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[an Canadian Cattle Market Information

Brian Perillat
Canfax Marketing

_ff,% Canfax

¢ A division of the Canadian Cattlemen’s Association

e Canfax collects and maintains a database of
market information

e Based on voluntary reporting
e Funded through memberships and data services

e Strong relationships with:

— Feedlots on price reporting
e Cattle on feed reporting

— Auction Marts for feeder calf prices and culls animals
— CMC/Packers on boxed beef reporting
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LE& Major set back in last 7 years

Canadian Total Cattle & Calves

January 1
16
14
®
L 12
S
= 10
=
8
6IIIIIIIIIIIIIIIIIII
WO N OO <t O O N T O W AN < O WA 0 <+
8‘—|‘—|Nmm<r<rmuogol\|\oommoox—l
—i

Source: Statistics Canada

LE&Z Canadian Herd Stabilizing

Canadian Beef and Dairy Cow Numbers
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s Beef Cows by Province
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L& Broad Market Challenges

Canadian Livestock Inventory
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Profits are exciting
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_:f,% Alberta Major Cattle Feeding Area

Canadian Fed Production
2013

Ontario QC/AP
22.5% 3.2%

BC/SK/MB
5.3%

Alberta
69.0%

Source: Canfax

.‘% Canadian Slaughter Decreasing
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Federally Inspected Packing Plants
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:‘” Beef Production

]

Canadian Beef Production

M Live Slaughter Exports B Domestic Slaughter
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_‘% Larger Carcasses help offset smaller numbers

Canadian Annual Steer Carcass Weight
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L2 High Quality Grade Cattle Growth

]

Cdn AAA + Prime as a % of all A Grades
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!& Canada Heavily Export Dependent

% of Beef Production Exported
(including live slaughter cattle exports)
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US Sourcing more Canadian Cattle

Thousand Head

Live Cattle Exports

B Fed 7% Non-Fed M Feeder

L[N Beef Exports up 8% Jan — Apr 2014

Value up 31%
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_‘;‘# Barley production down

Canadian Barley Production

O

Million Metric T

Source: AAFC, Statistics Canada CI’O p Yea I’

Lo Overview

¢ Canadian Prices very strong
— Highly integrated with US market
e Feedlot and cow-calf sectors recently profitable
e Demographics, and competition with grain land
expected to slow expansion

e Lower Canadian dollar and feed costs, have also
been very supportive to Canadian cattle market

e Canadian and North American prices expected to
stay strong given slow response to increase
numbers
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HOME SAMPLES RESEARCH ABOUTUS FAQS LINKS CONTACTUS

Canada’s Source for
(atle Murkei Informuﬁop

o

@ Subscribe Now | (#)LearmMore’ |

Member Login Upcoming Release Dates Quick Links
User Name [ « 04/22 - Apr 1, US Cattle on Feed © Quick Pay an Invoice
Password: | (USDA) © Ssubmit Showlist Numbers
e Q4715 - Apr 1 AR/SICaatIE on © submit Cattle on Feed Numbers
Forgot Password? ] Feed (canfay
. Free Reports
What's New?

© Boxed Beef Reports

Feature Articles * 0325-US Hogsand Rigs Repart £ Cattle on Feed

"‘ﬂ

Brian Perillat

perillatb@canfax.ca
(403) 275-5110
www.Canfax.ca
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CANADIAN
CATTLEMEN'S
ASSOCIATION

National Voice Of Cattle Producers

CCA Priorities
1. Industry Profitability

«  Competitiveness
« Market Access

* Value creation

* Innovation

2. Advocacy - Positive Public Attitudes

« Positively positioning the beef cattle industry

3. Crisis Management (Preparedness)
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What CCA works on

Foreign Trade

Animal Health & Meat Inspection
Value Creation & Competitiveness
Environment

Domestic Ag & Regulations
Animal Care

N A
L
e A.-- -

kot

Natio
4%

Animal Health

Foreign ——"
Trade/5

CCA Expenses By Activity
Ottawa
Advocacy/Domestic Ag
Policy
14%

Communication/lssues
[Crisis management
5%
o

Executive
6%

Envlr;zment Market Services

4%

5% i
7%
Value Creation °
o
B Annual
A"'"‘aul Care Meetings
2% 4%

n

US Trade Advocacy
31%

_37_




Communicating with Stakeholders

National voice of Canada’s 68,500 beef farms and
feedlots

Communicates to provincial association
members, Gov’ts and industry partners

Collaborates with Gov’ts, academia, value chain
stakeholders, industry groups

Participates in the creation of industry materials
like CDN on-farm biosecurity standard, Beef Code
of Practice, consumer education

Issues Management

Crisis and issues/reputation management

CCA involved in the management of virtually
all industry issues of a national scale

Works closely with CMC, CPC, NCFA, NFACC &
other CDN industry partners

Global partners include AMI, NCBA, the other
CCA(Australia), MLA, B+LNZ and IMS
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Foreign Trade & the Canadian
Beef Industry

Top Market Access Objectives

» Korea Free Trade Agreement — implement
quickly

e Canada EU Trade Agreement — technical
conditions to approve Cdn fed’| meat system

* Trans Pacific Partnership or bilateral
agreement with Japan

* Bone-in UTM to China
* OTM access to Mexico

=

n"-%w

. ._u_:“l oy ot
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Animal Health & Meat Inspection

Animal Health and Meat Inspection

« BSE and regulations
* Bovine tuberculosis in fede

- Biosecurity [
Eﬁ} ™
« On Farm Food Safety 'BP

» Traceability
« Regulatory Cooperation Council with USA

Verified Beef Production
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Animal Care

Animal Care

Transport

National Farm Animal Care Council (NFACC)
International watch

Revising Code of Practice for beef cattle
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Environment

Addressing Sustainability

* Joined the Global Roundtable for Sustainable Beef and

starting the Canadian one to define sustainable beef
* Working on an industry wide sustainability strategy
* Environmental Footprint Study (Can and Intl)
* Adding Modules to VBP
* Increase in Environmental Research Funding

* Collaborating with groups like the World Wildlife Fund

* Collaborating with FAQ, International Meat Secretariat
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CANADIAN ROUNDTABLE
| FOR SUSTAINABLE BEEF

Mission: The CRSB mission is to advance
continuous improvement in sustainability of
the global beef value chain through
leadership, science and multi-stakeholder
engagement and collaboration.

;ijII;Ngrta Beef

S Producers

=

Association

33 RBC Royal Bank &
l\\bﬁ |
RBC N
Alberta Conservation

SINCE 1932
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Cattlemen’s Young Leaders (CYL)

» Provides industry-specific training and mentorship
to beef enthusiasts between 18-35

- Explore a potential fulfilling career choice or
involvement with an industry leader within a
provincial/national producer or affiliate organization

» Grooming Beef advocates, representatives
industry/gov forums & international representatives

3 |4 | ] '!.'

Leveraging Youth Movement

* Beef industry youth movement can be
deployed as brand ambassadors on social
media

* Cattlemen’s Young Leaders, Young Cattlemen’s
Council, and Beef Advocacy Canada Program

* Provided with key messages to disseminate to
broad public audience

* Education/awareness (CCA/CBI/BCRC) through
blogs, websites, twitter, etc.




SR CRC

BEEF CATTLE RESEARCH COUNCIL

Beef Cattle Research Council

Who is BCRC?  s#p CRC

BEEF CATTLE RESEARCH COUNCIL

* The national industry-led funding www.BeefResearch.ca
agency for beef, cattle and forage £ @BeefResearch
research K3 /BeefResearch

* |dentify, fund and communicate about research
priorities with greatest potential to advance the
competitiveness and sustainability of the
Canadian beef cattle industry

* Operate as a division of CCA
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Research Priorities

Consumer confidence and demand
» Beef Quality

* Food Safety

Production efficiencies
* Animal Health and Welfare

* Feed Grains, Feed Efficiency and
Environment

* Forage and Grassland Production

www.beefresearch.ca

Bigger Is Not Always Better: Finding the
Right Sized Cow
e Summaries . ._
Production tips
Science-based articles
Latest research results
Videos
Webinars
Events Calendar

Decision-making tools
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AB producers pay $3 Check-off

Provincial Check-off
ABP activities, CCA activities,

National Check-off

provincial (inter)national Marketing and
e advocacy e advocacy )

. pOIICV e trade CANADA BEEF 1 pr0m0t|0n

e research e legal

¢ marketing e policy !

e promotion o etc. *BCRC Research

e etc.

Assessment to CCA Not the CCA

* Please visit the CCA website
* www.cattle.ca

Stay on top of industry information with the CCA.
Follow us on Twitter @ CdnCattlemen and sign up
for Action News, CCA's free bi-weekly newsletter.

Sign up at signup @cattle.ca
= @BeefResearch F"‘ ,ﬂ
- @cylprogram ;
|
|

i !
v WL M e

THE NATIONAL VOICE OF CANADA’S 68,500 BEEF FARMS

facebook.com/BeefResearch
n facebook.com/cattlemensyoungleaders

E’ beefresearch.ca/blog/subscribe

w youtube.com/BeefResearch
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SINCE

Alberta Beef

Producers

Karin Schmid

Beef Production Specialist -

Cattle Production in Alberta
* Three major, specialized sectors
-Cow-calf (ranching) — 40.8%
*Feeding (and backgrounding) —
70%
«Packing - 70%
*Marketing among sectors

D Producers g
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Cow Calf Production

Calves are born in spring

Bull calves are castrated

Calves are weaned in fall; ~5501bs
Steer calves are sold or backgrounded
Heifer calves are sold, backgrounded
or kept as replacements

Bulls (new genetics) sourced from
seedstock breeders

( Alberta Beef

. Producers

Cow-calf industry needs

« Affordable land base
« Adequate forage and feed production

=~-GARACHY

2amarkets for caIV§§ |

_ AlbertaBeef

o Producers_
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Cow-calf marketing

 Most calves are sold at auction
marts

* Others:
-Sold directly to feedlots
-Satellite sales
*Retained ownership
*Cull cow revenue

P since W 1000
( Alberta Beef

. Producers __4

Feedlots

P sincE T 1968
( AlbertaBeef )

. Producers__¢
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Feedlots
- Backgrounding lots

-Buy light weight calves (e.g. 500 Ibs)
- Grow on moderate energy diet to 850 Ibs
(60% barley silage / 40% barley grain)
-Grass cattle
*Finishing lots:
*Feed from 850 Ibs to 1350 Ibs

*Feed a high energy diet (15% barley silage /
85% barley grain)

P P SincE T 1969
( AlbertaBeef )

S Producers 4

berta Beef )

_Producers
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Packers
* Turn cattle into beef

* Need cattle, workers, markets
- Very few packers left

« Packer margins greatly affected by
Canadian dollar and Enhanced Feed Ban

P ey
( AlbertaBeef )

. Froducers g

Ownership Changes
- Cow/calf - backgrounder - feedlot — packer
— wholesaler - retailer - consumer

» Order buyers / livestock dealers perform an
important marketing role in cattle
marketing

- Conflicting interests
*Buy low / sell high
«genetics

AT
( AlbertaBeef )
. Pro

UCErs o
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Challenges
» 2002 — drought, Canadian $ rising
- 2003 - BSE
- 2004 — R-Calf
- 2005 - biofuel policies
- 2006 — exchange rates
- 2007 - feed grain prices
- 2008 - COOL, global economy
- 2009 - global economy, drought
« 2010 — excess moisture, drought, prices improve

P < g \\\
( Alberc‘fa Beef )

o Joilbens 5

2013/2014
Continuing Challenges

» 2012/2013 hard year for feeders and packers —
concerns about infrastructure

« Export market challenges — mCOOL, China,
Mexico

« Weather — drought in U.S.
« Competition for land and water — cropping sector,

» Social and Environmental Pressures - retail and
food service trends — sustainability

AT
( AlbertaBeef )
. Pro

UCErs o
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2013/2014

Brighter Future

» Prices have been very good through late
summer, fall and winter

 Strong futures, low feed costs, low inventories

» Good trade developments — CETA, TPP, Korea,
Japan

* New Processor (Harmony Beef)
« Growing global demand for food (beef)

e S e \'\-\
( Alberc’fa Beef )

o Joilbens 5

Alberta Beef Producers

* Producer organization/industry advocacy group

- Started in 1969 as the Alberta Cattle
Commission

« Changed name to ABP in recognition of
broader representation & role

 Provincial legislation allows commissions to
collect a service charge and levy (check-off).
Service charge refundable on April 1, 2010

AT
( AlbertaBeef )
. Pro

UCErs o
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Alberta producers pay a $3 Check-off

o

// by \
: A il
YT
Provincial Check-off National Check-off
70% ABP 30% CCA
activities, like activities, like Canada Beef Inc.
provincial (mter)natlonal *  marketing
+ advocacy advocacy « promotion
policy + trade BCRC
research * legal Besearch
marketing « policy
promotion + efc.
etc. e.g. R-CALF,

COOL, CETA, TPP

( Alberta Beef )

. Producers g

Alberta Beef Producers

« Voice (work on behalf) of about 20,000 beef
producers

- 9 geographical zones
 Elected producer delegates
« 2 year terms, up to 5 consecutive terms

« 3 sectoral councils; cow calf, cattle feeder and
cattle industry

- Board of directors, committees
- Staff (9) and Legal Counsel

{ Alberta Beef )

UCErs o
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Industry Priorities
We can’t control the value of the Can $, the price of

feed, or the global economy!
 Increased market access and demand (value)

* Influence government legislation and policy to
enhance competitiveness

« Improve productivity (research and innovation)
« Ensure access to land and water resources

- Engage and involve producers and young
producers

« Sustainability

AT
( Alberta Beef

o Joilbens 5

ABP (and partners) Actions - 2013
Renewal of $1.00 Non-Refundable National Levy

Land-use Framework/Regional Plans

Alberta Beef: Famous Taste Right at Home

Animal Care — Code of Practice

CCA Priorities — COOL, CETA, Asia, TPP

Research and Development — Beef Science Cluster
Communications

Sustainability

BRM programs, Wildlife

AT
( AlbertaBeef )
. Pro

UCErs o
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Short term

- Cow herd may have stopped declining, some
growth may start soon

- Competition for land from cropping sector

« More optimism among producers, but very
cautious about expansion

» Feeding and processing sectors (margin
operators) facing high capital requirements, high
risk, tight margins

« Older producers not returning or expanding, but
industry looking more attractive to young
producers

V AlbertaBect

. Froducers g

Long term

» Alberta’s natural advantages (climate for cattle
and feed, grass and water, proximity to markets)
remain

« Canadian industry must focus on what it does
best

« Cost effective producer of high quality grain fed
beef (genetics, production)

« Climate (performance and health)
- Traceability (food safety, animal health)
- Environment, open spaces, national image

eef )
ucers -«

ArKeLaccess
( AlbertaB
. Pro
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Long Term Outlook still Positive
The World to Feed 9 billion by 2050

Global Beef Consumption 2012-2021 Estimates

Non-OECD

Million Tonne

( Alberc‘fa Beef )

o Joilbens 5

Questions?

Darwin said,
“It is not the strongest of the species that survive nor

the most intelligent, but those that are most adaptive
to change.”
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Canada Beef Inc.
Domestic Activities

Duane Ellard
Senior Director, Market Development, Canada

June 12, 2014
CANADA BEEF .

Canadian Beef - Domestic

The “Canadian Beef Advantage”

« Technical & Emotional

Actively involved/lead Client marketing initiatives
* Numerous ideation sessions across Canada
Market Development Programs

* Research
« Market Conditions — by cut, grade, season...
« Consumer — trends, demographics...

* Leveraging the Canadian Beef brand mark
2014/15 positive position for Canadian Beef activities

2 CANADA BEEF nc
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CANADIAN BEEF

Raised by Canada’s beef farmers and ranchers

CANADIAN BEEF « BCEUF CANADIEN

3 CANADA BEEF e

The Canadian Food Inspection Agency safeguards
Canada’s food supply

« Responsible for enforcement of food safety and quality
regulations

« Authority for administration and enforcement of Canada’s meat
Inspection act under Federal law

« Employs over 6000 trained professionals including veterinarians,
research scientists, inspectors

« 14 laboratories and research facilities
« Collaborates with international regulatory authorities

CFIA«ACIA

4 ‘ CANADA BEEF ne
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Canada’s livestock genetics are
internationally recognized

« Canada’s cooler climate does not limit the selection of
breeds to those who can tolerate high heat conditions

« The Canadian industry utilizes mostly Bos taurus
genetics which include Angus, Charolais, Hereford,
Simmenthal and Limousin breeds

* Bos Indicus genetics are not conducive to the
Canadian climate

- Canada exports beef cattle genetics to countries
around the world

N - CANADA BEEF e
Canadian Beef Breeds Council

Canada is a world leader in feed grain
production including barley, wheat and corn

 High quality feed grains enable Canada to produce well marbled,
flavourful and tender beef with white colored fat

« Canada produces more than 50 million metric tonnes of high
quality feed grain each year
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Canada’s Beef Grading System

» Regulated by Federal law

« Canadian Beef Grading Agency
accredited by CFIA to assign grades
In accordance with national standards

 To qualify for Canada A, AA, AAA,
Prime grades each quality standard
must be satisfied and any deficiency
cannot be offset by other traits

* National grading standards are an
important part of our commitment to

THE CANADIAN
BEEF GRADING SYSTEM

CANADIAN BEEF
Quality that inspires confidence. -

your success

_64_
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Canada/USDA use identical Marbling
Scores in their grading systems

CANADA Marbling Score UNITED STATES
Abundant
Canada Prime rﬁ’ﬂirda;ﬁ? USDA Prime
Slightly Abundant
Moderate
Canada AAA Modest USDA Choice
Small
Canada AA Slight USDA Select
Canada A race USDA Standard

Practically Devoid

The Canadian marbling standarts were changed in 1996 to mivor the copyrightad marbiing stardards of the
United States Tha minimum marbling stendands used for LSDA Frime (slightly abundant), Chnice (small) and Seled
(dight) are the same minimum standards usad in Canada to jate the youthful guality carcasses into Canada
9 e pipsphy EREE e R CANADA BEEF e

Grading standards impact consistent visual appeal
and eating quality for enhanced profitability

Quality Grade Standards for Youthful Cattle

GRADE MARBLING MATURITY"" MEAT COLOR FAT COLOR MUSCLING MEAT TEXTURE"
CANADA
PRIME SLIGHTLY YOUTHFUL BRIGHT RED NO YELLOW FAT GOOD MUSCLING FIRM ONLY
ABUNDANT ONLY PERMITTED OR BETTER
AAA SMALL YOUTHFUL BRIGHT RED MO YELLOW FAT GOOD MUSCLING FIRM ONLY
ONLY PERMITTED OR BETTER
AA SLIGHT YOUTHFUL BRIGHT RED NO YELLOW FAT GOOD MUSCLING FIRM ONLY
ONLY PERMITTED OR BETTER
A TRACE YOUTHFUL BRIGHT RED NO YELLOW FAT GOOD MUSCLING FIRM ONLY
ONLY PERMITTED OR BETTER
UNITED STATES ™"
PRIME SLIGHTLY MATURITY LIGHT RED YELLOW FAT NO MINIMUM MODERATELY
ABUMDANT CLASSA&B PERMITTED REQUIREMENT FIRM
CHOICE SMALL MATURITY DARK-CUTTERS YELLOW FAT NO MINIMUM SLIGHTLY
CLASSA&B PERMITTED PERMITTED REQUIREMENT SOFT
SELECT SLIGHT MATURITY DARK-CUTTERS YELLOW FAT NO MINIMUM MODERATELY
CLASS A PERMITTED PERMITTED REQUIREMENT SOFT
STANDARD PRACTICALLY MATURITY DARK-CUTTERS YELLOW FAT NO MINIMUM SOFT
DEVOID CLASSA &B PERMITTED PERMITTED REQUIREMENT

* Minims " Mat

20
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CANADIAN BEEF

CANADIAN BEEF « BCEUF CANADIEN
Raised by Canada’s beef farmers and ranchers

" CANADA BEEF e

; " L
Trade Partnerships Value Across Canada ; Jastadd
Duslueai:  DES e el S ifning” fobeys

T
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BUTCHER'S BLOCK'- The Best Steak an the Block

. TENDSE, DELICIOUS STEAK, JUST ADD FLAME!

[ Why use Butcher’s Dlock' Portioned Steaks?
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Canadian Beef Brand IMPRESSIONS

»~106 Canadian brand licensee holders

»~500,000,000 annual flyer impressions

» National TV impressions — Boston Pizza

»\Venue inclusion - Maple Leaf Sports & Entertainment — Hero Burger
« Air Canada Centre
» Toronto FC

» On Menu across Canada — National, Regional

» Hundreds of thousands impressions incorporated in private brand
products: Sysco, Federated/Atlantic COOP, TMF, Sobeys Deli...

» On Pack RCSS West, Costco National, Wal*Mart National, Sobeys, IGA
Quebec, Atlantic COOP...

19 CANADA BEEF e

The Producer Connection

CANADA BEEF e
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“The relationship we share with the water and
and is something at the core of who | am”
W a

”

CANADA BEEF e

Retail — Overwaitea

-90 stores

Elements of Marketing

* 12 rancher connections in
B.C. and Alberta.

- Posters in meat department

« Flyer introductions

« Cooking Brochures

« Header cards

- Ambassador Blogger Program

« Social Media connections

« Behind the Beef Program,
BCCA

+ Meet a Rancher Program,
BCCA

22

Ron, Bob & Larry

K3 Ranch. Mayerthorpe. Alberta

quality Alberta beef—

raised by ranchers who care




Retail = Safeway — 216 stores

Canadian Beef

Farmed
byCanadiansz

For Canadians

= New product ideation e

« Full Service meat case merchandising )

« Farmed by Canadians - Ironman
Posters

« Farmed by Canadians — T-stands with
Provincial family.

2 Fz_armed _b_y Canadians — Pricing toppers A e
with families. 4 from dedicated farmers and their families

Elements of Marketing

Farmed
YCanadians *

i
¥

QUR HAN!HER

Elements of Marketing

« Behind the Beef — BCCA
« In-store Posters and header ‘
cards with 3 families PICKARD CREEK RANCH

« Northridge/ Canadian Beef . : z z ™
|abe|ed beef " » . - THESE ARE OUR RANCHERS i

THIS IS OUR BEEF

B,

FAMILY
RANCH

~_  TOD MOUNTAIN, BC

e

CANADA BEEF nc
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‘Semnna e e
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- Sirloin Tip T

+ Eye of Round
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| - prime Rib/m [ (bl
Standing Rib
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Great tasting and tender
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-CrossRib
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CANADA'S BEEF GRADES

CANADA BEEF e

Federated CO-OP & Marketing Canada Beef

Starts with a project - 2012

Gol

Sirloin

BEEF BURGE
Golc

PrimeRib

EEF BURGER

-

CANADA BEEF nc
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Producer Connection

Carmen
Inglis, MB

Local Ranching Families Highlighted
| = 3ranching families in 3 separate
Provinces

| - Each story plays out in its own market

. » Co-op makes the connection to its rural
customer base

Canadian beeftoyour table.

ISIT NCH E
raisedathome.ca
CANADA BEEF ne

GlJoure af kome et
(Co-oP)

TR e

Your €otoplls proud tof 3
fisupport local rancherss ort local rafiche
Co-opworks Withlocal prodiicers o thifBcal pducers
like John to bring quality Western i biffig quality Western ~ i fnto g%y ester
Canadian bedfto your table. Canadian bé8f to yourdsble Canadian beef t0'yoUr €
LEAN GROUND BEEF +1 LEANGROUND BeeF 7

et

TOP BLADE FLATIRON
‘GRILLING STEAK.

www.coopconnection,ca st B R
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AAA Beef

) o | | | - : RAISED
o = & 2El g i JIE ( atHOME

Your Co-op s proud to
support local ranchers.

R o ;
Pr e

Your Co-op is‘proud to
support local ranchers.

« Your Co-op is proud to
support local ranchers.

30 CANADA BEEF nc
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Raised at Home.
Atk QT%}B.W“W 27 Family apse,
. N W sy T
i AT o

CANADA BEEF e

> ot B e —— R

-
7

e Changing Consumer in Canada
Economic and demographic Shift...

Th

Montreéal Toronto Vancouver
1. Black 31% 1.S.Asian 28% 1.Chinese 43%
2. Arab 15% 2. Chinese 24% 2.S.Asian 23%
3. Lat. Amer. 12% 3. Black 18% 3. Filipino 8%

Looking for “Local”?? *\

CANADA BEEF nc
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In Canada
Local Beef = Canadian Beef

Carmen MML‘
Inglis, MB

: 4ohretm‘ﬂ‘r6udt/; i

supportilocalsanchers.

Co-op wo&wl producers ;
like Carmentobring quality Western

Canadian beef to'your table.

A SITF AN WAT  foeeX oot
coop) W'
ralsedathome ca ~— =

33 CANADA BEEF e

Ideation with distributor/packer/
processor & End users for Food Service
& Retail

=% DA BEEF nc
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Idébn and partnership for
added carcass value

N kﬁi&;\_“l& y,“ll d

.
iy A
LSS

CANADA BEEF e
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EAT ONE FORALL
THOSE WHO COULDNT.

CANADA BEEF e

Pizzesueen 1177 pungEn

IT'S HERE. _
ITS HERE.
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Directors of Market Development Canada
Martin Lemoyne
James Bradbury
Director, Market Development & Innovation
Robert Serapiglia
. Director, Consumer Marketing
Joyce Parslow
Director, Nutrition
Karine Gale

Industry Communications Coordinator
Tayla Fraser

Market Development Program Manager
Shelly Hill

— | Global Associates

Asia
Mexico
United States CANADA BEEF ne
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CANADIAN BEEF

Raised by Canada’s beef farmers and ranchers

CANADIAN BEEF « BCEUF CANADIEN
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S >c "" 1969

Al of
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SINCE ' 1969

\' Alberta Beef

—_Producers
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Hanwoo Board
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JIHUC} Save-on-Foods
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BEEF TENDERLOWN § TENK

8EST BeFORE: 14.IN.18

I
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BEST BEFORE: 14, N

—_— "
9 NET HEIGHT
8 ks

Sl SIIU
NESTFQI 0 D

U2C 1L2 KEEP REFRIDGE! QTED
KEEP REFRIGERATED GARDER AU FROID

CERTIFIED

\ BEEF-
NG

ANC I\. PR IDE \\NHM\HN
GRILLING STEFf

,ul li ==

wod

Anous

ce beef lovers makeg,
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H F S/P STRIP LOIN

VACUUM SEALED - (ISR

FRESHNESS
FREEZER READY

FREEZER

AGED MININUY
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FRESHNESS
e Hllmlltl

Beeu

Tl n;.;. Oods

GRILLING STEARK A A 1

FREEZER RE‘I}\ D) H“M g 5;9:%

SCELLE SOUS VIDE FRAICHEU! CONGELER
'AGED MINIIUM 14 DAYS = A
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