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productprofile

JUMPING IN 
Colin and Tessa Verbeek, 

Morinville, Alta.

EXPANSION AT LAST! · CHAMPIONS BY DESIGN

T H E  B E E F  M A G A Z I N E

FEBRUARY 2016  $3.00
WWW.CANADIANCATTLEMEN.CA

Publications Mail Agreement Number 40069240

The Ranch where perf� mance is no accident!MORE DETAILS ON PG. 49

Tuesday, February 16, 2016 
1:00 PM at the ranch, Strome, AB

On offer: 160 TWO YEAR OLDS

33rd Annual Performance 
Tested Charolais Bull Sale

Rawes Ranches Ltd.

www.rawesranches.com

Come to the Auction Sale

Be fair to Minister 
Macaulay

Just came in to have a bite to eat for lunch 
and seeing that the latest edition of the 
“western-influenced” Cattlemen magazine 
had just arrived I would relax a bit and 
browse through it, but getting to the first 
page and reading your editorial (Enjoy 
the Honeymoon, pg. 4, December 2015 
Canadian Cattlemen) made me a bit upset. 

The comment that upset me was the one 
you made regarding our new minister of 
agriculture, Lawrence MacAulay. You gave 
the impression that he is inferior or not 
capable of representing all producers includ-
ing western beef producers because he is 
“just” from eastern P.E.I. I am not sure why 
you would think that someone from this 
region is not as capable of representing all 
agricultural producers as well as one from 
Western Canada. 

As far as I can determine, I believe Mr. 
MacAulay to be the first minister of agri-
culture since Confederation that was east 
of Quebec, with the majority of them being 

from Ontario and westward. With a period 
that long of having an industry represented 
by persons not familiar with the uniqueness 
of the eastern regions can only lead to poli-
cies being implemented that are not benefi-
cial and workable for the region. 

I believe agriculture can play a large part 
in our economy here in the eastern region 
(and I don’t mean Ontario) and to have 
a minister from this area that knows the 
industry here can only help to ensure that 
issues are dealt with fairness to all produc-
ers across the country. 

Blair Battist, 
Pictou, N.S.

newsMakers
This month John Ross 
is retiring as director of 
Agriculture and Agri-Food 
Can ada’s Animal Industry 
Division to take up the role 
of executive director with 
the Canadian Pork Council 
based in Ottawa. He replaces 

Marin Rice at the pork council who will retire 
at the end of April. In his 30-year career with 
the Agriculture Department Ross has regu-
larly served as the government’s point man 
with the livestock industry. Specifically, he 
has been involved in the implementation of 
genetic improvement programs, the creation 
of the domestic and export market develop-
ment strategies, and the national beef, pork, 
and sheep roundtables. He also chaired the 
Canadian industry/government steering 
committee for the country-of-origin labelling 
(COOL) dispute. The Canadian Pork Coun-
cil (CPC) serves as the national voice for 
approximately 7,000 hog farms, producing 
25.5 million animals a year and generating 
over $13 billion in economic activity.

Ray Armbruster of Mani-
toba was presented with 
the Carl Block Award late 
in 2015. His dedication to 
the eradication of bovine 
tuberculosis from livestock 
and wildlife in and around 
Riding Mountain National 

Park for nearly 20 years was cited as one of 
the reasons for his selection as a recipient of 
this annual award presented by the Canadian 
Cattlemen’s Association (CCA). He is a past 
president of the Manitoba Cattle Produc-

ers Association and former director of the 
CCA. He is also a director of the Manitoba 
Shorthorn Association. Armbrus ter and his 
family run a muti-generational ranch along 
the southwest border of the Riding Moun-
tain National Park raising commercial 
and purebred Shorthorn cattle. The award 
honours the late Carl Block, a Saskatch-
ewan rancher with a strong commitment to 
animal health. He was the first chair of the 
Canadian Cattle Identification Agency, the 
agency responsible for administering the 
national cattle identification program. He 
was also a director of the Canadian Cattle-
men’s Association, the inaugural chairman 
of the Canadian Animal Health Coalition 
and a former president of the Saskatchewan 
Stock Growers Association.

On March 1 Melinda Ger-
man becomes the first gen-
eral manager of the Cana-
dian Beef Cattle Research, 
Market Development and 
Promotion Agency based 
in Calgary in the offices of 
Canada Beef. The agency 

manages the collection and expenditure of 
the mandatory National Checkoff (NCO) 
on behalf of the industry. This latest turn in 
German’s career follows two years as gen-
eral manager of the Manitoba Beef Produc-
ers and before that director of the Livestock 
Knowledge Centre operated by Manitoba 
Agriculture, Food and Rural Development. 

The agency has been administered by 
Canada Beef since its inception.  Follow-
ing discussions about the need for some 
separation between the promotion agency 

and the collection of the National Checkoff 
the board of Canada Beef decided to set up 
a separate NCO division to look after the 
administration of the checkoff. 

In her new role German will report to 
the board of Canada Beef but work with the 
funders — provincial cattle organizations, 
importers, exporters as well as governments 
— and will be accountable for organiza-
tional performance and alignment of the 
agency’s activities related to Farm Products 
Agencies Act.
  The National Checkoff funds the indus-
try’s research and marketing programs.

Tracy Hussey is the new 
executive director of Farm 
& Food Care Ontario 
replacing Crystal Mackay 
who has moved on to 
become the CEO of the 
national organization, 
Farm & Food Care Can-

ada.  Hussey has over 20 years of experi-
ence working in food- and health-related 
roles, with 10 years in senior leadership 
positions. A registered dietitian by training 
she has a master of health sciences degree 
from McMaster University and comes to 
Farm & Food Care Ontario with experience 
in the food industry, a hospital environ-
ment as well as family medicine. 

The Dairy Farmers of Manitoba has 
appointed Ray Mangin to represent it on 
the board of the Manitoba Forage and Grain 
Association after longtime board member 
Lawrence Knockaert stepped down to take 
on new duties with the DFM.  c
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We’ve been through a lot together
Raising cattle in Canada has never been easy. Uncertain weather and markets have always 
been a challenge. More recently, Canadian cattle producers have faced even more uncertainty 
due to artificial border restrictions from BSE and U.S. country-of-origin labelling. But they 
have always faced the challenges, and today they’ve emerged into one of the most profitable 
periods in the industry’s history. 

Throughout much of that history with all its ups and downs, Canadian Cattlemen has been 
along with Canada’s cattle producers, appearing in their mailboxes every month since 1938. 
Throughout that period we’ve brought the latest news on cattle management, health and 
markets. We’ve covered the evolution of the purebred industry, and reported on the activity of 
the provincial and national industry associations. 

Perhaps more than any other profession, the cattle business is a people business, and 
Canadian Cattlemen has always featured the people in this unique industry. Every cattle 
operation is different, requiring different approaches to producing healthy forage and healthy 
cattle. In every issue we feature stories on these operations and the people — often including 
whole families — and how they make them a success.

In addition every issue of Canadian Cattlemen features items on:

•  Grazing management. More grass equals more cattle, and Canadian producers have made 
dramatic improvements in producing more pounds of beef per acre. Our columns on grazing 
are written by recognized experts who are putting theory into practice on their ranch.

• Nutrition. Staff and contributors report on the latest science.

•  Animal health. Cattle health and welfare are important for profitability and maintaining 
industry credibility. We carry regular columns from veterinarians and other industry experts.

•  Research. Canadian cattle are almost twice as efficient in converting feed as 60 years ago. We 
report on the science and how to apply it on the farm and ranch.

•  Markets. Every issue contains at least two columns from professional livestock analysts.

•  Policy. Domestic and export market access are vital to the cattle industry. In addition to our 
reporting, every issue has a report from the Canadian Cattlemen’s Association.

•  Sales and events. Buying and selling breeding stock is a key part of the cattle business, and 
we carry the most comprehensive list in the industry.

•  People. Our popular News Roundup and Purely Purebred columns are where you learn who’s 
doing what and where in the Canadian cattle industry.

It can be a challenge to get first cal-
vers rebred without losing ground. 
They often calve later the next year 

or come up open. The two-year-old is 
nursing a calf, still growing, and needs 
good nutrition and body condition to 
cycle on schedule after calving. Two-
year-olds need more care and manage-
ment than mature cows. 

Dr. Steve Hendrick, Coaldale Veterinary 
Clinic, Coaldale, Alta., says a lot of ranchers 
try to help heifers by breeding them early, 
ahead of the cow herd, so they will calve 
earlier and have more time to recover from 
calving before they rebreed. 

Dr. Colin Palmer, department of large 
animal clinical sciences, Western College 
of Veterinary Medicine, University of Sas-
katchewan, says heifers tend to have a lon-
ger post-partum recovery period than cows 
and are slower to start cycling again after 
calving. “To overcome that, some ranchers 
have heifers calving one cycle length (three 
weeks) earlier than the cows — to give them 
more chance to breed back on time,” he says.

Selecting replacement heifers that were 

born early also helps. This not only means 
they are a little older than the average heifer 
calf and more likely to breed, but they are 
offspring of your most fertile cows — the 
ones that breed early. “You perpetuate fertil-
ity, as well as having that extra time for them 
to grow,” Palmer says.

“There are two main things that deter-
mine cyclicity in heifers. One is age and the 
other is body size and condition. Larger 
body size goes along with older animals, 
but feed can also play a role. We used to 
talk about feeding heifers to reach about 
two-thirds of their mature size before their 
first breeding season. But work done by Bart 
Lardner and Kathy Larson at Western Beef 
Development Centre found that feeding to 
55 per cent was adequate in their Angus-
based breeding herd. Their long-term work 
showed no negative effects, so you can 
feed heifers to lighter weight, if you make 
sure your feeding program is sufficient to 
achieve the target,” says Palmer.

“Some of us in extension are a bit careful 
about recommending that strategy; how-
ever, since we feel that many heifers are only 

being grown to about 55 per cent anyway, 
even when we were recommending 65 per 
cent, so we worry that the industry might 
try to cut them back to 45 per cent,” he says.

“We don’t have to push heifers to 65 per 
cent of mature body weight to breed, and 
we don’t want to overfeed them. Getting 
heifers too fat, beyond two pounds-per-
day weight gain, can lay down too much fat 
in the udder — and they won’t milk as well. 
It’s best to have a slow and steady growth, 
in moderation,” says Palmer.

Age and nutrition play a role in puberty, 
as does sire’s scrotal circumference. “The 
most fertile heifers are often sired by bulls 
that have greater scrotal circumference. 
Early puberty is heritable. Scrotal circum-
ference is a good indicator of early puberty 
in bulls, and their daughters,” he says.

“Heterosis also plays a role in fertility; 
crossbred heifers are more fertile than 
purebred heifers,” says Palmer. 

“Another thing that can help first cal-
vers is to manage them separate from the 
mature cows for winter feeding. They don’t 
compete well with larger, more dominant 
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ourstaff

Gren Winslow  Editor

Gren has a Bachelor of Science degree in Agriculture Economics from the 
University of Manitoba and worked in the communications branch of the 
Canadian Wheat Board and Manitoba Department of Agriculture before 
joining the editorial staff of Country Guide magazine. He wrote for Country 
Guide and Canadian Cattlemen in Ontario for five years before he became 
the livestock editor of Country Guide based in Winnipeg. He was named the 
editor of Canadian Cattlemen in 1986.

Debbie Furber  fiEld Editor

Debbie Furber learned farming from the ground up on a small mixed farm 
in the parkland area of northeastern Saskatchewan, where commercial 
cattle and a purebred herd were part of the operation until 2014. She was 
introduced to farm writing while on staff at the local newspaper, began 
freelancing with Farm Business Communications in 2003, and has been 
privileged to work on stories with the many interesting people in the beef 
industry since taking a full-time writing position with Canadian Cattlemen 
magazine in 2008.

canadiancattlemen.ca          @CanCattlemen
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rates&schedule

Rates effective as of April 1, 2016

CANADIAN CATTLEMEN RATES
AD SIZE B&W B&1 FULL COLOR

Dbl. Page Spread 7,501.20 8,331.20 10,281.20

Full Page 3,750.60 4,165.60 5,140.60

2/3 Page 2,500.40 2,915.40 3,890.40

1/2 Page Spread 3,750.60 4,580.60 6,530.60

1/2 Page Island 2,250.36 2,665.36 3,640.36

1/2 Page 1,875.30 2,290.30 3,265.30

1/3 Page 1,250.20 1,665.20 2,640.20

1/4 Page 928.72 1,343.72 2,318.72

1/6 Page 625.10 1,040.10 2,015.10

Ear Lug 2,318.72

Front Banner 3,265.30

Outside Back Cover 5,584.02

Inside Back Cover 5,654.66

Inside Front Cover 5,757.47

ADVERTISING OPTIONS 

SPLIT COPy 
regional advertisers may make copy substitutions in any 
combination of regions or provincial editions. Additional cost for 
each substitution is $1000 net. Minimum quantity for splits is 1000 
pieces.

SPECIAL POSITIONS 
Guaranteed and preferred positions when available and requested, 
add 25% exclusive of colour and mechanical charges. Not held 
from year to year without specific written booking insertions from 
advertisers.

SUPPLIED INSERTS / POST-IT NOTES / POLyBAGGING 
rate, issue availability, production requirements, closing dates, 
and other detailed information available on request. Geographic 
breakouts are available for preprinted inserts. inserts may run by 
fSA, census divisions, or census sub-divisions. rates for special 
space units (gatefolds, etc.) are available on request. Sponsorship 
of single issues are available by arrangement with publisher. 

2017 Editorial Issue Date Deadline 

Calving    January 9 December 2
EXTENDED CIRCULATION

Herd Management  February 6 January 6

Herd Management -  March 6 February 3
Forage and Grassland Guide 

Forage  April 10 March 10

Range and Pasture May 8    April 7

Range and Pasture June 12 May 12

Marketing – Stock Buyers Guide August 14  July 14

Animal Health – Feedlot Guide September 11 August 11

Fall Management October 2 September 1

Feeding for Profit  October 23 September 22
EXTENDED CIRCULATION  

Winter Management November 13  October 13

Breeding Management  December 11 November 10 
(year end review)

ADVERTISING CONTACT

$8.93/agate line   B&1 Colour: $415.00   B&3 Colour: $1390.00

MARKETPLACE RATES
AD SIZE B&W B&1

Full Page 3,045.00 3,395.00

2/3 Page 2,030.00 2,380.00

1/2 Page Spread 3,045.00 3,745.00

1/2 Page Island 1,827.00 2,177.00

1/2 Page 1,522.50 1,872.50

1/3 Page 1,015.00 1,365.00

1/4 Page 754.00 1,104.00

1/6 Page 507.50 857.50

$7.25/agate line   B&1 Colour: $350.00 

PublICATION SChEDulE

2016 Editorial Issue Date Deadline 

Forage  April 11 March 11

Range and Pasture May 9    April 8

Range and Pasture June 13 May 13

Marketing – Stock Buyers Guide August 15  July 15

Animal Health – Feedlot Guide September 12 August 12

Fall Management October 3 September 2

Feeding for Profit  October 24 September 23
EXTENDED CIRCULATION  

Winter Management November 14  October 14

Breeding Management  December 12 November 10 
(year end review)
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NATIONAL ADVERTISING SALES
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MEChANICAlS & FIlE SPECIFICATIONS SubMITTING AD MATERIAlS

AD SERvICES CO-ORDINATOR 
Canadian Cattlemen 
1666 dublin Avenue,  
Winnipeg, MB  r3H 0H1

Phone: (204) 944-5765
fax: (204) 944-5562
Email: ads@fbcpublishing.com 
ftP: vip.fbcpublishing.com

SAFETy MARGINS (measured from trim 
size): Keep text, logos, etc. 0.375” away 
from gutter on spreads. Full page & 
spreads allow 0.625” sides, 0.375” top and 
bottom. To avoid trimming into type, and 
to assure uniform margins on bleed ads, 
keep dimensions of type area to 15” x 10” 
maximum for double-page spreads, and 
7” x 10” maximum for full page ads. Bleed 
ads must have a minimum of .25” bleed 
allowance on head, foot, and fore edge. 
Crop/registration marks should have an 
offset of .25”.

Minimum depth of advertisement: 
One col.: 1”  Two col.: 1.5”   
Three col.: 2.5”

One-column and two-column ads more than 
9” deep and three column ads more than 
7” deep run as full column depth and are 
charged as such.

ELECTRONIC MATERIAL  Electronic files 
(including inserts) must arrive in press-
ready (high res X1A file) Acrobat PDF format 
(8.0 compatible). When saving a file in PDF 
format ensure all fonts are embeded and 
limit photo resolution to 300 dpi. Colour 
ads must be CMYK, RGB images are not 

acceptable. Files must be sent electronically 
by e-mail to ads@fbcpublishing.com OR 
uploaded by ftp to vip.fbcpublishing.com 

PLEASE NOTE  We DO NOT ACCEPT ads in 
Microsoft Word, Publisher or InDesign format. 
All files will be reviewed to ensure they 
meet FBC pre-press standards. Clients will 
be contacted regarding any modifications 
required. Publisher will not be held 
responsible for any errors made when original 
deadlines are missed.

COLOUR GUIDANCE  An accurate colour proof 
must accompany all advertising materials. In 
the absence of a colour proof, publisher will 
not be held responsible for unsatisfactory 
colour reproduction.

INK DENSITy  Adjust ink limit in photos and 
rich blacks so that total coverage does not 
exceed 240%.

FINE LINE WORK AND LETTERING  Fine 
serifs, small lettering, and thin line work 
should be restricted to one colour and 
preferably not smaller than 7 point. The 
use of small letter (under 7 points) and fine 
serifs should be avoided. Publisher can not 
accept responsibility for reproduction and/or 
legibility of any type under 7 point.

 Trim Size 8.125” X 10.75”

 Binding Saddle-stitched

 Column Depth 10”

 Standard Column Width 2.167”

 Two Columns  4.58”

 Three Columns 7”

 Halftone line screen 150

 Dot gain 20% on SWOP coated

 Printing Heat-set web offset

AD UNIT
NON BLEED  

DIMENSIONS BLEED AD DIMENSIONS

LIvE AREA TRIM BLEED

Dbl. Page Spread 15.125” x 10” 16.25” x 10.75” 16.75” x 11.25”
Full Page 7” x 10” 8.125” x 10.75” 8.625” x 11.25”

2/3 Page H: 7” x 6.5”  
V: 4.58” x 10”

H: 8.125” x 6.9”   
V: 5.142” x 10.75”

H: 8.625” x 7.4”   
V: 5.642” x 11.25”

1/2 Page Spread 15.125” x 5” 16.25” x 5.4” 16.75” x 5.9”
1/2 Page Island 4.58” x 7.5”

1/2 Page H: 7” x 5”   
V: 3.333” x 10”

H: 8.125” x 5.4”   
V: 3.9” x 10.75”

H: 8.625” x 5.9”   
V: 4.4” x 11.25”

1/3 Page H: 7” x 3.357”   
V: 2.167” x 10”
S: 4.58” x 5”

H: 8.125” x 3.75”   
V: 2.73” x 10.75”

H: 8.625” x 4.25”   
V: 3.23” x 11.25”

1/4 Page H: 7” x 2.5”    
S: 3.333” x 5”

H: 8.125” x 2.9” H: 8.625” x 3.4”

1/6 Page H: 4.58” x 2.5”   
V: 2.167” x 5”

1/12 Page 2.167” x 2.5”
Ear Lug 2" x 2"
Front Banner 3.875” x 2.25” 4.125” x 2.5” 4.625” x 3”
Outside Back Cover 7” x 10” 8.125” x 10.75” 8.625” x 11.25”
Inside Back Cover 7” x 10” 8.125” x 10.75” 8.625” x 11.25”
Inside Front Cover 7” x 10” 8.125” x 10.75” 8.625” x 11.25”

Business Card
(Marketplace only)

2.167"x1"

ADVERTISING CONTACT

adspecifications 2016|2017mediakit
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FULL PAGE
8.125"x10.75"

LIVE AREA
7"x10"

BLEED
8.625"x11.25"

canadiancattlemen.ca          @CanCattlemen

Mike Millar
NATIONAL ADVERTISING SALES

Cell: 306 251 0011
Email: mike.millar@fbcpublishing.com



New Accounts 
Transient and new accounts, cash with 
order. Credit applications are required 
on all new accounts that have not 
authorized credit card payments.

Terms 
Accounts payable in Canadian funds.  
Net 30 days. Publisher reserves the  
right to charge 1.5% interest per month  
(18% per year) on overdue accounts.

Contracts & Schedules 
Contracts are based on volume 
committed in advance for a  
12-month period.

Advertising not scheduled and contracted 
for will be immediately subject to any 
rate change. Contracted advertising 
will be rate protected for 3 months. The 
publisher is not bound by any conditions, 
printed or otherwise, appearing on 
contracts or copy instructions when  
such conflict with the provisions of  
this rate card.

Contracts for advertising at other than 
published rates will not be accepted.  
The publisher reserves the right to hold 
any advertiser and its advertising agency 
jointly and severally liable for such 
monies as are due and payable to the 
publisher.

Commission 
15% will be paid to recognized agencies 
on the gross charges for space, colour, 
and position, when ad copy is forwarded 
via FTP or e-mail. 

Advertising Content 
All copy subject to the approval of 
the publisher, who reserves the right 
to reject, discontinue, or omit any 
advertisement or cancel any advertising 
contract without penalty to either party.

Publisher reserves the right to place the 
word “Advertisement” centered in 8pt 
Helvetica over any paid announcement.

Dollar volume Discount 
FBC offers the following dollar volume 
discounts. These apply to gross 
advertising dollars spent within a 
12-month period in any Farm Business 
Communications print publication with 
the exception of Seed Manitoba, Yield 
Manitoba, Yield Alberta,  Ag Dealer and 
Agricole Idéal.

Gross Dollars Spent  Discount

20,001 - 50,000 2% 
50,001 - 150,000 3.5% 
150,001 - 250,000 5% 
250,001 - 300,000 7.5% 
300,001 - 400,000 9% 
400,001 +  10.5%

Cancellations 
No cancellations accepted after closing 
date. Cancellation of advertisements 
that have been set will be subject to 
production charge.

 
 

Liability 
Advertiser and advertising agency 
assume liability for content (including 
text, representations, and illustrations in 
advertisements printed) and also assume 
responsibility for any claims arising 
therefrom made against the publisher.

Colour Reproduction 
Publisher will not be responsible for 
unsatisfactory reproduction of colour 
advertisements unless accurate colour 
proofs are supplied. 

Make-good insertion will not be granted 
on minor errors which do not affect 
the value of the whole advertisement. 
Publisher’s liability will not exceed the 
cost of the area of the space occupied 
by the error, whether the error is due 
to the negligence of its servants or 
otherwise. There shall be no liability for 
non-insertion beyond the amount paid 
for such advertisement. No allowance for 
errors in key numbers.

Exclusivity 
We do not offer exclusivity for front page 
banners, ear lugs, banner wraps, outside 
back pages, inserts, etc.

Special Services 
When publisher must provide artwork, 
advertiser will be billed at cost. Publisher 
reserves the right to charge for changes 
required to customer supplied material.

ADVERTISING CONTACTSubMITTING AD MATERIAlS

AD SERvICES CO-ORDINATOR 
Canadian Cattlemen 
1666 dublin Avenue,  
Winnipeg, MB  r3H 0H1

Phone: (204) 944-5765
fax: (204) 944-5562
Email: ads@fbcpublishing.com 
ftP: vip.fbcpublishing.com 

terms&conditions

canadiancattlemen.ca          @CanCattlemen

2016|2017mediakit

©2016 FBC Communications Limited Partnership

Mike Millar
NATIONAL ADVERTISING SALES

Cell: 306 251 0011
Email: mike.millar@fbcpublishing.com


