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35 YEARS OF INDUSTRY HISTORY!
100% Targeted Circulation Only to Beef Producers.

Extensive Reach to the Beef Industry in Alberta and Saskatchewan.



Retell Your Story to Alberta Beef Magazine’s 
7,000 Beef Producer Readers!

THE POWER OF 
TELLING YOUR 
STORY.

FRONT COVER STORY PACKAGE:
Attract the readers’ instant attention with your story on the 
front cover of Beef Illustrated with headline and picture/s ... 
and completion on the inside with up to two more photos 
PLUS a half page advertisement.
Story length: approximately 1200 words. $2950 net Cdn. 

INSIDE STORY PACKAGE:
The Inside Story Package is featured on the inside 
pages of Beef Illustrated with headline, picture/s and 
includes a quarter page advertisement.
Story length: approximately 1000 words. $2398 net Cdn. 

DOUBLE PAGE STORY PACKAGE:
Impress the beef producer readers with expansive 
design utilizing this  double page special featuring  a 
1200 word story, with headlines and pictures and a 
half page advertisement. $2745 net Cdn.

The power of storytelling as a marketing tool is unmatched! Brand awareness 
along with the targeting of existing and past customers and capturing the 
interest of new customers! Your company products and services will be featured, 
explained and promoted. Create a direct relationship with the beef producer 
readership of Beef Illustrated in both Alberta and Saskatchewan.

Your story in Beef Illustrated, with details of your operation, products and services can also be shared 
with Alberta Beef Magazine’s 7,000 beef producers! Professionally edited and designed, your Beef 
Illustrated story and details will have expanded reach and reaction from beef producer readers!
Includes: full page space, 600 words with headline and picture/s. $2875 net Cdn. 
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formance barrier and strength 
characteristics that were equal 
to or better across the board 
than other options that are out 
there.”

Connor Agriscience released 
Sealpro TITANIUM two years 
later and in 2022, Sealpro ONE 
became commercially available 
for Canadian producers. Each 
product builds on innovation, 
convenience and continuous 
improvement.Producers cannot judge the 

value of silage wrap based on 
its appearance or price alone, 
Ron says. Some physical prop-
erties, such as tear or punc-
ture resistance, can be tested 
through touch, but oxygen bar-
rier capabilities cannot be iden-
tified by the naked eye. While 
official machine-tested oxygen 
transfer rate tests can be done 
in a lab, a quick way to mea-
sure barrier amount and quality 
are through “banana tests.” The 
family have found that bananas, 
like silage, are perishable and so 
the oxygen-sensitive fruit will 
turn brown when exposed to 
oxygen. An example is shown 
on their website sealprosilage.
com. This test was validated 
by an independent nutrition-
ist in Tulare, California. Over 
19 days, bananas sealed in 
Sealpro remained uncoloured 
and the miniature bags puffed 
up, demonstrating how a true 
oxygen barrier film does not 
allow oxygen in and doesn’t 
allow fermentation gasses out. 
Generally, Connie can compare 

oxygen barrier quality products 
within two to three days with 
the banana test.Along with strength, amount 

and type of barrier polymer in 
the film, it is important that the 
barrier be distributed even-
ly through out the plastic for 
a uniform result. The Connor 
Agriscience team ensures con-
sistent quality through regular 
testing in a Minneapolis lab that 
measures oxygen transmission 
within 24 hours. “There’s a numerical result 

there that we keep an eye on to 
make sure that our manufactur-
ers are making our films to our 
specifications,” Connie says. 

The evenly distributed 
high-quality oxygen barrier in 
the Sealpro line prevents waste, 
maintains feed quality and im-
proves operation safety.“Our films limit the oxy-

gen exposure to a minuscule 
amount, making more, better 
and safer silage,” Connie says. 

PROTECT is a strong yet sup-
ple 1.8 mil film, that paired with 
the company’s black and white 
non-barrier film, Coverpro, of-
fers superior performance in a 
value-priced product. TITANIUM is an indus-

try-leading 1.8 film that has an 
optimum oxygen transmission 
rate and made with the same 
best-in-class EVOH polymers 
that PROTECT uses. It is ap-
plied simultaneously with 
Coverpro for maximum pro-
tection. The company’s website 
features videos on how to apply 
the films easily, but for added 

convenience, both TITANIUM 
and PROTECT can be ordered 
in a co-rolled form as well. 

Most recently, the family re-
sponded to customer requests 
for a single-layer oxygen bar-
rier with Sealpro ONE. It is a 
puncture-resistant 6 mil film 
that has EVOH oxygen barrier 
action within a robust protec-
tive cover that can be used as a 
single layer for convenience on 
well-packed bunkers and piles 
of silage, high moisture corn 
and other grains. Consistency, quality and 

reliability make Sealpro the si-
lage film of choice for livestock 
research stations at Colorado 
State University, University of 
Nebraska-Lincoln and Iowa 
State University, in addition to 
many private farms and feed-
lots across North America.

Joe Lofthouse of Lofthouse 
Livestock Services recently be-
came the Canadian distributor 
for Sealpro and product trials 
have yielded excellent results. 
The products are even effective 
in Alberta’s cold winters.“Some of the feedback we’ve 

had from customers and what 
we’ve seen is that they’re real-
ly surprised with the strength 
of our plastic when guys walk 
around on it. They’re not punc-
turing it, they’re not tearing it 
open with their boots,” Joe says. 
“They’re really happy with that 
in the cold temperatures. It’s 
still a very flexible product and 
doesn’t become brittle or any-
thing like that like we’ve seen 
with some of the black and 
whites.”

Livestock producers make Continued on page 5
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LOOKING FOR EFFICIENT AND 

EFFECTIVE SILAGE FILM?

As a family-run company deeply rooted in agriculture, Connor Agriscience constantly strives to deliv-

er the highest quality products to their customer base. Indeed, the husband, wife and daughter team 

of Ron, Connie and Madeline Kuber have been involved in the agricultural industry for a combined 150 

years. This experience makes them experts in silage production and backs their product’s ability to boost 

producer bottom line, feed quantity and silage quality.  

The Kubers launched Connor 

Agriscience about 30 years ago, 

the parent company of Sealpro. 

A decade ago, the family kick-

started the Sealpro product 

line, which includes three cor-

nerstone films – PROTECT, 

TITANIUM and ONE – that 

are built for North American 

livestock operations. 

“We first started to do test 

marketing both on a perfor-

mance basis as well as a re-

ception basis for customers 

on the West Coast in 2014,” 

Ron says. “Then we commer-

cially introduced the Sealpro 

PROTECT product in 2016. 

That was the foundation of the 

Sealpro line. Sealpro PROTECT 

Sealpro results speak for themselves
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DALLAS GRANT ph: (780) 385-1443  •   WAYNE GRANT ph: (780) 385-4318

email: dallgrant@hotmail.com • spuceviewangus.com

BLACK ANGUS BULLS SELL

MARCH 12, 2025

at the RANCH

Killam, AB

6060

Capture the beef producer readers 
while they are engaged with the 
content pages of Beef Illustrated with 
an Inside Story Package or Double 
Page Story Package:
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GRAZE THROUGH THE SNOW BULL SALE 
Featuring performance, functionality and consistency.

SELLING  SONS AND GRANDSONS OF THESE TWO BULLS

• High Fertility • Never Pushed 
• Calving Ease 
• Easy Fleshing

Ole Farms raises working cattle to boost ranch productivityDuring market fluctuations, weather extremes and all the un-knowns that are inherent to live-stock production, beef producers value consistent, efficient and resil-ient cattle to keep their businesses vi-able. Ole Farms in Athabasca, Alta., is contributing to the profitability of the commercial beef sector by rais-ing cattle that can boost producers’ bottom lines.
As a ranch that has been family run since 1911, Ole Farms is deeply rooted in the agricultural industry. The ranch has evolved over the years with the first and second generations of Olsons growing grain crops, sell-ing cream and feeding hogs.  The third generation, Kelly Olson, and his wife Anna took over the ranch in 1975 and added a feed-lot to their operation. By the late 1990’s the couple, who celebrated their 50th wedding anniversary last year, transitioned to the cow-calf sec-tor. In 2003, they shifted their focus to breeding quality Red and Black Angus cattle for commercial herds. “We were struggling to find the right kind of bulls that we wanted to use, and I just saw a real oppor-tunity to produce cattle that were more suited to our environment,” Kelly Olson says of the impetus to start a purebred herd. “We bought a bunch of purebred cows from what I thought was a really good herd and we built it from there.”The fourth generation, son Graham and daughter-in-law Leslie are also involved in farming opera-tions. The fifth generation, Ace and Carl, has shown interest in getting 

involved in the agricultural indus-try, too. Together, with a farm team, the family runs 1,400 head of mostly purebred cattle. 
The Olsons are known for their hardy and profitable cattle. These traits have been finely tuned over the last two decades. The family are committed to a breeding philosophy that prioritizes fertility, feeding effi-ciency, calving ease, good maternal merit and solid feet and udders.The family have assigned foot and udder scores to their cattle since 2014. This practice helps the family identify and address bloodline or new bull issues. 

Indeed, record keeping is an im-portant part of the operation’s suc-cess. The family keep extensive animal performance records for planning and budgeting. “We use a program called Herdtrax and every time an ani-mal goes through the chute, it gets weighed, we record the weights, and we keep track of how the cattle are doing,” Olson says. “And we have a really good record of the produc-tivity of each cow, and we can do comparisons.”
At any time during the year, the Olsons can look up an animal and know the direction it’s headed in terms of gains and overall health, which simplifies the process of herd evaluation.

“We keep track of every activity of that cow. Her location, anything that’s happened to her, any vacci-nations, when she’s calved,” Olson 

explains. “Any cow in the herd, we have the complete record of her life.”This attention to detail results in cattle that are built for the commer-cial sector.
“We expect them to graze most of the year and we do that with either swath grazing or corn stover in the wintertime. We try to minimize the amount of feeding that we do on the cow herd,” Olson says. “Probably the biggest thing is they have to be able to perform well on forages, even if the feed is not the highest quality.”The Ole Farms herd can graze through as much as two feet of snow with no issues because of their sound feet and legs and the thick layer of insulating back fat that keeps them warm. 

“We have more backfat than a lot of herds and I think that’s important for the cattle being able to handle the cold weather stresses,” Olson says.Also, the Olson’s cattle are mod-erate in size, genetically selected for more depth and weigh about 1,300 pounds, compared to larger-framed cattle that require more feed.Indeed, Ole Farms cattle are bred to be low maintenance and resilient.  

“We want to have calving ease 
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Kelly Olson (780) 689-7822 | Graham Olson (780) 675-0112Jay Wildman (587) 777-9004  WWW.OLEFARMS.COM

February 17, 2025 – Athabasca, Alta. 

We’re trying to get a cow that can maintain herself as much as possible in a year-round grazing system.

20th Annual

where you don’t have to be there 24/7,” Olson says. “Cows should calve on their own, heifers should calve on their own.” 
And each cow should consistently produce a calf each year.In addition, Ole Farms’ bulls are bred with maternal aspects in mind, with calving ease being a top trait.“I want a cow that is moderate in the frame score but she needs to be deep bodied and have lots of capaci-ty to consume a lot of forages,” Olson says.

With sustainability and soil health also being important considerations 

in farm management, the Olsons use a rotational grazing plan to improve the rate of forage growth and nutrient cycling. Generally, cattle will graze a paddock for three days and each sec-tion has a 35-day rest period in May, June and July. By following these rest and graze rules, the farm team keeps forages in a vegetative state, prevent-ing grass from heading out or going into a reproductive state that dimin-ishes quality. On low pH land, the family grows red clover to maximize production. 
Grazing stover in the wintertime distributes nutrients over the crop fields, reducing the need for synthetic fertilizers.

When they feed silage, the por-table bunks are moved regularly to maximize manure distribution. Water quality is of upmost importance, too. Instead of the cattle having direct 

access to dugouts, the family have installed pipelines to bring water to the paddocks and have recently fenced off a half mile of lake front-age. This approach to water body protection benefits the cattle and environment. 
Ole Farms’ motto is “sharing in the excitement of agriculture.” The family continuously look for new ideas to improve their operation. “I like to talk to other producers and share ideas. I think we can learn a lot from each other,” Olson says. The family is hosting their annu-al GRAZE THROUGH THE SNOW 

bull and bred heifer sale by online auction on Family Day (Monday, February 17th, 2025). Ole Farms only sells two-year-old bulls and does not sell any animals before the sale, so the very best genetics will be avail-able on sale day. The heifers were all bred to some of the farm’s most proven easy calving bulls for a pro-jected April 15th calving date. To see the listings of all 180 bulls and 160 bred heifers included in the sale, vis-it the sales catalogue at www.ole-farms.com. 
The bulls and bred females will also be on display in pens beginning the Friday before the sale, so pro-spective buyers are encouraged to view the cattle in person ahead of time. 

Buyers unable to bid online should contact Kelly (780-689- 7822) or Graham (780-675-0112).  ■

The Ole crew
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In a working ranch, operations never cease 

and jobs are never done. But getting out the door 

to work cattle are the Creech family’s favourite 

aspects of running a purebred herd.
“I’ve done it all my life so I would tell you I’m 

like a kid in the sandbox,” says Lloydminster’s 

Hill 70 Quantock Ranch co-owner Bill Creech. 

“I’ve always enjoyed going out and everything 

about cows and ranching.” Bill’s sons Connor and Ted Creech, along 

with their partners, represent the fourth gen-

eration of Creechs active in the cattle business. 

“I’ve always enjoyed dealing with cows more 

than equipment and working with cattle. I think 

that’s what all three of us are more geared to-

wards,” Connor says.Bill’s wife Sherry, Connor’s wife Bailey and 

their three kids Rhett, Emily and Blair, and Ted’s 

girlfriend Maryn also live on the ranch and are 

active in all aspects of the family business.
Indeed, the 120-year-old ranch has always 

been centred around family, starting when Bill’s 

grandfather immigrated from England a year after 

the Barr Colonists settled in the area. 
Today, with the fifth generation starting to 

help on the ranch, the Creech family runs approx-

imately 800 mother cows along with yearlings.

“Everything revolves around our bull sale and 

producing those bulls,” Ted says.
The family hosts their annual “Barn Burnin’ 

Bull Sale” on the first Saturday in February where 

over 400 bulls are sold. Again this year, a large 

crowd filled their barn with buyers representing 

eight Canadian provinces and seven American 

states. The Creech family raise Hereford, Red 

Angus, Black Angus and Charolais cattle and pro-

duce composite hybrid bulls from those seed-

stock mothers. This yearly high-quality sale is how 

Bill affectionally became the “Bull Guy.”
Hill 70 Quantock’s primary focus are bulls 

bred for commercial cow herds across the coun-

try offering a wide selection from large contem-

porary groups that suit working cattlemen and 

women. 
“Our bulls go to work for people that do 

things similar to us, that are needing their cows 

to go to work for them,” Ted says. “They search 

for high fertility, lots of growth, moderate birth 

weights, just some basic convenience traits for 

the commercial cattle herd. Our customers expect 

cattle that work for them – not to work for their 

cows.”
Also, the bulls are built and developed to 

last in the real world, Bill adds, which is a trait 

attributed to the Creech’s business and livestock 

management approach.“There’s more money to be made in cost sav-

ings than revenue generated, as a rule of thumb 

in the cow business. If you can keep your ex-

penses as small as you can, that’s usually what’s 

worked the best and what dad has shown Connor 

and I is that if you can keep costs down, the cows 

keep providing for you in the long run,” Ted says. 

“It’s all about keeping your overhead down. By us 

being able to run our cows like our commercial 

customers do, they can find bulls here that work 

in their environments as well.”One way that the family cuts labour, equip-

ment and feed costs is by grazing Maizex silage 

corn throughout the winter months.
“There’s a huge cost advantage to not run-

ning the tractor every day in the winter, so it’s a 

handy thing that way as far as raising cows that 

feed themselves and you just have to manage 

them out there,” Connor says.The family estimates that grazing corn costs 

between $1.00 and $1.50 per day to feed a cow. 

This practice results in significant savings com-

pared to the feed and yardage costs of a daily 

feeding plan, which can be up to $4.00 per day 

per head. 
“That’s more than $2.00 a day savings over 

800 cows over a five to six month feeding peri-

od,” Connor says. “All of a sudden, there’s your 

difference between profit and loss. And so being 

able to breed cows and build them around a pro-

gram that creates demand from our customers to 

source cattle that can do that for them as well.”

With thin margins in the beef sector, the 

Creech family believe that grazing silage corn 

saves them money and allows them to maintain 

a large herd over a smaller land base than if they 

were feeding bales or a total mixed ration daily.

“It stands up and has lots of tonnage,” Bill 

says of the Maizex corn. “Cows can physically get 

at it midwinter when there’s lots of snow. We’re 

not having to go out and cut bale strings or move 

bales. We segment fence all these cornfields in the 

fall. It’s a way easier situation there. All you got 

to do is check them every week.”
For this setup, they plant the silage corn and 

then fence off 10- to 15-acre paddocks that the 

cows graze for 10 to 14 days. The fence is a high 

tensile 12.5-gauge wire charged by a solar-pow-

ered battery. The cows will graze from mid-Octo-

ber or mid-November to mid-March before they 

are gathered up for calving in April. 
Depending on the field’s location, the cattle 

will either lick snow or have access to powered 

water bowls.
“We put them in a competitive setting to mim-

ic their commercial counterparts as much as we 

possibly can,” Ted says of the cows.
The result is offspring that can handle those 

types of conditions well. “If you take a cow and you make her lick 

snow all winter and graze corn without any sup-

plement and she maintains her body composi-

tion, calves on time on her own and comes back 

bred early,
her sons and daughters will probably go 

out to work for their new prospective buyers,” 

Connor says.
The mother cows must have sound feet and 

structure to make it through the winter in a con-

dition the Creechs find acceptable.
Since the family introduced grazing corn into 

their operation in 2002, they have seen only one 

case of acidosis. To prevent such cases, they make 

sure the cattle are full before moving the animals 

to a new section. Their go-to Maizex hybrids for grazing are 

MS 7420R and MS 7711R in dryland production.

“Maizex has lots of varieties that are catered 

to what we’re doing. I don’t think a lot of other 

seed growers based elsewhere are too focused 

on some cowboys in Northern Alberta and 

Saskatchewan,” Connor says. “It works well for 

what we do and what we’re focused on.”
MS 7420R has a CHU of 2200. Its aggressive 

seedling vigour allows for rapid emergence and 

canopy closure, seedlings develop into large, 

robust plants with wide leaves, large ears have 

kernels with soft texture to increase digestibili-

ty, white cobs increase feed palatability and ear-

ly flowering allows the plants to grow in more 

northern regions.MS 7711R is a newer version of its predeces-

sor MS 7420R, which is a similar product in a 

more modern package, Connor says.
Maizex Seeds is a proudly Canadian owned 

and operated company focused on the produc-

tion, distribution and customer support of our 

seed corn and seed soybean products.

FEED     the WAVE

Ride the wave to more milk and meat per acre.

Maizex offers corn hybrids specifically selected to match the  

silage ration needs of dairy and beef farmers. Developed for  

Canadian farmers by a company owned by Canadian farmers. 

Contact your local Maizex representative today.FIELD  by FIELD     |      maizex.com
Maizex_Beef Illust_5x7.375_7_30_24.indd   1

Maizex_Beef Illust_5x7.375_7_30_24.indd   1

7/30/24   4:38 PM
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Hill 70 Quantock  Ranch
   known for its legacy of 
productive, efficient cattleGrazing Maizex silage 

corn minimizes costs,                  
maximizes potential

Bill, Ted, and Connor Creech of Hill 70 Quantock Ranch, 

along with Maizex dealer Brian Headon.
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This year, the Douglass family commemorates 120 years of farming in the Gem area. 

 

The third generation, 

Russell Douglass, and his 

wife Pam began farming on 

the property together in 1984. 

Over the years, the couple 

have diversified the farm 

to include crops and cattle 

while raising three sons: 

Adam, Scott and Braden. The 

fourth generation is fully 

involved in daily farm tasks, 

along with their respective 

partners Sarah, Jessica and 

Gina. They are now raising 

the next generation of the 

Douglass family who will 

hopefully continue the 

family’s farming legacy. 

The Douglass ’s  run 

between 1,700 and 2,000 

Angus cows each year, 

depending on replacement 

heifer  prospects .  The 

cattle calve out on grass in 

May and are serviced to 

Charolais bulls starting in 

August. Throughout the 

fall and winter, the family 

background the year’s calves 

along with 500 purchased 

head that they sell in the 

spring. 
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THE DOUGLASS FAMILY 
HAVE DEEP ROOTS 

IN GEM, AB

PRIDE Seeds silage corn bolsters cattle operation 
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Be part of headline grabbers with your 
Top Spot advertisement positioned with 
columns and articles by Beef Illustrated 
very popular and well-read columnists, 

BJ Smith and Bruce Derkson.

e-Blasts easily add frequency to your advertising 
messages and are easy on the budget as well.  Beef 

Illustrated e-Blasts can boast higher than average 
‘open rates’.  Our e-Blasts reach beef producers and ag 

suppliers in AB, SK, MB. Ask us for details, costs and 
schedules. All Beef Illustrated advertisements easily 

convert to e-Blast ads. Ask us for details, 
costs and schedules.
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A recent news release from 

the Alberta Farm Animal Care 

Association (AFAC) announced 

that the organization would be 

terminated effective March 1, 

2024. It was the abrupt end to 

the 30-year-old organization that 

has served the livestock industry 

well and was a pioneer of animal 

welfare ideas and actions. But first, 

with some transparency, I was a 

Founding Father of AFAC, served 

on its board for a few years and even 

filed its incorporation regulations. 

Subsequently, as a keen observer 

of the organization, I watched it 

evolve into a sophisticated operation 

that delivered actual services that 

helped animals in distress and ways 

to address abuse cases in a timely 

way before they became criminal 

matters. AFAC also got involved in 

training truckers and folks involved 

in accidents on handling livestock 

safely and humanely – I believe that 

was a first in North America. 

AFAC was created at a time when 

livestock organizations across North 

America felt under assault from 

extremist animal rights groups and 

their allies in the green left lobby 

industry. At the time, 30 years 

ago, those anti-agriculture zealots 

had well-financed, sophisticated 

PR campaigns in place to spread 

disinformation and outrageous 

allegations about commercial animal 

agriculture. Those fear mongering 

campaigns generated a flood of 

donations from gullible city people. 

What was even more aggravating 

was the mainstream media’s 

complicity in supporting those 

duplicitous campaigns. The same 

groups were also making inroads into 

academia and schools. Commercial 

livestock producers felt powerless 

against the onslaught and demanded 

that their commodity organizations 

do something to counter what looked 

like a one-sided war against livestock 

production.
There were emergent groups being 

developed by livestock groups in 

various jurisdictions, and a national 

group was established in the USA. 

Alberta’s efforts to promote a 

positive image of commercial animal 

agriculture were mainly through 

the Ag in the Classroom program 

managed by the former Alberta Cattle 

Commission (now the Alberta Beef 

Producers). It was mostly a volunteer 

operation run on a fairly limited 

budget. It never had the capacity 

to operate consistently across the 

province with multiple programs 

for various school age groups. But 

that program helped instigate initial 

meetings about how a better PR 

effort could be launched to counter 

the disinformation war animal rights 

groups were waging. Those meetings 

resulted in establishing AFAC. But 

as noble as the intent was from the 

very beginning, it suffered from 

that usual ailment that plagues so 

many commodity groups – a lack 

of significant long-term financial 

support. That unfortunate reality was 

cited as the reason the organization 

was finally terminated. 

AFAC did receive financial support 

from the Alberta government, but 

in the beginning, it was less than 

robust, mainly because it was 

providing a significant grant to the 

Alberta Society for the Prevention of 

Cruelty to Animals (ASPCA). That 

venerable and long-standing group 

was empowered by the Alberta 

government to enforce animal cruelty 

and abuse laws throughout most of 

the province, including commercial 

animal agriculture. ASPCA officers 

worked with urban humane societies 

and the RCMP to prosecute criminal 

cases. Part of the rationale behind 

creating AFAC back in the day was 

that the ASPCA sometimes appeared 

too enthusiastic about pursuing 

commercial animal agriculture 

incidents. The organization also had 

an educational and political outreach 

program that seemed to favour an 

animal rights philosophy agenda. To 

be fair, the ASPCA, as a non-profit 

charity, had to appeal to city folks for 

donations to help fund its operations. 

By accident or design, it had to use 

more sensational PR approaches to 

compete with other animal rights 

organizations for the urban citizen 

donation dollar. 

The absolute 
best way to 
survive raising 
cattle.

          AFAC did receive 

financial support from the 

Alberta government, but 

in the beginning, it was 

less than robust, mainly 

because it was providing 

a significant grant to the 
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Prevention of Cruelty 
to Animals (ASPCA). 
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A recent news release from 

the Alberta Farm Animal Care 

Association (AFAC) announced 

that the organization would be 

terminated effective March 1, 

2024. It was the abrupt end to 

the 30-year-old organization that 

has served the livestock industry 

well and was a pioneer of animal 

welfare ideas and actions. But first, 

with some transparency, I was a 

Founding Father of AFAC, served 

on its board for a few years and even 

filed its incorporation regulations. 

Subsequently, as a keen observer 

of the organization, I watched it 

evolve into a sophisticated operation 

that delivered actual services that 

helped animals in distress and ways 

to address abuse cases in a timely 

way before they became criminal 

matters. AFAC also got involved in 

training truckers and folks involved 

in accidents on handling livestock 

safely and humanely – I believe that 

was a first in North America. 

AFAC was created at a time when 

livestock organizations across North 

America felt under assault from 

extremist animal rights groups and 

their allies in the green left lobby 

industry. At the time, 30 years 

ago, those anti-agriculture zealots 

had well-financed, sophisticated 

PR campaigns in place to spread 

disinformation and outrageous 

allegations about commercial animal 

agriculture. Those fear mongering 

campaigns generated a flood of 

donations from gullible city people. 

What was even more aggravating 

was the mainstream media’s 

complicity in supporting those 

duplicitous campaigns. The same 

groups were also making inroads into 

academia and schools. Commercial 

livestock producers felt powerless 

against the onslaught and demanded 

that their commodity organizations 

do something to counter what looked 

like a one-sided war against livestock 

production.
There were emergent groups being 

developed by livestock groups in 

various jurisdictions, and a national 

group was established in the USA. 

Alberta’s efforts to promote a 

positive image of commercial animal 

agriculture were mainly through 

the Ag in the Classroom program 

managed by the former Alberta Cattle 

Commission (now the Alberta Beef 

Producers). It was mostly a volunteer 

operation run on a fairly limited 

budget. It never had the capacity 

to operate consistently across the 

province with multiple programs 

for various school age groups. But 

that program helped instigate initial 

meetings about how a better PR 

effort could be launched to counter 

the disinformation war animal rights 

groups were waging. Those meetings 

resulted in establishing AFAC. But 

as noble as the intent was from the 

very beginning, it suffered from 

that usual ailment that plagues so 

many commodity groups – a lack 

of significant long-term financial 

support. That unfortunate reality was 

cited as the reason the organization 

was finally terminated. 

AFAC did receive financial support 

from the Alberta government, but 

in the beginning, it was less than 

robust, mainly because it was 

providing a significant grant to the 

Alberta Society for the Prevention of 

Cruelty to Animals (ASPCA). That 

venerable and long-standing group 

was empowered by the Alberta 

government to enforce animal cruelty 

and abuse laws throughout most of 

the province, including commercial 

animal agriculture. ASPCA officers 

worked with urban humane societies 

and the RCMP to prosecute criminal 

cases. Part of the rationale behind 

creating AFAC back in the day was 

that the ASPCA sometimes appeared 

too enthusiastic about pursuing 

commercial animal agriculture 

incidents. The organization also had 

an educational and political outreach 

program that seemed to favour an 

animal rights philosophy agenda. To 

be fair, the ASPCA, as a non-profit 

charity, had to appeal to city folks for 

donations to help fund its operations. 

By accident or design, it had to use 

more sensational PR approaches to 

compete with other animal rights 

organizations for the urban citizen 

donation dollar. 

Putting the cart 
before the horse 
– or the calf crop
before the marketing.
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Top Spot Measurement: 2” x 1.5”
Cost: minimum buy – 2 Top Spots at $275 per; 

6 Top Spot Package, $250 per.

SINGLE
EAR LUG



FOR MORE INFORMATION, CALL A REPRESENTATIVE TODAY:
PO Box 76060, RPO Millrise, Calgary, AB. T2Y 2Z9

P: 403-250-1090  | www.beefnews.com | beefmags@gmail.com

FILE SUBMISSION
•	 Images must be saved as PDF, TIFF, EPS or JPEG 

at a minimum of 266 dpi. (eps files must have 
type converted to outlines.) Incorrect sizing or 
specifications of ads will result in an additional 
charge based on $60.00 hour.

•	 Client sending files accepts responsibility for the 
accuracy of text and quality of all images. We are able 
to reproduce any layout if provided with a hard copy, 
fonts and original images/document.

If you have any questions about our electronic file 
standards please call 403-250-1090
IMPORTANT PRODUCTION MESSAGE!
Special Production Instructions:
When creating black and white ads, ensure that the ad is 
created using plain black and not  four colour or rich black.  
All images need to be converted to black and white.
In order to avoid registration and dot gain issues 
when printing on newsprint, attention must be given 
to small type.  Ensure that all black type, even in four 
colour ads, is created using plain black.  Avoid using 
colour backgrounds with small reverse white type.

Deadline is the second week of each preceding month. 
Publishing Jan., Feb., Mar., Apr., Sept., Oct., Nov.

2025/2026 Beef Illustrated Ad Sizes, Dimensions, Pricing.
Effective September 1, 2025 to August 31, 2026. All quoted rates are “Net” Canadian Currency and does not include GST. Gross rates, add 15%.

INSERTS

MECHANICALS
Double Page Centre Spread........................................ 19.882” x 15.236”
Full Page .........................................................................  9.45” x 15.236”
Super 1/2 Page Horizontal........................................................7.8” x 9.8”
1/2 Horizontal.......................................................................9.45” x 7.25”
1/2 Vertical............................................................................ 4.56” x 14.7”
1/4 Page................................................................................4.56” x 7.25”
1/6 Horizontal............................................................................6.25” x 3”
1/6 Vertical...............................................................................3” x   7.25”
Front Cover Banner................................................................5.75” x 3.7”
Front Cover Ear Lug, Double...................................................7.75” x 1.4”
Front Cover Ear Lug, Single....................................................3.75” x 1.4”
Business Directory ads, Double................................................3” x 2.75”
Business Directory ads, Single.....................................................3” x 1.4”

IMAGE – 9.448” X 15.236”  No bleeds
Printing Process – Web

Bundle your Beef Illustrated (BI) ad with an Alberta Beef Magazine (ABM) ad purchase and                                   
SAVE UP TO 25% on the Beef Illustrated advertisement!

Utilizing both ABM and BI will not only save you up to 25% of the Beef Illustrated cost, but you will be reaching 
the full distribution of 18,000 beef producers ... delivering unsurpassed, unduplicated reach to the largest 

number of qualified beef producers in Alberta and Saskatchewan.

Rates include full colour 
unless otherwise noted. 1x 4x 7x

Full page $2,245 $2,045 $1,925
½ page vertical or horizontal $1,625 $1,500 $1,415
Super ½ page $2,245
1/4 page $1,135 $1,055 $995
1/6 page $975 $888 $825

Front Cover Special Positions. Includes full colour.
Front Cover Banner $910
Front Cover Ear Lugs Single $430  Double $845

Business Cards

Spot Colour: 
$50

Full colour: 
$100

7X 
Single
$565

7X 
Double
$1,130

Front Cover Story Package $2,950
Inside Story Package $2,398
Double Page Story Package $2,745

BUNDLES! SAVE UP TO 25%

Inserts distributed with Beef Illustrated are targeted to Alberta and Saskatchewan 
commercial/cow calf producers, feedlot operators and seedstock breeders. We 
offer print and distribution or distribution only with options for poly bagging, 
stitched-in, pull outs or hand inserted. For more details and rates please call us at 
403-250-1090 or write us at beefmags@gmail.com.


