home 
smoking. Good for traditional 
braising or pressure cooking.

Best used for

Flank & Plate

Best used for

Steaks such as Flank, Skirt and
lesser known Flap (Bavette) are best 

marinated and cooked quickly by grill, 
broiler or skillet on the stovetop.

Once cooked, carve into thin slices 
across the grain to maximize 

tenderness. These cuts have robust 
beefy flavour and a coarse grain 

texture that is good to sponge up
a marinade. A slow-simmer braise
for fork tenderness is an alternate
way to cook Flank and Flap steak. 

Rib

Best used for

Prime Rib, Tomahawk and Rib Eye 
are familiar cuts from the rib, with 
good beef flavour, typically more 
interior fat and moderate grain 

texture. When served on the bone, 
especially as Beef Back Ribs,

these cuts are impressive, taking 
centre-stage at the table. For tender 

juicy steaks and roasts cook with 
dry-heat cooking methods like 

grilling and oven roasting. 

SCAN
EACH
CODE

Chuck

Best used for

Chuck cuts such as Cross Rib, Blade 
and Short Ribs are a favourite for hearty 
fare like stews, curries and pulled beef. 
These cuts have bold beef flavour and 

coarse texture that becomes fork-tender 
when cooked with slow heat in a braising 

liquid such as broth or wine to make
a luscious sauce. There are some 

exceptions to this rule-of-thumb such
as Petite Tender and Flat Iron which are 
good for dry-heat cooking like grilling, 

pan-frying or slow oven-roasting.

SCAN

Scan the QR 
code for your 
selected beef 
category.

Explore
cuts, recipes 
with videos,
and more...

Enjoy
that inspired 
meal at home.

Scan the QR code
to learn more about the Information Gateway.

TAKE A CARD. SCAN.

apply pocket here

Scan the QR codes below with your phone camera to learn more about the cuts to choose from. Be(ef) inspired!

Braising, Stewing or Pot Roasting Simmering

Oven Roasting Grilling

Sauté / Pan Fry

Smoking

Marinating

Sous Vide

Best used for

Cuts by Colour Chart

Burger It Forward campaign 
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CANADA  
BEEF

The Import Levy (collected on beef 
imports at the equivalent rate of  
$1 per head) provides funding for 
positive beef messaging across 
Canada. The generic consumer 
marketing beef demand campaign, 
Explore the World of Beef, focused 
on cultural diversity in recipes and 
engagement. Each campaign 
element surpassed plan goals by 
150%–340%. The contests 
garnered 24K+ entries in total (the 
most entries received for a Canada 
Beef contest) and 2M+ people 
were reached through advertising 
and earned broadcast placements.

The health and nutrition team 
provided research and information 
to inform industry discussions on 
two significant policy issues in 
Canada: Front-of-Pack labelling 
and a national school food policy 
and contributed to nutrition and 
health-related consultations 
undertaken by the Food and 
Agriculture Organization (FAO) of 
the United Nations. Canada Beef 
submitted more than 100 
comments and 19 references not 
previously identified by the FAO. 
This and other contributions 
allowed the FAO to carefully 
consider the full body of evidence 
on the topic of animal source 
foods. Their April 2023 report concludes that ‘animal source 
foods contribute to healthy diets’ and could have significant 
positive policy implications globally.

The Canadian Beef Centre of Excellence (CBCE) reopened in 
January, but the facility wasn’t fully idled during its renovation. 
The CBCE produced or assisted in producing 681 videos and 

440 still images for various media projects to support 
foodservice, retail, wholesale applications, and nearly a  
dozen in-person promotional, marketing, or educational 
presentations and events. 

Canada Beef participated in 23 international tradeshows in nine 
different countries to meet and identify new potential 
customers. Over 6.8K potential customers visited Canada Beef 
booths which generated approximately 625 business leads. 

About 1.7K international meat trade professionals received 
technical training and education about Canadian beef products. 

Marketing and promotion programs were executed with  
24 retail and 13 foodservice clients in 10 countries. In 
partnership with Canadian Embassies and Consulates, a further 
16 promotional events were conducted in eight countries. 

The Export Market Development Program provided cost-shared 
support to Canadian beef exporters and their clients for 14 
separate incoming visitor missions from a variety of different 
markets including Japan, Vietnam, Europe, Mexico, and South 
Korea. Additionally, one outgoing Export Market Investigation 
mission, 19 trade show Export Market Diversification activities, 
19 Promotion and Marketing initiatives and two Competitive 
Advantage Benchmarking projects were approved and 
supported under the program this fiscal.

Succession planning was a priority focus at Canada Beef with 
President Micheal Young’s planned retirement on the horizon, 
following a five-year term as president. Eric Bienvenue was 
announced as Incoming President effective October 3, 2023. 

Bienvenue is a strategic leader with nearly 30 years of 
experience in senior leadership roles in the Canadian pork and 
poultry industries. Bienvenue will complete a six-month 
transition period and mentorship under Young until his 
retirement in March 2024. Bienvenue will assume the role and 
title of Canada Beef President upon Young’s retirement.

For detailed information, please read the Canada Beef Annual 
Report 2022-2023 and subscribe to Canada Beef Performs.

CBCE’s Cameron Pappel works with recipe developer and cookbook author Sylvia Kong in the centre’s Culinary Kitchen and Studio

Explore the World of 
Beef campaign poster

Food and Agriculture 
Organization (FAO) 
April 2023 Report
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BEEF PRODUCER NATIONAL CHECK-OFF 
INVESTMENTS IN RESEARCH 
The Beef Cattle Research Council (BCRC) is 
Canada’s industry-led funding agency for 
beef, cattle and forage research and 
extension. The BCRC is directed by a 
committee of 16 beef producers from across 
the country including six members from 
Alberta and one member at large. It is funded 
primarily through the research allocation of 
the Canadian Beef Cattle Check-Off.

In 2022/23, the BCRC received on average 
$0.67 (unaudited) of every $2.50 of the 
Canadian Beef Cattle Check-Off collected by 
the provinces. 

This funding was leveraged under the Beef 
Science Cluster program with Agriculture 
and Agri-Food Canada (AAFC) Canadian 
Agricultural Partnership funding, where 
industry contributed 28% ($666,494) 
and AAFC contributed 72% ($1.67 million)  
in 2022/23. 

In addition, the BCRC leveraged the  
Canadian Beef Cattle Check-Off for an 
additional $3.7 million in research funding 
and $250,000 in-kind from government and 
industry partners through initiatives outside 
of the Beef Science Cluster. 

BCRC Project Funding By Program Area

$3.7M
Research funding the research allocation of the Canadian Beef Cattle 
Check-Off attracted in 2022/23 in addition to the Beef Science Cluster.

BEEF CATTLE  
RESEARCH COUNCIL

Our Vision
A transparent, competitive, resilient and  
sustainable Canadian beef industry supported by 
strategic and effective research, technology  
transfer and innovation.

Our Mission
To lead the Canadian beef industry as the most prominent 
supporter of cattle, forage and beef research with a 
producer-led Council who invest producer funds into 
research and technology transfer to support growth in 
beef demand, increase productivity and earn public trust.
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BEEF CATTLE  
RESEARCH COUNCIL

BCRC Project Funding by Source

BEEF SCIENCE CLUSTER IV 
Cluster III ended March 2023. Cluster IV was 
announced at the 2023 Calgary Stampede. 
Canada’s Beef and Forage AgriScience 
Cluster under the Sustainable Canadian 
Agricultural Partnership – AgriScience 
Program, totals $21.7 million, with  
$12.1 million in federal investment and 
industry contributing $9.6 million primarily 
through the Canadian Beef Cattle Check-Off. 

Funding will be allocated to 23 projects from 
April 1, 2023 to March 31, 2028. All projects are 
focused on three centralized themes: climate 
change and environment, economic growth 
and development, and sector resilience and 
societal challenge.

Cluster IV project objectives include: 
 ▪ Improved diagnostics and vaccines to 

manage production-limiting diseases  
in cattle, 

 ▪ Development of new forages that have 
the potential to thrive across Canada, 

 ▪ Improvement of food safety technologies  
in beef processing facilities to reduce  
the use of water and energy, and 

 ▪ Development of practical,  
science-based resources and  
economic decision-making tools to 
support the Canadian beef industry. 

23
Projects awarded funding from  
the Beef Science Cluster IV

$12.1M
Federal investment in  
Beef Science Cluster IV
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PRODUCER RESOURCES AND ENGAGEMENT 
The BCRC developed several new resources in 2022 including 
68 timely posts, 108 research summary factsheets,  
12 monthly e-newsletters, 12 articles for the Canadian 
Cattlemen – The Beef Magazine, an interactive decision-
making tool, 11 infographics, five videos, record-keeping 
courses, and seven webinars. Three new topic webpages 
were developed covering Calving Seasons, Heifer 
Development, and Bull Management. BCRC is also proud to 
share content featured on the new BeefResearch.ca to more 
than 6,500 email subscribers and over 23,900 combined 
followers on Instagram, Facebook, YouTube, and Twitter. 

PROOF OF CONCEPT PROJECTS INFORM  
RESEARCH INVESTMENT 
The BCRC funds short-term projects in a proof-of-concept or 
clinical trial format to validate the feasibility of pursuing larger, 
more defined projects in that area. Proof of Concept (POC) 
projects are funded by the Canadian Cattle Beef Check-Off 
with some leveraged with government and/or industry  
partner funding. 

A POC project led by Dr. Trevor Alexander at AAFC Lethbridge 
evaluated the potential to use water-bowls for pen-level 
surveillance of antimicrobial-resistant bovine respiratory 
pathogens. The team found that water bowls serve as a 
reservoir for BRD pathogens and could be an important  
point of BRD mitigation. 

BEEF CATTLE  
RESEARCH COUNCIL CONTINUED

Available from Alberta Agriculture until 2020, CowBytes was 
assumed by the BCRC in 2023

>6,500
Number of email subscribers

68
Timely articles we posted

108
Number of research summary fact sheets 
BCRC published in 2022

Subscribe to BCRC through the link below:  
www.beefresearch.ca/blog/subscribe
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BEEF CATTLE  
RESEARCH COUNCIL CONTINUED

PROJECT SPOTLIGHT: CANADIAN COW-CALF 
SURVEILLANCE NETWORK GUIDES PRIORITIES 
Surveillance is important to benchmark and set industry goals 
and track progress overtime which is a specific challenge for 
cow-calf herds where there is notoriously limited record 
keeping and a lot of regional and management diversity. The 
Canadian Cow-Calf Surveillance Network (C3SN) works with 
veterinary schools, private veterinarians and 181 cow-calf 
producers across Canada. The network was funded from 2018 
to 2023 through Cluster III and yielded insights regarding 
antibiotic use, animal health, mineral interactions and 
deficiencies among other metrics with the goal not of 
identifying a one-size-fits all management strategy but 
understand how various factors influence animal health and 
welfare indicators. 

Over the five-year span, the network found producers treat 
less than 5% with antibiotics, mostly for neonatal scours,  
BRC in calves and lameness in adults. Vaccination rate for  
the core vaccines (IBR, BVDV, PI3 and BRSV) has risen to  
92% of the beef cow and heifer replacements and 72% of bulls.  
The survey and reference herds also showed that copper 
deficiency was most common in SE Saskatchewan but overall, 
64% of cattle in the West and 60% of cattle are deficient in 
copper. It was also revealed that despite most producers 
offering free-choice mineral cow intake is variable and only 
61% currently test their feed. 

C3SN has secured funding for another five years through 
Cluster IV and will study herds of varying sizes across Canada 
to understand the affect calving seasons and winter 
management have on pregnancy rates, calf survival, calving 
percentage, and weaning rates. 

Scan the code to view the full  
Beef Cattle Research Council  
2022-2023 Annual Stakeholder Report

2022-23 BCRC Year In Review www.BeefResearch.ca           1 

BCRC 2022-2023 Year in Review Report
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PUBLIC AND STAKEHOLDER  
ENGAGEMENT

The Public and Stakeholder Engagement (PSE) program delivers national public trust, issue 
management and proactive content on the societal benefits of raising beef cattle in Canada. 
PSE is part of the Connectivity and Beef Demand Pillars in the National Beef Strategy and is 
jointly delivered by the Canadian Cattle Association (CCA) and Canada Beef.

ISSUES MANAGEMENT 
Together with the BCRC, the PSE team partnered with Dr. 
Philip Griebel from the Vaccine and Infectious Disease 
Organization (VIDO)  to write an article for the Canadian 
Cattlemen’s Magazine about mRNA technology for livestock 
vaccines. Biosecurity guidelines for international visitors were 
updated and provided to the conference organizers planning 
on-farm events (IFAJ, BIF). Various letters were written for and 
on behalf of industry stakeholders in response to misleading 
information on the climate impacts of cattle and eating beef. 
This resulted in a retraction of materials from one Alberta 
online based educational program. 

BEEF INDUSTRY ADVOCACY 
Introduction to Media Training was provided in the spring and 
fall for 20 industry stakeholders including primary producers, 
veterinarians, researchers, and academics. PSE held beef 
advocacy presentations for producers attending public facing 
events, like the Meet a Rancher series at Save-on Foods.  
The Beef Advocacy Canada program, which equips industry 
stakeholders for public facing events and outreach, marked 
100 graduations this year. Lastly, a crisis communications 
tabletop exercise was hosted by PSE, with over 35 participants 
from both provincial and national cattle associations.  
The exercise fostered industry relationships and collaboration, 
building trust and skill sets to ensure industry preparedness  
in the future. 

PARTNERSHIPS
PSE is a member in the Canadian Centre for Food Integrity 
which includes access to the Public Trust Survey each year. 
2023 is the third year of partnering with the Global Meat 
Alliance, which fosters collaboration and alignment on global 
issues management and events like the United Nations’ 
climate change conference, COP. Amie Peck, PSE Manager, 
continues to chair the Communications Council at the Global 
Roundtable for Sustainable Beef which hosts a 
Communications Summit each fall. 

20
Number of industry stakeholders who received  
media training in the spring and fall of 2022

35
Number of provincial and national participants 
in a crisis communications exercise
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PUBLIC AND STAKEHOLDER  
ENGAGEMENT

CONSUMER PERCEPTION RESEARCH 
PSE conducted consumer research in July 2023, as part of the 
three-year strategy cycle, which informs proactive consumer 
campaigns, identifying must-win audiences and ensuring key 
messages are resonating. Results included an increase in the 
percentage of Canadians that have excellent or very good 
opinions of beef farmers and ranchers, from 68% to 70%. 
Participants ranked beef as the healthiest source of protein. 
Consumption levels remained steady from 2020 and 28% of 
Generation Z respondents said they are looking to increase 
their meat consumption. A full presentation on the findings 
can be viewed here. 

PUBLIC OUTREACH 
A grazing simulation game was launched into Alberta 
classrooms in March of 2023. The Guardians of the Grasslands 
game, based on the award-winning short film, connects 
players to the societal benefits of grazing cattle on grasslands. 
It is curriculum linked for students in grades 7-11 in Alberta. 

Currently, 27 schools across Alberta have registered on the 
game platform and more than 2,700 users have played the 
game online. In a partnership with Ag for Life, the game is 
available for classroom workshops and featured in their Know 
Your Food trailer, estimated to see 25,000 students per year.  
A shorter version of the game, for public audiences, was 
exhibited at large events like Aggie Days and the Calgary 
Stampede. It will be featured at Farm Fair and Agribition  
this coming winter. 70%

Percentage of Canadians that have an 
excellent or very good opinion of beef farmers 
and ranchers, up from 68% in 2020.

27
Number of schools across Alberta that have 
registered on the Guardians of the Grasslands 
game platform
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The Guardians of the Grasslands game has been available to 
Alberta classrooms since March 2023

PUBLIC AND STAKEHOLDER  
ENGAGEMENT CONTINUED

In earned media, CTV News ran a story on the game  
across Canada, garnering an estimated reach of over  
12.4 million. CBC News ran an extensive feature which 
included broadcast television and radio coverage, with a 
reach of 15 million, while the print and digital article reach  
was estimated at 16.2 million. The earned media coverage has 
helped to raise awareness of the game but also amplified the 
key messages on the benefits of raising beef cattle with the 
Canadian public. 

A short version of the game allows for play in tradeshow 
situations on tablets

2,700
Number of users who have played the 
Guardians of the Grasslands game online
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PUBLIC AND STAKEHOLDER  
ENGAGEMENT CONTINUED

Reduce, Reuse, Ruminate will be released in the Spring of 2024

Influencers visited farms or ranches in six provinces, learning 
about the benefits of having beef cattle on the landscape

On social media, a Canada-wide influencer campaign saw 
chefs, foodies and media visiting farms and ranches to discover 
the environmental benefits of raising beef cattle in Canada. The 
campaign was called Good for You, Great for the Environment 
and resulted in close to 700,000 video views across Instagram 
and YouTube. Another first for the PSE program was the launch 
of our own Instagram and TikTok channel aimed at building 
public trust in the way beef cattle are raised.

Finally, the campaign work of PSE and its partners won several 
accolades this past year. The Cooking by Degrees campaign 
received Best Public Campaign at CAMA and PSE’s Too Close 
to Home film received a Certified of Merit. Our third short 
documentary, Reduce, Reuse, Ruminate, which will launch 
publicly in the spring of 2024, has already been selected for 
the Ceres Food Film Festival in New York City. 

For the 2023-2024 fiscal year, PSE will be operating with  
a $849,000 budget, of which $212,000 is allocated to 
Canadian Beef and the remaining $637,000 is administered 
through CCA. 

Guardians of the Grasslands Game - Earned Media 
12.4 M  Broadcast tv reach  
15M  CBC Radio 
16.4M Print / Digital articles 

Awards 

   Reduce, Reuse, Ruminate short documentary chosen  
for Ceres Food Film Festival in New York City

   Cooking By Degrees wins for Best Campaign,  
directed at the Public at CAMA 2022

100
Graduates of Beef Advocacy Canada
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CANADIAN CATTLE  
ASSOCIATION

It’s a privilege to share my first report as President of the Canadian Cattle Association (CCA) 
with beef producers from Alberta.

This year has brought many challenges for beef producers 
across the country. It’s ranged anywhere from adverse 
weather conditions to potential impacts of government 
policies on our sector to disappointing trade negotiations. I am 
proud of the work that CCA has done to face these challenges, 
while working in stride with our provincial associations every 
step of the way, like the Alberta Beef Producers (ABP). 

This year has been packed with advocacy initiatives and travel 
opportunities to represent the Canadian beef industry at key 
events across the country and globally to share our story. 
While there has been no shortage of challenges across our key 
policy files, there are plenty of bright spots that are also 
important to mention.

ADVERSE WEATHER
Top of mind this past year has been uncertainty due to adverse 
weather conditions that plague farmers and ranchers across 
Canada. CCA has monitored the situation closely along with 
our provincial member associations to better understand the 
impacts on cattle producers and the support needed.

In late August, the initial regions eligible for the Livestock Tax 
Deferral (LTD) provision were announced and was welcome 
news to producers in western Canada. We are aware from 
conversations around our board table and with provincial 
member associations that some impacted areas were not 
included in the preliminary list. Work continues to ensure all 
impacted producers are eligible for this provision. CCA 
advocacy efforts moving into the fall session of Parliament will 
include making the LTD provision a more effective tool for 
producers and reducing unnecessary delay.

CCA continues to advocate for AgriRecovery support to come 
through as soon as possible.

ANIMAL HEALTH AND CARE
From an animal health and care perspective, our focus this 
spring was responding to the proposed changes to the Health 
of Animals Section XV Regulations on Animal Identification 
and Traceability. Traceability is a critical component of foreign 
animal disease preparedness, and it was important to voice 
the beef sector’s concerns with the Canadian Food Inspection 
Agency (CFIA) through this consultation. Our concerns 
focused on the high costs associated with implementing these 
changes and the feasibility for producers. CCA also provided 
recommendations to enhance these regulations and aid in 
delivery and compliance. CFIA is now considering all the input 
they received. CCA continues to engage the CFIA to see what 
the next steps look like.

We were also pleased to see Federal Budget Day 2023 bring 
good news for the Canadian beef industry with an investment 
of $57.5 million over five years to establish a Foot and Mouth 
Disease (FMD) vaccine bank and develop emergency response 
plans. CCA advocated tirelessly over this last number of years 
for a federally funded FMD vaccine bank and was an urgent 
advocacy priority in 2022.

With the ongoing threat of FMD remaining high, the 
establishment of this vaccine bank will help provide our 
industry with one of the tools needed to regain Canada’s 
export markets if FMD finds its way here. While we hope  
the bank and emergency response plan is never needed,  
we welcome its introduction and look forward to working  
with the CFIA on its implementation.

Nathan Phinney, CCA President

$57.5M
Investment from the federal government 
going towards establishing a Foot and  
Mouth Disease vaccine bank
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CANADIAN CATTLE  
ASSOCIATION

FOREIGN TRADE
The trade file kept the CCA board and staff busy for most of 
the year with issues that can threaten our ability to export 
Canadian beef – even through the summer months. Exports of 
Canadian beef bring significant added value to our industry 
and cattle producers. 

Early in the year Bill C-282: An Act to amend the Department of 
Foreign Affairs, Trade and Development Act (supply management) 
gained momentum and received multi-party support. This Bill, 
which takes supply-managed sectors off the table during 
trade talks, has the potential to severely damage our trade 
relationships and highly constrain the Government of 
Canada’s ability to launch, negotiate and renegotiate  
the best deals for all of Canada. The Bill is now in the  
Senate, and our advocacy efforts against Bill C-282 continue  
alongside our partners, including the Canadian Agri-Food 
Trade Alliance (CAFTA).

We also continue to monitor the progress of the proposed 
amendment to “Product of the USA.” A cohesive “Team 
Canada” approach was taken as we worked with the 
Government of Canada and our industry stakeholders, to 
communicate our concerns with the proposed new 
requirements for the “Product of the USA” label and ensure 
that our consultation submissions were complementary.

We remain concerned that the proposed rule states that any 
beef product labelled as “Product of the USA” must be derived 
from cattle that are born, raised, slaughtered, and processed 
in the U.S. If this proposed rule is adopted, exports of 
Canadian beef and live cattle into the U.S. could be 
significantly impacted and the integrated nature of our North 
American supply chain would be threatened. 

Our team has also dedicated significant time to defending the 
interests of Canadian beef producers in current trade 
negotiations – particularly when it comes to the United 
Kingdom (UK) and their accession to the Comprehensive and 
Progressive Agreement for Trans-Pacific Partnership (CPTPP).

Our strong position when it comes to trade, market access, and 
the progressive and positive success of CPTPP is the reason 
why we are opposing the UK accession to the CPTPP. Before 
Canada ratifies the deal, it is important that the staggering 
trade imbalance between cattle producers in Canada and the 
UK is addressed and the non-tariff trade barriers are resolved 
during the Canada-UK bilateral negotiations. 

Last year, we didn’t export any beef to the UK while Canada 
imported $C33 million in beef from the UK. We are urging the 
Government of Canada to remove the UK’s trade barriers before 
ratifying the CPTPP and ensure meaningful and reciprocal 
access is achieved for cattle producers in Canada and the UK. 
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In early September, CCA in partnership with the National Cattle 
Feeders’ Association (NCFA) and the Canadian Meat Council 
(CMC), launched a campaign called “Say No to a Bad Deal” so 
grassroots producers and industry partners can tell our federal 
government that Canada needs to delay the UK joining the 
CPTPP until our barriers into the UK market can be addressed.  

We are urging cattle producers and industry stakeholders  
to stand up for a fair trade deal for Canada by sharing their 
concerns with their Member of Parliament. 

It has not been all negative news on the trade front. In recent 
months, we have seen markets such as Japan and Taiwan lift 
remaining BSE-era restrictions following Canada’s attainment 
of BSE-negligible risk status by the World Organization for 
Animal Health (WOAH) in 2021. The decision by Japan and 
Taiwan to grant full market access to Canadian beef may signal 
other countries in the Indo-Pacific region to follow suit. 

THE ENVIRONMENTAL STEWARDSHIP AWARD
This year’s national Environmental Stewardship Award (TESA) 
was awarded to the Wray Ranch located in Alberta. It is very 
evident how responsible farming practices can go hand in 
hand with success and play an important role in navigating 
challenging years of extreme weather conditions. 

Wray Ranch is owned and operated by Doug and Linda Wray,  
in partnership with their nephew, Tim and his wife, Joanne. 
They have been recognized for their commitment to 
sustainable cattle production with a focus on practices  
that enhance soil health and reduce erosion. 

CANADIAN CATTLE  
ASSOCIATION CONTINUED

Alberta’s Wray Ranch was named the national TESA recipient  
for 2023. From left: Doug and Linda Wray and Tim and Joanne Wray

Scan the code or click the link below  
to view the campaign website: 
www.saynotoabaddeal.ca

Scan the code or click the link below  
to view, read an article on the Wray family: 
www.cancattle.wixsite.com/mysite/
post/celebrating-environmental-
stewardship-wray-ranch-alberta
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CANADIAN CATTLE  
ASSOCIATION CONTINUED

The Schellenberg family presented Carling Matejka with the 
inaugural Reg Schellenberg Next Generation Legacy Award  
at the 2023 Canadian Beef Industry Conference. From left:  
Coy Schellenberg, Carling Matejka, Shannon Schellenberg,  
and Stacey Schwartz

INVESTING IN OUR YOUNG LEADERS
Over the past 13 years, the Canadian Cattle Young Leaders 
(CYL) program has seen over 180 graduates from across 
Canada, who are making positive contributions to the future 
success of our industry.

This year’s graduation ceremony was held at the  
Canadian Beef Industry Conference (CBIC) and  
celebrated the successes, experiences, and learnings  
by program participants.

The Alberta CYL graduates for the 2022-23 program year are: 
 ▪ Austin Ashbacher (Arrowwood) mentored by Jeff and 

Lyndsay Smith
 ▪ Carling Matejka (Ponoka) mentored by Amie Peck
 ▪ Delanie Ferguson (Crossfield) mentored by Clinton 

Monchuk and Anne Wasko
 ▪ Jill Renton (Cayley) mentored by Andrea Stroeve-Sawa
 ▪ Nicky Nixdorff (Airdrie) mentored by Sheila Jensen
 ▪ Russell Gallelli (Crossfield) mentored by Mike Panasiuk

The Canadian Cattle Foundation also unveiled the  
Reg Schellenberg Next Generation Legacy Award to support  
the Canadian CYL Program during the graduation ceremony. 
Each year, the award will honour a CYL graduate who embodies 
the same dedication, passion for the Canadian beef industry, 
and leadership qualities that the late CCA President,  
Reg Schellenberg did. The first recipient of the  
Reg Schellenberg Next Generation Legacy Award is  
Carling Matejka from Ponoka, AB. Congratulations Carling! 

With the fall season upon us, we look forward to wrapping up 
2023 by continuing our involvement in important policy 
conversations here at home and in international forums to 
share our industry’s positive story.

Nathan Phinney 
President, Canadian Cattle Association
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ALBERTA BEEF PRODUCERS OPERATIONS BUDGET
For the year ending March 31, 2024

 Budget  
 Year Ending  
 March 31, 2024

 Percentage  
 of Operations  
 Budget  
 March 31, 2024

 Actual Expenses  
 Year Ending  
 March 31, 2023

 Percentage  
 of Operations  
 Actual Expenses  
 March 31, 2023

Canadian Cattlemen’s Association (CCA)

CCA, Operations Assessment Fee, $0.48 1,517,003 1,804,794

CCA, Reserve Fund Assessment Fee, $0.05 158,021 187,999

1,675,024 29.41% 1,992,793 41.84%

ABP Governance and Oversite

ABP Board of Directors 70,000 96,866

Audit and Governance Committees 4,000 374

Executive Committee 50,000 45,324

TAT and IMC Committees 5,500 818

129,500 2.27% 143,382 3.01%

Government Relations and ABP Policy

Board Appointed Representatives 5,000 449

Environment 75,000 25,553

Federal and Provincial Initiatives 55,000 9,059

Projects and Programs 83,000 71,402

Provincial Advocacy 35,000 32,311

Resolutions Committee 3,000 -

Wildlife 10,000 -

Working Groups 30,000 1,016

296,000 5.20% 139,790 2.93%

Marketing and Communications

ABP, The Platform 16,000 5,047

ABP, The Magazine 263,000 231,618

Canfax Membership and Services 67,150 53,400

Marketing & Education Programs 445,600 182,916

On Line Communications, internal tools 50,000 25,109

Sponsorships and Other Initiatives 152,000 22,247

Magazine Cost Recovery, conservative estimate  
while we develop it (50,000) (83,029)

943,750 16.57% 437,308 9.18%
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For the year ending March 31, 2024

 Budget  
 Year Ending  
 March 31, 2024

 Percentage  
 of Operations  
 Budget  
 March 31, 2024

 Actual Expenses  
 Year Ending  
 March 31, 2023

 Percentage  
 of Operations  
 Actual Expenses  
 March 31, 2023

National Policy, Trade Advocacy and Legal

ABP Representation on National Organizations 30,000 10,504

CCA Legal Assessment 120,000 114,372

U.S. and International Initiatives 35,000 23,493

185,000 3.25% 148,369 3.11%

Stakeholder Liaison

Communications Initiatives, external tools 45,000 42,783

Industry Initiatives 35,000 31,183

Media Monitoring and Analytics 12,000 10,981

Media Training 5,000 3,500

Producer Liaison 134,500 108,425

Producer Engagement Sessions 50,000 -

Townhalls and Webinars 5,000 5,424

Youth Initiatives 34,500 24,770

Working Groups 10,500 7,031

331,500 5.82% 234,097 4.91%

Research & Animal Health

Animal Health and Welfare 30,000 7,295

Research 218,000 80,231

248,000 4.35% 87,526 1.84%

Salary and benefits related to programs 867,561 15.23% 798,346 16.76%

Administrative Expenses

Amortization of furniture & Equipment, non-cash 12,000 12,028

Rent, office supplies and equipment 508,055 406,643

Salary and benefits 344,433 245,743

Legal and audit, and consulting 155,000 117,245

1,019,488 17.90% 781,659 16.41%

Total ABP Operations Budget 5,695,823 100.00% 4,763,270 100.00%

Capital Assets Budget 10,000

Total Budget 5,705,823
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ALBERTA BEEF PRODUCERS REFUND REPORT

Refund Period

 Number  
 of Refund  
 Requests

 Number of  
 Marketings  
 Refunded

 Net  
 Amount  
 Refunded

Refunded to Cow Calf Refunded to Feedlots

No Requests  Net Amount Paid No Requests  Net Amount Paid

July to Dec, 2022   466   991,584  $ 1,572,951 359  $ 305,191 107  $ 1,267,691

Jan to June, 2022   410   945,721  $ 1,602,568 282  $ 344,169 128  $ 1,258,399

    876   1,937,305  $  3,175,519 641  $  649,361 235  $ 2,526,090

July to Dec, 2021   527   1,042,238  $ 1,707,684 403  $ 335,337 124  $ 1,372,346

Jan to June, 2021   435   828,793  $ 1,536,576 308  $ 311,036 127  $ 1,225,469

  962   1,871,031  $ 3,244,260 711  $ 646,373 251  $ 2,597,815
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Alberta Beef Producers 
165, 6815 – 8 Street NE 
Calgary, AB T2E 7H7 
tel 403.275.4400 
fax 403.274.0007

albertabeef.org   
abpdaily.com

@AlbertaBeef 

@ABBeefProducers 

@loveabbeef  

Alberta Beef Producers

http://albertabeef.org
http://abpdaily.com
https://twitter.com/albertabeef
https://www.facebook.com/ABBeefProducers/
https://www.instagram.com/loveabbeef
https://ca.linkedin.com/company/alberta-beef-producers

