
Alberta’s #1 Beef Magazine

AB
Alber ta  Beef

Alberta Beef Magazine
2021/2022 Media Kit

Publishing for more than 30 years and devoted to Alberta’s 
beef producing industry, Alberta Beef Magazine has the largest targeted 

commercial beef circulation into Alberta of any other publication.



WE ARE 100% BEEF PRODUCER TARGETED!
No wasted circulation going to farm homes not in the beef business.

On a per capita basis, you are reaching the largest cattle operations in Alberta.

FRONT COVER ADVERTISING!

E-BLASTS, A GREAT WAY 
TO REACH MORE CLIENTS.

‘TOP SPOTS’ PREMIUM AD PLACEMENTS.

INSERTS

SIGNS

DESIGN  |  PRINTING SERVICES  |  SPECIAL PROJECTS

Our e-Blasts easily and efficiently add ‘frequency’ to 
advertising campaigns and is completely complementary 
to magazine and radio drives!
All Alberta Beef Magazine ads can seamlessly become 
e-Blast ads and directly link to your websites and videos.  
Ask your sales representative for more details, costs 
and schedules.

Posters, catalogues brochures, advertisements and also web site design … our In-House 
Design can bring your concepts or ideas to fruition including full service packages designed 
to enhance your marketing programs.
Special Projects: We will produce, print, sell and take care of all the necessary details 
in producing your special projects. Breed association directories, crop manuals, 
commemorative publications, bull sale and equipment catalogues … all printed on high 
quality, durable paper … for more details reach us at 403-250-1090 
or write to beefmags@gmail.com

Farm gate signs, show stalls, vinyl banners, vehicle 
graphics and trailer wraps, please call for more 
information at 403-250-1090 or write us at: 
beefmags@gmail.com

Target Alberta’s commercial cow/calf 
producers with cost efficient and cost 
effective inserts. Choose from front 
cover wraps, multi paged inserts 
or brochures that are stitched in or 
stitched as pull-outs, and many more 
options.  Insert rates are available 
upon request. For more details 
call us at 403-250-1090 or write 
to beefmags@gmail.com

2 OR 4 PAGE FRONT 
COVER PACKAGES:
Alberta Beef Magazine readers’ 
first impressions will be your 
unique front cover advertisement.

2 PAGE FRONT COVER 
PACKAGE: 
Front cover + inside front cover.  
$3685.

4 PAGE FRONT COVER 
PACKAGE:
Front cover, inside front cover, back page, 
inside back page. $5,600.

SHARE THE FRONT COVER
With Alberta’s Most Famous Beef People!
	 1-3X	 4-6X	 7-9X	 10-12X
Front Cover Banner 	 $1970	 $1875	 $1780	 $1695
Front Cover Ear Lug 	 $840 	 $800	 $765 	 $720

Top Spots are rotating advertisements placed beside the 
headlines of well-known and respected columnist, articles 
and story headings and always-referred-to-information. 
Political & Industry columnists and critics, current hot 
subjects, events and more! 
•	 Only five Top Spots available 

per edition.

•	 Ad space: 
1.5”w x 1.75”h

•	 Full colour

•	 Minimum 2 edition 
commitment: $800 
($400 per insertion)

•	 Maximum 5 edition 
commitment: $1500 
($300 per insertion)
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OPINION

GST, easy as 123… or is it?  by Ebony Verbonac

I’ve had a lot of questions from clients regarding the proper treat-ment of Goods and Services Tax as it relates to their farming operations. It always tends to be, “when should I register for GST?”, “what sales do I collect GST on?” and “what purchases can I claim for GST purposes?”. 
Who should register for GST?Per the CRA, small suppliers are not required to register for GST. Any supplier that exceeds $30,000 of sales in any one given calendar quarter, or $30,000 over four consecutive calen-dar quarters is no longer classified as a small supplier and must register for GST. The effective date of registra-tion is the day at which the supplier exceeds the $30,000 threshold. How-ever, you can always voluntarily register for GST if your sales do not exceed the $30,000 threshold. This is regardless of whether you are an incorporated business or operating as a sole proprietor. Once you have determined whether registration is required, you can register via the CRA website, by mail or by telephone. Alternatively, your accountant should be able to take care of registration for you.

Understand the termsIt’s important to understand the distinction between taxable, exempt and zero-rated in terms of GST:
• Taxable supplies mean that the transaction is subject to GST at the prevailing provincial rate. For example, in Alberta this would mean 5% would be added to the sale price of supplies that fall into this category. As a producer of 

taxable supplies, you are also able to claim any GST paid on inputs purchased to produce those sup-plies, these are known as input tax credits (ITCs). 
• Exempt supplies are not subject to GST. While this means that suppli-ers are not required to charge GST on the sale of exempt products, they are likewise unable to claim input ITCs on purchases required to provide those products.

• Zero-rated supplies are subject to GST at 0%, meaning that GST is not charged on sales. Such sup-plies offer a combination of the above categories. As noted, GST is charged at zero percent which is the equivalent to exempt, how-ever, suppliers of zero-rated supplies are also able to claim ITCs on purchases required to produce those supplies - this is likely the category that most of your sales as a farmer or rancher fall into.

When to charge GSTMost of the revenues you’ll gen-erate from your farm are referred to as zero-rated, which means that they are not subject to GST. A hard and fast rule to determine if a sale is zero-rated is whether the items are destined for human or animal consumption. There is a long list of items that are taxable, meaning that GST must be charged on related sales. A few examples include:
• Horses, Mules, Donkeys
• Animals sold as pets

• Gravel, stones, rock, sod or soil
• Seeds (when sold in small quantities)

GST is also charged on other farm activities including, custom/contract work, land rent, artificial insemination and yardage (when custom feeding, feed is considered zero-rated). 

Farmland and other farm assetsIt’s important to be aware that GST should be charged on the sale of farmland. As a seller, failing to charge the purchaser GST on the tax-able sale of farmland will result in a decrease to your proceeds in the amount of GST owing, as the GST will be taken from the cash received from the sale. With all things tax, there are some nuances to this rule and consulting your accountant and/or lawyers before proceeding is strongly encouraged.If you are selling farmland to a relative (child, grandchild or former spouse) and the farmland is intended for personal use and enjoyment, you are not required to charge GST. However, when the land is being purchased for commercial/continued farming purposes, (i.e., there is a desire to generate a profit from farming operations), GST must be charged on the sale. This should be a consid-eration in any matrimonial or estate planning discussions.When selling land to a third party (i.e., a neighbour), elections can be made to not charge GST, however, this should be consulted with your accountant prior to doing so. 

Earn greater rewards          this Fall!
Speak to 
your Merck 
Representative today
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THE RIGHT NOW® MINERAL PROGRAM 
HELPS YOU MAKE SURE THAT THE 

RIGHT MINERALS GO TO THE RIGHT 
COWS AT THE RIGHT TIME. 

with Altosid®

Grass changes with the season. 
Shouldn’t your mineral? 
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help. You’ll get answers that go far beyond black and white.
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OPINION

It’s Baaack – mCOOL resurrection on the horizon  by Will Verboven... the cattle industry needs to start assembling a war chest but ...Just when you had hoped that Country of Origin Labelling (COOL) and its successor mCool had finally been buried, the new President Biden administration (BA) has taken steps to maybe exhume that old trade barrier zombie. Many 

in the beef industry on both sides of the border have condemned the Biden executive order (EO) to review COOL as unnecessary and interfer-ing in a successful North American beef marketing system. But I sus-pect that most of the US ag and 

food production industry does not vote much for Democrats, includ-ing President Biden. That means extremist leftwing green lobby groups who are Democratic Party supporters have the ear of progres-sive governments like the BA. Most of those folks are urban dwellers with little connection to commer-cial agriculture. Gosh, doesn’t that sound familiar - just insert Trudeau and the federal Liberals. The only small-time cattle producer ally those urban groups have is the notori-ous R-CALF, a longtime insidious anti-Canadian beef trade group. R-CALF was an instigator of the original COOL legislation; they must be chortling with delight as the BA is doing their bidding once again. History repeats itself.There is nothing inherently wrong with COOL for many food products, it’s used extensively in North America, but it doesn’t work for beef products due to the nature of the beef sector’s traditional mar-keting system. That means cattle and beef crossing the Canada/USA border lose their nationality. It’s a marketing trail that is over 150 years old and generally works well as long as both national governments stay out of applying regulations, barriers, tariffs and other border and trade mischief. Such nuisance activity is why governments create free trade agreements – but as we learned with the Canada/Europe free trade agreement, it’s not really free when it comes to the cattle and beef trade. 

It’s the same under the Canada/USA free trade agreement as the WTO beef trade challenge had proven. Canada usually gets the short end of the stick because, as the boy scout of interna-tional trade, Canada is loath to upset any trading partner and just takes the abuse. Unless, of course, it’s dairy supply management, the BA is also launching an ag trade action against Canada, claiming that US dairy prod-ucts are being unfairly restricted from being imported into Canada. You can rest assured that the Quebec-centric Trudeau government will be vigor-ously fighting that challenge. Curious isn’t it? The arrival of the new Biden administration was supposed to herald a new world of cooperation between two progressive leftish gov-ernments after the departure of the evil Trump administration. Yet the BA has moved aggressively against Canadian pipelines, continues the softwood lumber war and now has instigated agriculture trade activity against Canada. If this rate of BA trade mischief continues, we may be wish-ing for the good old days of President Trump. But I digress.The BA order requires the USDA to examine and perhaps redefine the “Product of the USA” label. As the North American cattle industry well knows, that’s a can of worms, nota-bly with further processing. The BA announcement stated there might be new rules “so that domestic farmers and ranchers don’t have to compete with foreign companies that mis-lead consumers.” What does that 

www.liphatech.caSupporting the Ag Industry 

The only small-time cattle producer ally those urban groups have is the notorious R-CALF, a longtime insidious anti-Canadian beef trade group. R-CALF was an instigator of the original COOL legislation; they must be chortling with delight as the BA is doing their bidding once again. History repeats itself.
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Earn even greater rewards this Fall with Merck. 
Speak to your Merck representative to learn more!
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BEAVERLODGE
VJV BEAVERLODGE AUCTIONS
Box 606, Beaverlodge, AB  T0H 0C0
Phone:780-354-2423
Fax: 780-354-2420
Email: vjvbeaverlodge@gpnet.ca
Web: www.vjvauctions.com 
Contacts:
Manager – Peter Raffan 250-260-0758
Regular Sales: Thursdays
Please visit our web site for details

VJV DAWSON CREEK AUCTION, BC
301-116 Ave., Dawson Creek, BC 
V1G 3C9
Phone: 250-782-3766
Fax: 250-782-6622
Email: vjvdawsoncreek@outlook.com
Web: www.vjvauction.com
Contact:
Manager – Peter Raffan 250-260-0758
Regular Sales: Every Tuesday @ 9:00 a.m.
Special Calf and Yearling Sales: Fridays 
in the fall.   
Special Sales: See website for all listings 
of Bred Sales, Bull Sales & Horse Sales
Internet Sales: Canadian Satellite 
Livestock Auction – www.cslauction.
com (see Red Deer); Canadian Gold 
Show Alley – www.vjvauction.com
For a complete list of available field 
reps, please view our web site www.
vjvauction.com

BROOKS
BOW SLOPE SHIPPING 
ASSOCIATION
Phone: 403-362-5521
Fax: 403-362-5541
Email: bowslope@eidnet.org
Web: www.bowslope.com
Contact:
Lachie McKinnon, Manager
403-362-1825
Erik Christensen, Asst. Manager
403-363-9942
Regular Sales: Every Friday @ 9:00 a.m.
Special Sales:
All Breed Calf Sale: Mondays & 
Wednesdays in October & November
Bred Cow & Heifer Sales: Saturdays in 
November & December
Visit our website for all upcoming sales.

CALGARY
TEAM – THE ELECTRONIC AUCTION 
MARKET
Phone: 403-234-7429
Fax: 403-266-3368
Email: info@calgarystockyards.com
Web: www.teamauctionsales.com
Contact: Jason Danard
Feeder Cattle Sales: Every Friday.
Slaughter Cattle Sales: Daily.
Broadcasting live from auction markets 
across Western Canada daily.

CLYDE
NORTH CENTRAL LIVESTOCK 
EXCHANGE INC.
PO Box 119, Clyde, AB T0G 0P0
Phone: 780-348-5893
Fax: 780-348-5704
Email: jchesher@nclclyde.com
Web: www.nclclyde.com
Contact:
Len Hrehorets 780-991-6737
Levi Pedgerachny 587-987-1252
Garth Rogers 780-349-1491
Regular/Presort Sales: Tuesdays 
@ 9:30 a.m.
Special Sales: Contact for details.
Internet Sales: DLMS, contact 
Jeannie Chase 780-554-4939
Email: jeannie@dlms.ca
Web: www.dlms.ca

EDMONTON
DLMS – (DIRECT LIVESTOCK 
MARKETING SYSTEMS)
Phone: 780-554-4939
Fax: 780-732-4385
Email: jeannie@dlms.ca
Web: www.dlms.ca
Contact: Jeannie Chase
Regular Sales: Thursdays @ 10:00 a.m.
Daily Presort Sales from across Western 
Canada. Please visit our website for 
more details.

FORT MACLEOD     
SOUTHERN ALBERTA LIVESTOCK 
EXCHANGE (S.A.L.E.) – FORT 
MACLEOD AUCTION
Phone: 403-553-3315 or 888-553-7715
Fax: 403-553-4264
Email: ramona@livestock.ab.ca
Web: www.livestock.ab.ca
Contact – Cattle:
Allan Lively 403-627-7776
Justin Keeley 403-627-6534

Darren Shaw 403-601-5165
Contact – Sheep:
Darren Shaw 403-601.5165
Ryan Konynenbelt 403-892-6534
Regular Sales: Tuesdays @ 9:00 a.m., 
Feeders first.
Special Sales/Electronic Sales: See 
www.livestock.ab.ca for the most 
current schedule.

INNISFAIL
INNISFAIL AUCTION MARKET
Phone: 403-227-3166
Toll Free: 1-800-710-3166
Fax: 403-227-2202
Email: iamarket@telus.net
Web: www.innisfailauctionmarket.com
Contact: Danny Daines 403-391-0580
Regular Sales: Wednesdays @ 9:00 a.m.
Special Sales: please see website for 
details on upcoming Bred Cow, Horses, 
and Purebred Sales.

LETHBRIDGE
BALOG AUCTION SERVICES INC. 
Phone: 403-320-1980
Toll Free: 1-877-320-1988
Fax: 403-320-2660
Email: sold@balogauction.com
Website: www.balogauction.com
Contact: Bob Balog 403-382-5727
Regular Sales: Every Wednesday
@ 10:30 a.m.
Special Sales: Mondays, Tuesdays
& Fridays
Electronic Sales: Thursdays @ 10:00 a.m.

PERLICH BROS.
AUCTION MARKET LTD.
Phone: 403-329-3101
Toll Free: 1-855-PERLICH 
Fax: 403-327-2288
Email: auction@perlich.com
Website: www.perlich.com
Contact: Bob Perlich 403-382-7800
Regular Sales: Thursdays @ 10:00 a.m. 
& 1:00 p.m.
Special Sales: Rancher Calves – 
Wednesdays @ 10:00 a.m. Oct. to Dec.
Presort Calves: Saturdays & 
Occasionally Mondays, Oct. to Nov.
Stock Cow and Bred Heifers: Tuesdays 
& Fridays Nov. to Dec. @ 1:00 p.m.
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HIGHLAND FEEDERS 36,000 ✪ ✪ ✪ ✪ ✪ ✪ ✪
MIKE KOTELKO 780-632-1584 
mkotelko@highlandbeef.com
www.highlandbeef.com
 
HIGHWAY 21 FEEDERS LTD. 20,000 ✪ ✪ ✪ ✪ ✪ ✪ ✪
ED MILLER.  LYLE MILLER. 
SCOTT BRADY, 403-857-9703 
MAIN 403-546-2278 
highway21group.com 

IT’S R FEEDLOT 4,000 ✪ ✪ ✪ ✪  ✪
JERRY HOFER 403-333-1229
MAIN PH/FX 403-395-2107  
jerryhofer887@gmail.com 

JF MURRAY FARMS LTD. 12,000 ✪ ✪  ✪ ✪
SHAWN MURRAY shawn@jfmurray.ca
AUSTEN MURRAY
AMANDA WRIGHT amanda@jfmurray.ca 
MAIN 403-732-4339  

JONUST FARMS LTD. 1,200   ✪ ✪ 
BRADLEY RAUGUST.
MAIN 403-350-5265     

JUBILEE FEEDLOT 6,500 ✪  ✪ ✪ ✪ ✪
WAYNE FORBES. KEN STANLEY.
JIM FORBES. 
EVAN STANLEY 780-307-1794
MAIN 780-349-2476 FAX 780-349-5414 
estnly@hotmail.com  jubileefarms.ca 

KAV 12,000 ✪ ✪ ✪ ✪ ✪ ✪  
MYRON KLASSEN  825-733-2420
MAIN 403-546-2420  
info@kavltd.ca 

K-BELT FARMS 4,000   ✪ ✪ ✪   
BRUCE, JASON & KEITH
KONYNENBELT
JASON 403-634-4745
KEITH 403-634-0241 
kbeltfarms@hotmail.com 

KEHO LAKE COLONY 1,500   ✪ ✪  ✪ 
DAVID R WURZ 403-635-1042

KENWYNN FARMS LTD. 6,000 ✪ ✪ ✪ ✪ 
BRIAN McKINNON  403-540-7565
MAIN 403-934-4114 FAX 403-934-2122
kenwynnfarms@gmail.com 

KUNZ FARMS INC. 2,000    ✪ ✪
PAT KUNZ 403-333-0607
kunzfarmsinc@gmail.com 

LARSON CUSTOM FEEDERS 6,000 ✪   ✪ ✪ ✪ ✪
TJ LARSON 403-394-6496
MAIN 403-553-3110
larsonfeeders@gmail.com

MARSHALL FARMS 8,000   ✪ ✪  ✪
IAN & KARILYNN MARSHALL
MAIN 403-224-3065 FAX 403-224-3150
marshallfeedlot@gmail.com

MOORE’S FEEDLOT 4,000  ✪ ✪ ✪ 
GRANT AND KIM MOORE
KIM 403-559-7104
MAIN 403-556-2725  
mooresfeedlot@gmail.com

NORTHWAY CATTLE CO. 6,000  ✪ ✪ ✪ ✪ ✪ ✪
ALBERT STAHL 780-834-7055 
PETE STAHL 780-835-8291
MAIN 780-835-8291 (PETE STAHL)
northwaycattleco@gmail.com
northwaycattle.ca

PARK ROAD FARMS LTD. 10,000 ✪ ✪ ✪ ✪ ✪
ALAN SLOMP 403-308-7379 
MAIN 403-824-3676 
prf@xplornet.com  

PENRIDGE FEEDERS INC. 4,000   ✪ ✪ ✪  ✪ 
DEAN PENNER 403-540-0002 
MAIN 403-546-0015 
dean@penridge.ca

ROCKY RIDGE LAND AND CATTLE 2,000   ✪ ✪
DARCY STEWART 403-888-5083 
LOREN STEWART   
dstewieseven@gmail.com     

 

Visit BRD-solutions.ca  
for details.

All trademarks are the property of Zoetis or its licencors.  

©2021 Zoetis Services LLC. All rights reserved. 

IMMUNITY  
STARTS HERE YOUR GO-TO, GOES FURTHER.

Draxxin is a registered trademark of Zoetis or its licensors. ©2021 Zoetis Services LLC. All rights reserved.
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PROFILE

I went to the University of Lethbridge for a Business Management Degree and 
got a Co-op position with Feedlot Health Management Services while in my 
third year,” says Donnelly. “I worked during the day and did school at night 

until I finished my BMD and my Master’s Degree at the University of Calgary. Over 
the next ten years, while working for FHMS I followed that up with a CPA CMA 
accounting designation.

“FHMS was in their growth stage when I started with the company and it was an 
exciting time working alongside Kee Jim, Calvin Booker and Tye Perrett. I couldn’t 
have asked for a better group of mentors. I worked on the Human Resource side, 
accounting and finance – anything related to running administration for a business. 
I was also lucky enough to help with their international expansion in countries such 
as the U.S., Mexico and China. “

But, in 2015, it was time to return home as she and husband Bryan considered 
a business opportunity to partner with her parents on the Korova Feedlot. Still 
employed by Feedlot Health, Donnelly took two years to make the transition all 
the while training her replacements and trying to figure out her new role at Korova. 

“My husband Bryan came from a small town in Ontario and had no experience 
with the livestock industry. I met him through my brother as they worked together 
in the fitness industry,” says Donnelly. “After we married, he spent two years calv-
ing out 600 heifers at the ranch mentored by my dad and our main cow boss Sabrina. 
He’s since moved onto the feedlot and books and buys all the grain for the three 
feedlots and helps manage a large farming operation we have in Saskatchewan. 

Initially, Donnelly and her dad weren’t sure where she best fit in the operation, 
but as the feedlot grew her stellar credentials in business management and work 
ethic made it easy for the family to turn all the family’s livestock-related business 
management over to her.

PHOTO CUTLINE: “McDonald’s has been a huge advocate for the industry as 
well as the Canadian Roundtable for Sustainable Beef,” says Donnelly. “The 
partnerships they have created to showcase our efforts have shown how we’ve 
been able to reduce the impact on the environment and still be sustainable.”

The lady
is all business

By Bonnie Warnyca

34-year-old Kendra Donnelly grew up at Sandy Crest Ranch on a typical 
cow-calf operation along with a 5,000 head feedlot located near Acme, 
Alberta.  Her parents, Doug and Helga Price, mentored all five of their 

children teaching them to gather and process cattle and “learn by doing” 
in 4-H. But Donnelley freely admits to always feeling tentative around 
the livestock; it just wasn’t her passion. She had a head for business. 

“

Kendra (L) relies on a team for the business management. Here Kendra and 
her Office Manager Katie Keates take a tour of the High River feedlot.  
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Putting the grasslands to 
work through a market 
exchange  By Lindsye Dunbar, WSGA General Manager

It is widely known that Alberta’s 
grasslands provide many bene-
fits to people such as places to 

live, landscapes to enjoy and pas-
tures to raise cattle for food. But other 
benefits to society are not as recog-
nized, such as carbon storage and 
sequestration, water storage, water 
purification and habitat for prai-
rie-dependent plants and animals. 

In Alberta, as demand for diverse 
land use expands, so do the chal-
lenges to conserve grasslands. 
Changes in grassland land use often 
come at the expense of native prai-
rie. And despite the environmental 
benefits grasslands provide, existing 
incentives for maintaining native 
grasslands are limited and have 
variable attractiveness to ranchers. 
The Western Stock Growers’ Asso-
ciation (WSGA) recognizes these 
challenges and, with support from 

EcoServices Network, is working 
towards developing a viable, volun-
tary market-based solution that will 
help conserve these valuable eco-
systems and provide incentives to 
ranchers for the land management 
decisions they make to sustain and 
regenerate them.

As a true grassroots organization 
that understands the complexity of 
a conservation marketplace and its 
implications for the rancher, WSGA 
stepped forward to champion this 
pilot. The WSGA has long recog-
nized the need for establishing a 
market for ecosystem services.

“We have championed the cre-
ation of a grassland conservation 
exchange as a means to recognize 
and capture the current non-market 
value of managing healthy grassland 
ecosystems. There is a need for prag-
matic, flexible and voluntary market 
returns for ecosystem services ben-
efits,” says Bill Newton, a governor 
with the WSGA. “We are just over 
halfway through piloting the market 
framework and exchange and are 
excited about the progress.”

“The reality is there are significant 
costs associated with land owner-
ship,” explains Bill, “acquisition 
costs, ongoing costs, opportunity 
costs. Our land management deci-
sions must incorporate profitability 
if we want to continue to be land-
owners and ranchers.” 

Pressures to convert grass-
lands for real estate development 
or transition into higher value crop 
production are very real. Continu-
ing to provide grassland ecosystem 
services for free is no longer a viable 
long-term option.

“Market returns for commodities 

in the absence of market returns for 
ecosystem service benefits inevita-
bly drive land use decisions away 
from the production of ecosystem 
services benefits,” adds Bill.  

In the project’s simplest form, 
grassland ecosystem services are 
produced by ranchers, verified and 
calculated in an index, collected in 
a registry and sold to buyers via an 
exchange. The functioning of the 
exchange is a bit more complex, so 
along with their partners, WSGA has 
identified the key elements needed 
for an ecosystem services exchange 
to function.

The framework of a grasslands 
conservation exchange contains 
a viable market for the “product” 
that is defined by an index of eco-
system services, backed by valid 
science, metrics and verification 
processes, using a database reg-
istry to keep track of the product, 
and that incorporates an economic 
exchange to accommodate the trans-
actions. Overall, the exchange will 
give both buyers and sellers trans-
parency and confidence in the 
transactions to build long term sta-
bility for the market. 

Sustainability, economic via-
bility and maintaining important 
grasslands ecosystems is possible 
through a grasslands conserva-
tion market. It’s a win-win-win for 
ranchers, the economy, the environ-
ment, and society in general. ■

For more information about the 
grasslands conservation exchange 
contact the Western Stock Growers’ 
Association www.wsga.ca.

Learn more about EcoServices Net-
work at ecoservicesnetwork.ca.

“In the project’s 
simplest form, 
grassland ecosystem 
services are produced 
by ranchers, verified 
and calculated in 
an index, collected 
in a registry and 
sold to buyers via 
an exchange.

BEST OF
GRASS MANAGEMENT
...HERD HEALTH

REPRESENTATIONS OF
MANAGEMENT PRACTICES

ASSEMBLED
FOR YOU
ARTICLES FROM
OUR ARCHIVES.

DIVERSE

DRY LAND
IRRIGATED
ROTATIONAL GRAZING
INTENSIVE 
TAKEN TOGETHER THE EDITED ARTICLES 
COMBINE TO MAKE A GOOD READ OF 
VARIOUS PRACTICES THAT WORK... 

OPINION
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Integrated Traceability Solutions  
 

Feedlot Management Software 
www.itslivestock.com 

1-877-333-7373 

“There’s been a lot of work 
done in removing coni-
fers around communities 

to reduce fuel for fires,” says Mike 
Pritchard, wildfire prevention coor-
dinator with the B.C. Cattlemen’s 
Association. “But, when you open 
up stands and allow in more water 
and light, those areas grow more 
grass. Grass is one of the most vola-
tile fuels for fire. If you have a lot of 
grass, fire can use the grass to move. 
So, if all you do is remove conifers, 
you’re just exchanging one fuel type 
for another. What the Government 
has told us we need to prove is that, 
by using cattle to graze out some of 
the grass, we can reduce a wildfire’s 
intensity so that it can be stopped 
with ground crews instead of with 
air tankers.”

Pritchard, a rancher from near 
Vanderhoof, BC, has 36 years of 
experience fighting wildfires. He 
has bird-dogged, ground crewed 
or helped plan suppression strat-
egy for most of the large fires that 
have impacted BC’s hot and dry 
Okanagan Valley over the past 
three decades. Now, he’s turning 
that knowledge into cattle graz-
ing strategy. 

First, he and his team needed to 
find the right test locations. They 

determined three key requirements: 
the area had to be in an interface area 
(ideally the first 400 meters, but up to 
two kilometers, from populated areas), 
there had to be at least 40 homes at 
risk from wildfire in the immediate 
area, and the locations needed to fre-
quently face wildfire risk.     

A 13km stretch of land just south 
of Cranbrook fit every requirement 
and, since that city’s fire prevention 
team already bought into the con-
cept of bovine fire suppression, it 
proved a natural first trial location. 

“They’ve done lots of work on 
fuel management in the Cranbrook 
area. The southeast of the province 
is probably leading in that. They 
had harvesting trees, prescribed 
burning, and cattle written right 
into their fire suppression prescrip-
tion,” says Pritchard. 

In early June, two local ranchers 
with nearby range tenures pushed 
200 cattle into two 6.5km long areas. 
The cattle grazed for three to four 
weeks. While data isn’t yet fully ana-
lyzed, Pritchard’s early impression 
is that the grazing made a difference. 

“Anecdotally, it looks like we did 
some good there,” he says, noting 
the cattle will be able to do more 
good next year once the area is more 
fully logged. 

The project’s second plot in 2020 
was in Peachland/Summerland: an 
area hard hit by multiple recent fires.  

“The Peachland/Summerland 
area is a very highly urban inter-
face with a huge fire history. The 
part of Peachland [we’re working 
in] has been evacuated three times 
since 2014,” says Pritchard. “The 
local First Nation is doing harvest-
ing of trees in the area; we want 
to work with them to do the cattle 
thing otherwise there’ll be an issue 
with maintenance going forward.”

Results from the 2020 effort in 
Peachland/Summerland showed 
many more cattle are necessary.

“Our hope with this first year was 
just to get baseline data. We had 50 
pairs on over 4000 acres and the 
data shows we didn’t touch it at all: 
we didn’t have enough cattle. That’s 
good data for us as a starting point.” 

Containing the cattle is an 
evolving effort. Electric fences did 
the job this year, but Pritchard and 
his team hope to soon trial radio 
collars instead. Sourcing the right 
radio collars proved challeng-
ing, but technology may arrive 
from Norway as soon as this 
October. Telus has indicated sup-
port for the project as a trial run of 
its infrastructure.  

Bovine fire-fighters 
protecting urban 
interface one 
mouthful at a time

ENVIRONMENT

If you visited Cranbrook, BC this past June, you likely drove right past BC’s newest wildfire prevention 
team: 200 head of commercial cattle munching their way through grass that would otherwise become 
ideal fuel for summer fires. The cattle, along with 50 pairs that grazed near Peachland, BC in late May, 
are the first try in a three-year wildfire suppression pilot project financed by the BC Government and 
managed by the BC Cattlemen’s Association. 

Mike Pritchard, wildfire 
prevention coordinator with the 
B.C. Cattlemen’s Association. “
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Greg Schmidt 
ACFA chair
there is reason 
for optimism 

BY BONNIE WARNYCA

It cannot be overstated that the majority of Alberta feedlots are fami-
ly-owned and operated. And, in many cases, the senior members are still 
helping to guide the next generations of cattle feeders. Greg Schmidt of 

Schmidt Livestock Ltd. at Barrhead is a good example of a second generation 
cattle feeder. He began his duties in the feedlot 27 years ago pen checking 
and processing cattle and today, along with his cousins, has assumed the 
management roles in the business.  

“My uncle Walter started this feedlot 60 years ago with a 500 head capac-
ity. My dad Gilbert joined the operation about five years later,” said Schmidt 
who became the ACFA chair in March of 2020. “My uncle and dad are both 
still involved in the business; we rely on them for their experience and guid-
ance in decision making. 

The Schmidt family is in the midst of succession and business plan-
ning encouraging the new family additions (third generation) to take on 
responsibilities where they are most passionate about whether it is grain or 
cattle. With human resources such a big part of any business, they’ve also 
recently added a second-generation family member with outside experi-
ence to take on HR.   

“It’s amazing how many large feeder operations are family-owned. I 
don’t think we talk about that enough,” said Schmidt. “Our operation is 
much smaller than many in Alberta, but all our cattle are owned so we take 
100 percent of the risk. The volatility is extremely high in our industry and 
I think the technological advances have had a big impact in this. It once 
took quite a while to react to changing prices and impacts on the market 
but now we can be on top of any market changes in real time. There are so 
many global influences on our business, including political.”

Schmidt Livestock employs roughly 20 people between the feedlot 
and grain operation which supplies the silage for the now 12,000 head lot. 
They also have a small trucking business to haul owned cattle as well as 
some custom. 

PROFILE

January
• Focus on Education

• Alberta Beef Industry Conference

November
• Environment & Sustainability

June/July 
• The Best of Grass & Herd 

Nutrition Management

December
• Looking back, looking forward

August
• Custom Feedlot Guide  • Women in Agriculture

April/May
• Technology (May)

• 4-H Sales and Shows (April & May)

September or October
• Fall Feeder Auction Market Guide
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www.WLPIP.ca  •  1.877.899.AFSC (2372)

PRICE INSURANCE AVAILABLE FOR FED CATTLE, 

FEEDER CATTLE AND CALVES FOR WESTERN 

CANADA’S CATTLE PRODUCERS.

DEADLINE REMINDER
May 31, 2016 - Last day to purchase Livestock Price Insurance - Calf for 2016.

Because every beef producer can be affected by price, basis and 

currency risk, the Western Livestock Price Insurance Program has 

coverage options for every stage of production. Don’t stray from 

the herd - find out how to protect your operation today. 

www.WLPIP.ca  •  www.AFSC.ca  •  1.877.899.AFSC

PRICE INSURANCE ON FED AND FEEDER CATTLE, 

AND CALVES, AVAILABLE TO EVERY WESTERN 

CANADIAN PRODUCER.

PROTECT YOUR INVESTMENT 

FROM VOLATILE MARKET PRICES.

DEADLINE REMINDER
WLPIP-Calf is available to purchase from Feb 2 to May 31.

Infrared technology 
cuts a wide swath

The team has a current research 

study in effect in collaboration 

with Cargill using the infrared 

technology to single out animals 

at risk of dark cutting. Once they 

identify them, they treat them 

with another product that has 

been perfected by Schaefer called 

DeStress to calm the animal down 

prior to processing.
“A third application for the 

technology is in the identifica-

tion of metabolic efficiency,” says 

Schaefer. “Simply stated, ani-

mals that are more efficient lose 

less energy to the environment. 

Infrared can identify and rank 

these animals with a 24h test. This 

would particularly have appli-

cation for example in a feedlot 

where the incoming calves could 

be measured in a “forecasting” 

manner to enable management 

and feeding decisions to be made 

in the current production cycle. If 

an animal was known to be less 

efficient, a feedlot operator could 

elect not to try to finish that ani-

mal to a high quality grade since 

it would simply take more feed 

and time to do so. That would sig-

nificantly reduce the cost of pro-

duction for the feedlot.” 
Which one of the livestock 

solutions with this technology 

will move to the forefront largely 

depends on the willingness of 

engineers and manufacturers to 

develop the infrared cameras to 

be more portable, cost effective 

and reliable.
“The infrared cameras are 

coming down in price,” says 

Schaefer. “That has to happen to 

be able to introduce this technol-

ogy into feedlots and cow-calf 

watering stations. 
“Since Canada is one of the 

few countries in the world to 

have RFID tags able to contain a 

lot of data about the animals, we 

could lead the world by marrying 

the infrared diagnostic output to 

those tags. The infrared camera 

would take the image and the 

RFID tag would send the image to 

a computer data base. This would 

be a huge tool for pen checkers. 

They could check the computer 

to see what animals are show-

ing signs of distress either with 

cooler or hotter temperatures and 

include them on their daily pen 

check list.” 
Currently RFID tags can go 

in either ear, but Schaefer says if 

they put them all in the same ear, 

it would save the cost of a second 

detection antennae. 

The team continues its testing of 

different infrared cameras to try to 

find a less expensive model for pro-

ducers. Schaefer is encouraged by 

the work that computer scientists 

have done to automate the systems 

more reliably.
“We’re steadily moving forward 

into application mode and the future 

looks bright for infrared technology 

to help the industry solve some of 

its long-term challenges,” he says. ■
BY BONNIE WARNYCAInfrared technology use in 

animal agriculture is a fairly 
recent phenomenon in North 

America but Canadian research-

ers are hoping this technology 

will impact the cattle industry in 

several areas.  
Dr. Allan Schaefer, adjunct pro-

fessor at the University of Alberta, 

has been studying the possible 

uses for this non-invasive technol-

ogy in livestock for over 25 years 

and suggests they are in the beta 

phase of testing for commercial 

applications. As they continue 

to uncover uses for this technol-

ogy, they have already proven its 

worth both economically and in 

the area of animal welfare.  
He says if you ask producers 

and feedlot operators what their 

biggest challenge is they will 

often point to bovine respiratory 

disease or BRD. Food processors 

by comparison, continue to deal 

with beef quality factors such as 

dark cutters and of course, feed 

efficiency affects everyone in the 

value chain.  
“We initially collaborated with 

the Animal Disease Research 

Institute in Lethbridge and its 

great group of veterinarian 

pathologists to track the respira-

tory virus or BRD in beef calves,” 

says Schaefer. “Within a few 

days of virus infection, using 

this thermal signal, we were able 

to identify the onset of a respi-

ratory problem in calves while 

the clinical signs didn’t show up 

until day nine or 10. Clinical signs 

appear slowly because cattle are 

prey animals and have evolved 

to not show signs of weakness to 

predators which makes the dis-

ease tough to recognize until it’s 

almost full blown.” 
A few months ago, Schaefer 

and his team installed an infrared 

system in a waterer at the Olds 

College beef unit. The objective 

was to test less expensive infrared 

cameras which would bring the 

cost down for producers. Schaefer 

says with current costs for treat-

ing BRD running anywhere from 

$35 to as high as $75 a head, iden-

tifying this disease in its incuba-

tion stage could reduce antibiotic 

use and costs, but also help to pre-

vent co-mingled cattle from con-

tracting the disease.  
Schaefer says just as the ancient 

Greek physicians used their hands 

to detect heat signals, or a human 

milker detecting mastitis in a 

dairy cow, an infrared camera can 

detect thermal biometric signals 

often associated with infection. 
“In addition, he says, when 

cattle are stressed, you can see all 

kinds of thermal changes either 

too cold or too hot. While a higher 

temperature in an animal can 

often predict an infection, a lower 

heat signal can also detect other 

signs of abnormalities.” 
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      Western CanadianVideo Calf SaleFriday, Sept. 13th @ Lethbridge Lodge25,000+ head!

Yearling ClassicVideo SaleFriday, August 9th @ Chain Lakes, AB10,000+ head expected!

Salute to 4H memberson upcoming achievement days!

Mark your calendars!www.livestock.ab.ca

Fort Macleod Auction PO Box 1330, Fort Macleod, AB, T0L 0Z0 
1-888-553-7715 • Fax 403-553-4264REGULAR CATTLE SALES: Tuesdays at 9:00am

NEXT GENERATION FEMALE SALEApril 16 1pm @ FMA
PAIR SALESApril 24 • May 15 • May 29

Alberta 4-H Clubs Livestock Show and Sale Listings

DATE
LOCATION

SHOW 
TIME

HEAD SALE 
TIME CLUBS PARTICIPATING

COMMITTEE CONTACT

NORTHWEST REGIONMay 6
Thorsby Haymaker Center 11:00 AM 21 5:00 PM Thorsby 4-H Multi

Julian Borys  780 940-0420

May 22
Heritage Pavilion

10:00 AM 38 7:00 PM Duffield 4-H, Lakemere 4-H Beef
Annette Visser  780 885-1561

May 27
Barrhead Ag. Barn

9:00 AM 52 7:00 PM Freedom Naples 4-H Multi, Meadowview 4-H Multi, 

Camp Creek 4-H Multi
Robin Mackenzie  780 674-0802

May 26-27 Drayton Valley Omniplex (sale May 27) Female show May 26

10:00 AM 51
Lin-Berry Buck 4-H Beef, Two Rivers 4-H Beef Club, 

Lobstick 4-H Beef & Multi Club Tyler Calvert  587 879-4904

May 29
Josephburg Moyer Centre 9:00 AM 12 1:00 PM Fort Saskatchewan 4-H Beef

Murray Skippen 780-719-5852

May 29
Sturgeon Agriplex, Cardiff AB 12:00 PM 33 6:15 PM Bon Accord 4-H

Maureen Young  780 913-8641

PEACE REGION
May 13

Evergreen Park, Grande Prairie, AB 8:00 AM 61 6:00 PM Bezanson 4-H Multi, Kleskun 4-H Multi, 
Grande Prairie 4-H Multi

Melanie Humbke  780-228-7635

May 21
Manning Ag Grounds, Manning, AB 9:00 AM 4

4:00 PM Three Rivers 4-H Beef

Shay Steiger  250-833-7655

May 25
High Prairie AG Plex, High Prairie, AB 2:00 PM 8

6:00 PM Coyote Acres 4-H Club

Louise Liebenberg  780-536-6654

May 27
Beaverlodge Ag Barns, Beaverlodge, AB 12:00 PM 42 7:00 PM Valhalla 4-H Beef, Beaverlodge 4-H Beef

Lexi Balisky  780-343-5959Mark Jacklin  780-882-5456 Emma Lambert  780-882-1037
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2 YEAR OLD BLACK ANGUS BULL SALE

FEBRUARY 11, 2021   FORT MACLEOD AUCTION

80 Rugged Rising Two Year Olds!

Sylvain Charlebois
 looks at the big picture

MAR 13, 2021
BULL & FEMALE SALE

Erskine AB

llbangus.com           403-742-4226Quality Angus Breeding Stock
LLB BEEF Talks

Alberta Beef
Industry Conference

2019

ALBERTA BEEF MAGAZINE SPECIAL ADVERTORIALS 
Anniversaries, grand openings, milestones, business 
expansions, new product launch ... all perfect for a 
professionally written  Alberta Beef Magazine Special 
Advertorial, Full page: $2695. Double page $3975
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View Grazing Videos at www.unionforage.com

Ben Stuart 780.888.7303 Graeme Finn 403.312.2240 Roger Meyers 306.221.1558 Mark McNinch 306.845.8036

Partnering with World Leaders in Forage Breeding

Annual, Perennial & Cover Crop, Forage Seed Blends,Year Round Forage & Grazing Solutions

A great fit for cattle producers.
◆    Silage Programs to maximize yield.

◆   KWS Progas Hybrid Fall Rye followed by second crop.

ORDER
NOW

I
f you read the word ‘rye’ and assume 

low yields and few attractive benefits, 

get ready to have your mind changed. 

Plant breeding leader KWS, together 

with seed distributor FP Genetics, now 

offers four recent-to-Canada hybrid 

fall rye (HFR) varieties with impressive 

yield, lots of flexibility and, best of all, 

double cropping potential. 

 “For so long, rye has been treated 

as a weed, a cover crop, something 

extra but not a primary crop,” says Dr. 

Becca Stokes, a livestock nutritionist 

for KWS. “I encourage people to look 

at hybrid rye as a completely new crop. 

We start with these new, far superior 

genetics, and then we’re talking preci-

sion ag, precision planting, managing 

it like the true high yielding cereal crop 

that it is. At first producers are skepti-

cal. When they see the science behind 

it and see that not only is it comparable 

to other cereals for feed value, it offers 

huge flexibility, then they get excited.”

HFR can be cut for silage at two 

stages. Cut at flag leaf, HFR silage will 

be an extremely high quality silage with 

lots of green biomass. Crude protein 

will hit 15% or higher and digestibility 

can be in the 85%+ range due to low 

lignification and lower NDF (neutral 

detergent fiber). Comparatively, swath 

grazed barley’s crude protein is typ-

ically about 13% and digestibility is 

about 75%. This means HFR cut at flag 

leaf increases dry matter intake and 

results in faster body weight gain. 

The second option is to cut HFR 

silage at the milky stage. While its 

crude protein will be lower (generally 

in the 8-9% range) and lignification will 

have increased, cutting later typically 

doubles a producer’s silage tonnage. 

Silage production trials by FP Genetics 

showed HFR produced 20% to 30% 

more than barley and 15% more than 

conventional rye in dry matter at the 

milky stage.

“The decision on when to cut HFR for 

silage really depends on your production 

system,” says Stokes. “If you need that 

high quality, high crude protein, you’re 

going to cut at flag leaf. But if you’re 

feeding where tonnage is a priority, it’s 

better to cut at the milky stage.”

 Jordan Kolk, operations manager 

for Kolk Farms Ltd., a feedyard near 

Iron Springs, Alberta, thinks silage HFR 

has a clear fit in his rotation. 

“In terms of feed quality, I’d say it’s 

been consistent with our winter wheat 

as long as it’s taken early enough. 

Tonnage wise, we see probably a 20% 

High yielding, ultra-flexible Hybrid Fall 
Rye a great fit for cattle producers

advantage over spring cereals. What I 

really like about it, though, is it give us 

the opportunity for a double crop. The 

hemp we grow for grain needs to be in 

the ground July 1. That’s doable with 

fall rye because we can get silage off 

in June.”

While Kolk grows all of his HFR 

for silage, the crop can also be grown 

for grazing and/or grain. With careful 

management, it can even be grazed in fall 

or spring and then cut for silage in June. 

Currently, FP Genetics, KWS and 

researchers at various institutions are 

conducting additional research on how 

to optimize HFR. 

“On the beef side, we’re really early 

days,” says Wehrle, director of mar-

ket development for FP Genetics. “We 

believe it’s a bigger opportunity and that 

it could benefit farmers in a much wider 

geographic area than we first thought, 

but there’s still work to be done.”

Wehrle expects continued, relatively 

moderate increases of HFR acreage 

over the next few years until interest 

reaches a critical mass. Then, he says, 

he expects it to really take off. 

HFR is currently available in Canada 

from Union Forage.

Advertorial

When Kevin Porter throws around the word ‘sustainability’, 
he’s not talking about a marketing shtick or a political excuse. He’s talking real sustainability: the decisions an 

individual farmer and the whole industry need to make to promote 
the long-term viability of beef cattle. “I want this industry to be healthy and my business to be strong. 
To get there, we need to improve the health of our land, since soil 
is the foundation of everything. We have to improve the consistency 
of our cattle. We have to look at what makes a business successful, 
and by that I mean strategy. And we have to talk about acceptable 
margin for the whole value chain. All that together is what it takes 
for someone to survive in this business.”Porter is a fourth generation cattleman who runs Porter 
Ranches, his family’s 115 year old cow-calf operation in Stony Plain, 
Alberta. A lifetime cattle producer, he’s spent 15 years breeding 
premium polled black and red Simmental seed stock and the last 
ten also breeding black and red Simmental Angus crosses. He believes sustainability starts with building balanced, 
low-maintenance cattle. To achieve that, he depends on science: 
ultra-sounding all replacements, then breeding cows and bulls with 
similar EPDs in as many heritable traits as possible.  He also uses ‘tough love’. “If you want to just feed grain, you don’t need my cattle,” he 

says. “I want cattle that are hardy and resilient because that’s what 
commercial cattlemen need.” Porter believes sustainability also depends on cattlemen 
rethinking strategy. At a business level, cattlemen need to focus on 
efficiency. To that end, he focuses on right-sized offspring rather 
than huge frame sizes, promotes early weaning, pushes his calves 
towards a 13 to 16 month harvest age, and selects for easy keepers 
that can generally rough it on their own. “You sell cattle by the pound but you make a living on the dif-
ference between the cost of production and the value you get when 
you sell. Way too many people think pounds of calf off a cow, not 
how much it costs to raise those pounds.”At an industry level, Porter believes cattlemen need to more 
proactively drive messaging. “We’re marketing to consumers using slogans like ‘antibiotic 
free’ and ‘hormone free’. We’re no longer just marketing based on 
how fantastic our product is,” he says. The industry needs to move towards a collective idea of what a 
piece of meat should look like on a plate, he says, and then all work 
towards messages that promote the excellence of the product. 

That said, the messaging is only as good as the messenger. 
To turn consumers’ opinions, the industry needs a fully coordi-
nated effort. 

“Moving forward, all the links in the beef value chain must 
adopt production protocols that provide animal comfort, productivity 
and safety. Gone are the days of just talking about it. Production 
protocols will have to be verified to bring the public back onside 
with confidence.”

If Porter’s perspective and priorities align with your operation, 
check out Porter Ranches’ annual bull sale coming up Friday, 
March 16th, 2018 at the ranch grounds in Stony Plain. 60 yearling 
polled black and red Simmental bulls and red and black Simmental 
Angus crosses are described in the sale catalogue (available at 
www.porterranches.com) and will be offered at the sale. 

Porter 
Ranches
focused on ‘real deal’sustainability

Ranches
Friday March 16, 2018at the ranch, Stony Plain, AB 1pm

SELLING: 60 Simmental & Max BullsCommercially Raised

Keith
Cell: 780-915-3969

Kevin Call or Text: 
780-915-9823

Visit with us!

email: kmporter@canadasurfs.net

Kevin Porter on his ranch at Stony Plain, AB
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Alberta Beef Magazine reaches 7,000 Alberta 
beef producers with each edition. When you 

bundle your Alberta Beef Magazine advertising 
with our sister publication, Beef Illustrated, you 
not only save up to 30% on the Beef Illustrated 
advertising, you also reach an additional 11,000 
beef producers (6,000 producers in Alberta and 

5,000 producers in Saskatchewan). The combined 
circulation of Alberta Beef Magazine and 

Beef Illustrated delivers to just over 18,000 
qualified beef producers. That’s value like 

no other publications can offer.

*Does not apply to Beef Illustrated Super Half Pages.  
*Readership of Alberta Beef Magazine is 

unduplicated to the Beef Illustrated delivery.
*Cannot be combined with any other offers or discounts.
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