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Message from the Chair
On behalf of the Canadian Beef Cattle Research, Market
Development and Promotion Agency, commonly referred to as
Canada Beef, I am pleased to present this annual report for the
period of April 1, 2013 to March 31, 2014.
The Canadian Beef Cattle Research, Market Development and
Promotion Agency became operational in 2002. The Domestic Levy
Order was registered April 14, 2005. All Canadian provinces with
a structured beef cattle organization are in a position to collect the
federal levy (also referred to as “national check-off”) on beef
cattle sold in Canada and pay the levy to the Agency.
A major development in 2013/14 was the introduction of an
import levy on beef cattle, beef and beef products. After many
years of work, the amendment to the Beef Cattle Research, Market
Development and Promotion Levies Order to include an import levy was announced by Canada Beef and
Agriculture Minister Gerry Ritz July 30, 2013. These regulations give Canada Beef the right to collect
a levy on imports of beef cattle, beef and beef products, something that has not been done with other
agricultural products coming into Canada. It is a significant and historical step forward not only for
the beef industry but for the Canadian agriculture sector. Throughout the process, the Farm Products
Council of Canada and the Minister of Agriculture and Agri-food Canada have been supportive and
of great assistance.
Chuck MacLean, Chair
Canada Beef

Funds resulting from the import levy will be further leveraged with industry investment, and will
contribute to a significant increase to the funding of marketing, promotion and research for the beef
industry.
This report marks the second annual report of the single independent national beef cattle marketing,
promotion and research organization which merged and integrated three entities: 1) Canada Beef
Export Federation 2) Beef Information Centre, and 3) National Check-off Agency. The newly
consolidated Agency began operating as Canada Beef effective July 1, 2011. The evolution and
business approach Canada Beef has employed is working and the future is bright. Canada Beef is on
target to continue creating efficiencies and measurably driven results. Industry profitability also took
a brighter turn the latter half of 2013 which was marked by dramatic reductions in feed costs, improved
margins and higher global beef prices. Cattle prices continued to strengthen in 2014 at levels not
experienced for a number of years.
This report includes 2013/14 financial statements and high level summary of market development
and promotion, research and provincial activities funded by the national check-off.
Canada Beef fully utilizes the structure and authority of the Canadian Beef Cattle Research, Market
Development and Promotion Agency by consolidating responsibility and accountability to one
organization for the development of domestic and international brand and marketing programs. This
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has truly resulted in a single unified brand and marketing team and provides clearer accountability for
contributors including cattle producers and other funding partners including government.
The Beef Cattle Research Council remains the national research group funded through national
check-off. Its purpose is to sponsor research and technology development and adoption in support
of the vision of the Canadian beef industry to have high quality Canadian beef products recognized as
the most outstanding by both Canadian and international customers.
Provincial organizations can continue to utilize national check-off funds to support projects that
address provincial-specific research, and marketing and promotion of beef and veal products. As well,
national check-off is the “industry funding” used as the basis to obtain matching funds from the
industry-led Canadian Beef and Cattle Market Development Fund and Beef Cattle Industry Science
Cluster for the industry’s long-term marketing and research plans respectively.
Canada Beef is a young organization and is well on its way to reaching its operational stride. It is
setting its own course with accomplishments through a coordinated national research strategy, exciting
marketing and promotions, and the new cutting-edge initiative, the Canadian Beef Centre of
Excellence (see page 8). Together we are delivering strong return on check-off investment and
building a strong future for our industry.
As I look back, Canada Beef Inc. has accomplished a lot in a very short time. In the two years I have
had the privilege of being the Chair of Canada Beef, this organization has never slowed down and we
are proud to be showing progress. There is also incredible feedback and input from producers and
provincial groups across Canada, which we value and appreciate.

Chuck MacLean, Chair
Canada Beef
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Agency Profile
PROCLAMATION
The Canadian Beef Cattle Research, Market Development and Promotion Agency (now commonly
referred to as Canada Beef) was proclaimed on January 17, 2002 and the registration published in the
Canada Gazette, Part II on January 30, 2002.
LEVIES AND IMPORT ORDER
The Domestic Levy Order was registered April 14, 2005. All provinces with structured beef cattle
organizations are signatories to the Agency’s agreements in their respective provinces (British
Columbia, Alberta, Saskatchewan, Manitoba, Ontario, Quebec, New Brunswick, Nova Scotia and
Prince Edward Island). As such, these provinces are in a position to collect the levy (also referred to
as “national check-off”) on beef cattle sold in inter-provincial trade and pay the levy to the Agency.
Efforts continue in the Maritimes to address collection procedures to accommodate inter-provincial
sales and collection of the levies.
A major development in 2013/14 was the introduction of an import levy on beef cattle, beef and beef
products. The import levy allows for equitable treatment between domestic beef producers and beef
importers. After many years of work, the amendment to the Beef Cattle Research, Market Development and
Promotion Levies Order to include an import levy was announced by Canada Beef and Agriculture
Minister Gerry Ritz July 30, 2013. Effective January 1, 2014, all imports of beef and beef products
into Canada were subject to the levy of $1 per head or carcass equivalent. Canada Beef conducted a
series of information sessions with importers to provide information on the collection mechanism
and continues this effort to reach as many importers as possible.
An agreement was signed between Canada Border Services Agency (CBSA) and Agriculture and Agrifood Canada to allow dissemination of import data from CBSA to Agriculture Canada to enable
collection of the levy. Monthly invoices produced by Agriculture Canada are provided to Canada Beef
for onward transmission to importers. Funds generated from the import levy, estimated to be worth
$600,000 to $800,000 annually depending on market conditions, can be further leveraged with industry
investment - and will create a significant increase to the funding of marketing, promotion and research
for the beef industry.
Canada Beef, on behalf of the entire industry, appreciates the support and assistance of the Farm
Products Council of Canada and the Minister of Agriculture and Agri-food Canada to finally achieve
enactment of the import levy.
THE RESTRUCTURED (CONSOLIDATED) AGENCY
This report marks the second annual report of the single independent national beef cattle marketing,
promotion and research organization which merged and integrated three entities: 1) Canada Beef
Export Federation 2) Beef Information Centre, and 3) National Check-off Agency.
This single consolidated organization was created effective July 1, 2011 by restructuring the Canadian
Beef Cattle Research, Market Development and Promotion Agency which assumed the
responsibilities, programs and core functions of all three organizations. Research responsibilities
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continue to be assigned to the Beef Cattle Research Council. The new Agency operates as Canada
Beef.
FISCAL YEAR
The fiscal year of the Canadian Beef Cattle Research, Market Development and Promotion Agency is
April 1 to March 31. The Agency commenced financial operations July 1, 2002.
2013/14 BOARD OF DIRECTORS
The Board of Directors consists of 16 members (10 are beef cattle producers and six are
representatives from the packers/processors, importers and foodservice/retail operators). The beef
cattle producer members are nominated by their host provincial cattle producer associations and
elected at the Canada Beef annual forum.
The six packers/processors, importers and
foodservice/retail operator positions are nominated by their host organizations and the Canada Beef
governance committee and elected at the Canada Beef annual forum.
In 2013/14, the Board of Directors were as follows:
Chair – Chuck MacLean, Alberta
Grant Huffman, British Columbia
John Schooten, Alberta
Jack Hextall, Saskatchewan
Trevor Atchison, Manitoba
Arden Schneckenburger, Ontario
Kirk Jackson, Quebec
Jennifer MacDonald, New Brunswick
Terry Prescott, Nova Scotia
John MacDonald, Prince Edward Island

Canadian Association of Importers and Exporters
Dwight Greer – Eastern Meat Solutions
Beef Processing and Distribution
Arthur Batista – Ecolait
Mike Kennedy – Cargill
Anthony Petronaci – Ryding Regency
Willie Van Solkema – JBS
Lonnie Lake – Sysco Canada

STAFFING
The Agency operating as Canada Beef was managed by the executive staff of Canada Beef including:
Robert Meijer (President); John Baker (Executive VP, Global Marketing); Michael Shittu (VP,
Finance); and Ron Glaser (VP, Corporate Affairs and Operations).
The Agency office is located at:
146, 6715 – 8 Street NE
Calgary, Alberta T2E 7H7
Tel:
(403) 275-5890
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Executive Summary
This 2013/14 annual report of the Canadian Beef Cattle Research, Market Development and
Promotion Agency, operating as Canada Beef, provides a summary of programs and results of
national check-off funded activities between April 1, 2013 and March 31, 2014. The audited financial
statements covering this reporting period are included at the end of the report.
Through the national check-off, Canadian beef cattle producers collectively invest in research, market
development and promotion to achieve the industry’s long-term vision of a dynamic and profitable
Canadian industry with Canadian high quality beef products recognized as the most outstanding by
Canadian and world customers.
Throughout 2013/14, the industry continued to focus on positioning Canada’s beef industry as a
world leader in quality beef production through the Canadian Beef Advantage (CBA). This common
vision is the underpinning for nationally check-off funded research, market development and
promotion programs to advance the Canadian beef industry. The Canadian Beef Advantage is a value
proposition based on a brand strategy of differentiation for Canadian beef compared to other beef
producing countries. The CBA promotes the benefits of choosing Canadian beef based on attributes
achieved from farm to fork. These benefits/attributes include conscientious production practices,
environmental stewardship, beef quality and yield advantages, plus Canada’s global animal health
status and food safety record.
Of total national check-off investment, 65 per cent was directed towards domestic and international
market development and promotion, 13.7 per cent was directed to research, and 21.3 per cent was
retained by the provincial cattle producer organizations for marketing and research programs in their
regions.

National Check-off Funded Activities and Results in 2013/14
1.

National and International Market Development and Promotion – Canada Beef

In 2013/14 Canada Beef continued to develop and leverage a dynamic Canadian Beef Advantage
specifically designed to “deliver recognized value”. Canada Beef marketing programs were targeted
at a very specific customer base that represented the best opportunity to provide a return on
investment. Those targeted customers were in markets and segments that could receive the highest
values for high quality grain-fed beef and veal, and that valued Canadian beef quality and safety
systems.
Programs focused on delivering more recognition, understanding and awareness of the Canadian beef
brand both at home and around the globe. Priority continued to be placed on developing synergies
with trade partners and brand licence partners for use of the Canadian beef brand mark, the visual
symbol of the Canadian beef brand promise to customers.
There are now a total of 167 licensed brand partners globally, up from 134 a year ago. The total of
licensees committed to the Canadian beef brand in the domestic market increased from 103 to 124.
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Brand licenses continue to dominate the share of the domestic retail and food service distribution
segments. Internationally, Canada Beef increased the total licensed partners to 43 with increases in
key markets of United States, Mexico and the Middle East. In Asia, the brand mark continued to be
very well received and utilized effectively in marketing initiatives.
A key performance measure for Canada Beef is the amount of industry investment that Canada Beef
activities can leverage in the market with aligned initiatives that are executed in partnership with trade
partners and brand licensees. In 2013/14, Canada Beef invested $741,998.43 into partnered initiatives.
The projects were leveraged through the Market Development Program, which evaluates the
appropriate level of Canada Beef investment based on a set of objective measures and how the project
aligns with objectives. Total industry investment leveraged through these programs was
$4,480,079.70, meaning that for every $1 Canada Beef invested, industry partners invested $6.04.
The Canadian Beef Story, which brings the brand to life, was further developed and integrated with
marketing activities. It provides the platform to leverage the technical or functional attributes of the
Canadian Beef Advantage into a consumer-friendly approach enhancing the emotional attributes
including the connection to Canadian producers, the natural environment of Canada, and the
commitment to sustainable beef production.
The Canadian beef story resources inspired a look and voice for the Canadian beef brand unifying
consumer communications for Canada Beef, partners, and stakeholders. Canada Beef has begun to
evolve as a ‘resource hub’ and leader for marketing tools communicating information and imagery
representing Canadian beef. Voice, tone, style and imagery have taken shape to use the Canadian beef
story in all markets. Resources included POS, flyers, social media, website, retail and foodservice
materials, an app, videos, mascots “Rocky” and “Maple” in Japan as Canada Beef ambassadors for
educational/promotional events and more. Consumer information continued to be developed and
distributed, and programs for specific influencer segments such as physicians were implemented.
Canada Beef looks forward to growing its resources, sharing them with partners and consumers and
building the Canadian beef brand together.
The social media platform developed in 2012/13 was expanded in 2013/14 to include various social
media tools such as Facebook, Twitter, Google Plus, and many others. The Canada Beef social media
footprint reaches into both the consumer segments as well as the producer communities which assists
in aligning key messages that can be further amplified by industry advocates. Canada Beef’s social
media reach increased significantly in all media program areas. Results include, a 42% increase in
Facebook likes, 59% increase in You Tube views, 52% increase in twitter followers of @Canadianbeef
and over 90% increase in @LoveCDNBeef.
From an operational perspective, the shift from a market specific approach to a regional hub approach
in the Hispanic markets of the United States, Mexico, Cuba and also Central America continued to
provide efficiencies and leverage expertise across the organization in that key target market segment.
Canada beef reached new heights in the Hispanic hub in 2013/14 with highly successful marketing
programs where Canada Beef partnered with major tourism, wine and culinary entities. With outreach
in Chile, Panama, and Costa Rica in addition to the significant efforts in Mexico, the Latin hub has in
its first year delivered results and built brand loyalty in these valuable global export markets.
The very positive experience with the Hispanic hub led to Canada Beef adopting an Asian hub
approach in the fall of 2013 with senior leadership in Asia overseeing coordinated marketing efforts
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across the entire region. This has allowed the regional offices to increase efficiencies, market
intelligence and program alignment, and program execution. Canada Beef also worked with the
Federal Government to better utilize existing in-market resources such as Embassies, Consulates and
the Canadian trade commissioners to promote and market Canadian beef more effectively.
To further build Canadian beef brand loyalty with key customers in emerging and international
markets, Canada Beef started working on a significant new initiative in 2013/14, the establishment of
a Canadian Beef Centre of Excellence. The Centre is intended to be a cutting-edge facility to
showcase Canada’s top-quality meats, drive innovation, build knowledge and expertise, and ultimately
create value for Canadian beef and veal producers. The Centre will in effect “bring the Canadian Beef
Brand to life”.
The plan is for a state-of-the-art facility with space and resources to help the industry promote new
beef products, provide training and education focused around the technical advantages of Canadian
beef, and play a valuable role in marketing Canadian beef domestically and internationally. With a full
commercial kitchen, meat case, classroom, dining facilities and broadcast capabilities, the Canadian
Beef Centre of Excellence will be a cornerstone in the Canadian beef industry, and provide a focal
point for domestic and international marketing opportunities, and incoming trade missions.
The Canadian Beef Centre of Excellence will be located in Calgary as part of Canada Beef’s head office
space. Canada Beef has offices in Canada (Calgary and Toronto), Mexico, Japan, China and Taiwan.
In its second year of operation, the newly consolidated agency has continued to right-size operations,
create efficiencies, and moreover, seek areas for greater attention to detail and value creation by
leveraging collective industry and government resources. As the administrator of the national checkoff, Canada Beef initiated steps in 2013/14 to enhance accountability and reporting results of value
creation, outcomes and overall achievements obtained through national check-off investment into
both marketing and research from a national/international perspective. Canada Beef is engaging all
of the entities that receive national check-off funding, including the provinces who access national
check-off for regional research and beef and veal marketing programs, on future requirements for
national check-off funded information, measurement and reporting.
More information on Canada Beef programs and activities is available at www.canadabeef.ca.
2.

Research – Beef Cattle Research Council

The Beef Cattle Research Council (BCRC), operating as a division of the Canadian Cattlemen’s
Association, funds leading-edge research to advance the Canadian beef cattle industry. Research is a
core component of the Canadian beef cattle industry’s long-term strategy for sustainability, with a
focus on improving competitiveness through improvements in beef quality, food safety, productivity
and generational sustainability. The BCRC administers the research allocation of the national checkoff and manages Canada’s Beef Cattle Industry Science Clusters funded under AAFC Growing
Forward programs with additional support from a number of industry and government funders.
The first Beef Cattle Industry Science Cluster was a four year initiative, funding research between
April 1, 2009 and March 31, 2013. Industry, including national check-off dollars, and government
funding commitments totalled approximately $10.5 million directed to 32 research projects. Joint
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industry and government commitments to a second Beef Cattle Industry Science Cluster (2013 –
March 31, 2018) totalled $20 million, including $14 million in funding from AAFC and $5 million in
funding from the research allocation of the national check-off and provincial beef industry groups, in
addition to investments by provincial governments. Funding has been directed to 26 research projects.
Project summaries are available on the BCRC website.
In 2013/14, BCRC continued to develop a Knowledge Dissemination and Technology Transfer
Strategy initiated during the first Beef Science Cluster to convert applied research into effective,
utilized tools that drive industry competitiveness. Summaries of completed and in-progress research
projects, advice on adopting technology and innovation into production practices, and commentaries
that address misconceptions about modern beef production are continually made available through
the BCRC Blog on www.beefresearch.ca. These articles are regularly referenced and redistributed by
media and other organizations.
In order to demonstrate the value of national check-off investments in research, as well as to
encourage government to enhance their own investments in research, industry has taken a leadership
role in communicating the value of investments made in beef, cattle and forage research.
In 2013/14, the BCRC partnered with Canfax Research Services to develop and implement an
economic assessment tool that aids in assessing the economic returns to beef research in Canada,
developing BCRC research priorities, and tracking the economic benefit of BCRC funded research
over the long term. An inaugural results report was developed and released February 2014. The
report outlines how dollars were invested between 2009 and 2013, and how that research is
contributing to advancements in production efficiencies, quality and demand for Canadian beef.
Understanding that some impacts may not be fully apparent for several years, the report revealed that
the largest financial improvements to industry over the past five years were in the priority areas of
‘animal health and welfare’ and ‘feed grains and feed efficiency’, as research in these areas allow for
almost immediate adoption of new technology and have a high level of private investment. The full
report can be viewed at:
http://www.beefresearch.ca/files/pdf/BCRC_results_report_jan2014.pdf
The BCRC continued to expand its communication program in 2013/14. A series of 30 short videos
called the Beef Research School developed in partnership with RealAgriculture was completed in
December 2013. A separate video was also produced to highlight results of the latest National Beef
Quality Audit to help producers continually prevent costly carcass defects. The BCRC also began
hosting a webinar series to relay science-based production advice to producers from researchers and
other industry experts.
The videos and webinars are available on the BCRC website
www.beefresearch.ca. Website traffic, blog subscriptions and social media engagement continues to
increase each month, due in part to BCRC’s ‘Raise your beef IQ’ campaign. The series of quirky
images presenting science-based facts is intended to raise awareness of and encourage producers to
utilize extension resources, promote the value of ongoing investments in beef, cattle and forage
research, and share positive messages about Canadian beef production.
The development of a single National Beef Research Strategy with defined research outcomes was led
by the BCRC and the Beef Value Chain Roundtable in 2012, with the participation of key stakeholders
and major beef research funders across Canada. In 2013/14, the BCRC continued to encourage and
facilitate coordination among funders to work toward achieving the Strategy’s goals. The BCRC
collected and analyzed data voluntarily submitted by other beef research funding agencies. This
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database will help funding agencies to better communicate, enhance collaboration, avoid duplication,
and align funding decisions to address the priority research outcomes identified in the Strategy.
In addition to sponsoring research and technology development, the BCRC oversees and supports
the beef industry’s on-farm food safety program, Verified Beef ProductionTM (VBP). During 2013/14,
VBP reported continued growth with increasing numbers of beef cattle operations trained. More than
17,100 beef operations across Canada are currently trained. This represents an estimated 67 per cent
of all Canadian beef production. In addition, more than 1,000 cattle operations have participated in
the optional validation audit to become registered with the VBP program. VBP is currently in the
planning stages of adding modules for biosecurity, animal care and environmental stewardship with a
five year agreement approved in December 2013. Additional modules are an opportunity for
producers to secure further recognition for credible production practices.
3.

Provincial Research, Market Development and Promotion

In 2013/14, national check-off transferred funds for regional research and beef and veal marketing
programs managed by: Manitoba Beef Producers, Ontario Cattlemen’s Association (now called Beef
Farmers of Ontario), the Fédération des Producteurs de Bovins du Québec, New Brunswick Cattle
Producers, Nova Scotia Cattle Producers, and Prince Edward Island Cattle Producers.
Provincial programs focused on the areas of regional research, consumer promotion and market
development. For example, Manitoba Beef Producers continued to promote beef through another
season of The Great Tastes of Manitoba cooking show and high profile public outreach events. An
interactive beef experience called Cattle Tales provided information on beef production, products and
the people behind family ranches. Beef Farmers of Ontario promoted beef at a number of public
events, conducted cooking demonstrations, distributed recipes and resources, and further promoted
beef through mainstream media and social media campaigns.
The Fédération des Producteurs de Bovins du Québec continued to initiate research such as livestock
health, feeding and herd management, marketing and environmental projects. Beef Farmers of
Ontario funded projects in the areas of economic research and analysis, environmental sustainability,
improved animal welfare, production efficiency, marketing and product development, production
efficiency and safe products.
Programs and services in the Maritime Provinces included communications, research and promotion
which were supportive of industry’s overall efforts to market cattle and beef products and encourage
the development of efficient and competitive practices within the industry.
More information is available from websites of provincial associations utilizing national check-off:
Manitoba Beef Producers www.mbbeef.ca
Beef Farmers of Ontario www.ontariobeef.com
Fédération des Producteurs de Bovins du Québec www.bovin.qc.ca
New Brunswick Cattle Producers www.bovinsnbcattle.ca
Nova Scotia Cattle Producers www.nscattle.ca
Prince Edward Island Cattle Producers www.peicattleproducers.com
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