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Mission
Alberta Beef Producers is a strong, clear, and 
representative voice speaking and working on behalf 
of cattle and beef producers in Alberta, contributing 
to a vigorous and profitable beef industry.

Vision
To strengthen the sustainability 
and competitiveness of the beef 
industry for the benefit of beef 
producers in Alberta.
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Amid all the activity at Alberta Beef Producers (ABP), there 
is one area that has generated considerable discussion and 
deserves clear communication. This August, our Board of 
Directors chose to initiate withdrawal from the Canadian 
Cattle Association (CCA) effective July 1, 2026.

The decision to withdraw membership was not made lightly.  
It follows careful deliberation and discussion between the 
Board, delegates, and producers, and reflects a growing 
consensus that reform is needed to ensure national 
representation truly serves Alberta’s cattle industry.

Our concerns centre around three key areas: funding and  
fiscal transparency; organizational structure and governance; 
and communication. 

While the concerns raised are not new, ABP felt it was 
important to communicate them directly and formally to  
the CCA before sharing them more broadly. These areas  
are foundational elements of a strong national organization. 
We believe that prioritizing them is essential for a national 
organization that is accountable, equitable, and responsive  
to the needs of its provincial members.

On funding and fiscal transparency, ABP has long advocated 
for a fair and consistent approach to provincial assessments. 
Alberta’s current model, based on retained check-off dollars, 
reflects our commitment to the commission, as a strong 
national body relies on strong provincial members. We 
continue to urge the CCA to adopt this model across all 
provinces to ensure fairness and sustainability.

Organizational structure and governance remains another 
critical area. Alberta contributes over half of the CCA’s budget 
yet holds only seven of 24 board seats. We are calling for a 
review of the representation formula and the unfreezing of 
board seats to better reflect provincial contributions. 
Additionally, we are calling for the establishment of a 
dedicated governance committee and a comprehensive 
organizational and governance review of CCA.

On communication, ABP believes that early and consistent 
engagement with member provinces is essential to building 
trust and alignment. We have encouraged the CCA to bring 
provincial voices into strategic conversations sooner, ensuring 
that messaging and priorities are shaped collaboratively.

This decision is a call for renewed partnership built on 
transparency, shared values, and mutual respect. ABP  
will continue to fulfill its financial obligations to the CCA 
through the end of the current agreement and remains 
committed to dialogue.

The provinces are now coming together with a facilitator to 
develop a list of recommendations. This is a positive step, and 
ABP is fully engaged in that process. Our goal remains clear: to 
find common ground and support a national organization that 
reflects the strength and diversity of Canadian cattle 
producers. We believe that with meaningful reform the  
CCA can serve this role for its member provinces and the 
producers those member provinces represent.

We recognize that producers hold a range of views on this and 
other areas of industry significance. To engage with the work 
of ABP, I encourage you to attend a Producer Meeting near you 
this January and February. ABP is our commission. It’s guided 
by producers, for producers, and its strength comes from our 
voices around the table. 

Sincerely,  
Doug Roxburgh 

Message from the Chair

Doug Roxburgh, ABP Chair
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It’s been another busy year from an operations  
standpoint at Alberta Beef Producers. Across every 
area of our mandate — from policy and production to 
communications and stakeholder relations — our team has 
worked to ensure Alberta’s cattle producers are  
well-supported and well-represented.

One of our key priorities this year was completing a 
comprehensive update to ABP’s Bylaws and Plan Regulation. 
This marks a major milestone in our governance evolution. The 
new framework is more agile and less bureaucratic, enabling 
ABP to respond effectively to the needs of producers, while 
maintaining appropriate oversight from Marketing Council  
and the Minister of Agriculture and Irrigation. With this work 
complete, ABP is better positioned to manage future changes, 
streamline operations, and focus on the policy matters that 
truly impact Alberta’s beef industry.

In 2024, ABP saw a notable decrease in refund requests  
and an overall reduction in net dollars refunded. We are  
deeply appreciative of every producer who sees value in  
ABP’s work. Our overarching goal remains rooted in our 
mission: to strengthen the sustainability and competitiveness 
of the beef industry for the benefit of beef producers in 
Alberta. We’re hearing from so many of you that this work 
matters, and that feedback continues to drive us forward.

Threats of international tariffs have underscored the 
importance of strengthening relationships across the U.S. 
border and beyond, and it’s been encouraging to see growth  
in Indo-Pacific markets, including Australia’s recent opening  
to Canadian beef. 

Domestically, concerns around bovine tuberculosis and  
the potential risk of foot and mouth disease (FMD) have 
prompted greater focus on emergency preparedness.  
As part of this focus, ABP is actively engaged in planning  
and supporting industry-wide FMD drills, which will create  
an opportunity to learn together and build resilience. 

At the same time, the shrinking cattle herd in Alberta remains  
a consideration in our planning efforts. Each year, ABP revisits 
its strategic plan with input and approval from the delegate 
body at our Annual General Meeting. A shrinking mother herd  
is among the priority issues the Board of Directors is 
considering as it directs the commission’s work to remain 
relevant, responsive, and rooted in the needs of producers. 

You’ll find summaries for ABP’s work in our key areas, and our 
financials in more detail in this report. 

In the area of stewardship, we continue to build relationships 
with conservation organizations and explore opportunities for 
ecological goods and services programs. While progress  
on wildlife coexistence initiatives slowed temporarily due  
to staffing challenges, we’ve taken steps to re-evaluate the 
position and, by the time you receive this report, we hope to 
have hired a new team member to lead this important work.

Thank you for your support and for your commitment to the 
industry. We look forward to connecting over meals at our 
upcoming Producer Meetings, and at the Annual General 
Meeting in March.

Sincerely,  
Brad Dubeau

Message from the General Manager

Brad Dubeau, ABP General Manager

3



Committee Updates

Audit Committee
Audit committees are viewed as a critical component of  
the overall corporate governance process. The ABP Audit 
Committee is tasked by the Board of Directors to assist  
the Board in fulfilling its oversight role and to help discharge  
its fiduciary responsibilities. The primary tasks of the ABP 
Audit Committee are to:

•	 �Identify and monitor the management of principle  
risks that could impact financial reporting.

•	 �Monitor the integrity of the financial reporting process and 
the system of internal controls regarding financial reporting 
and accounting compliance.

•	 �Monitor the independence and performance of the  
external auditors.

•	 �Provide an avenue of communication between the auditor, 
management, and the Board of Directors.

The ABP Audit Committee is comprised of:

•	 �Three members appointed by the Commission  
(the Board of Directors).

•	 �One non-delegate member appointed by the members  
of the Audit Committee.

The Chair is elected by the members of Audit Committee.

The Audit Committee met multiple times throughout  
2024-2025, including meetings with the external auditors  
from Kingston Ross Pasnak LLP to review the final audited 
financial statements. In addition to this core responsibility,  
the Committee undertook a comprehensive review of several 
key areas, including its Terms of Reference, ABP’s financial 
reporting and disclosure procedures, and internal control  
and risk management frameworks. The Committee also 
conducted a self-evaluation and initiated planning for  
the 2025 audit cycle.

Throughout the year, the Committee updated its guiding 
documents and engaged in discussions around training  
and succession planning to enhance its effectiveness  
and continuity. 

Governance Committee
The ABP Governance Committee is one of the standing 
committees established under the ABP Bylaws. Its mandate 
includes reviewing and refining ABP’s governance policies and 
practices, and providing recommendations to the Board  
of Directors.

In 2024-2025, the Governance Committee undertook several 
initiatives and continues to plan for future improvements. 
Highlights include:

•	 �Policy Manual Overhaul: The Governance Committee led a 
major revision and restructuring of the ABP Policy Manual. 
A new version was recommended by the Committee and 
adopted by the Board in December 2024.

•	 �Annual General Meeting Procedures: The Committee 
reviewed the process of “ceding the floor,” and delegates 
will receive guidance on this procedure during the AGM.

•	 �Governance Committee Terms of Reference: Updates were 
proposed to clarify the selection process for the Governance 
Committee Chair and Vice Chair, among other changes.

•	 �General Manager Evaluation: The Committee is developing 
new policies and procedures for the annual review of the 
General Manager.

•	 �Board and Delegate Assessment Surveys: In 2025, the 
Governance Committee launched trial assessment surveys 
for both the Board of Directors and the delegate body. The 
Committee looks forward to continuing this practice in the 
coming months.

•	 �Representation to the Canadian Cattle Association (CCA):  
The Governance Committee is exploring options for how ABP 
appoints representatives to the CCA. Discussions are ongoing, 
and dependent on the considerations of ABP membership  
in CCA.

•	 �Zone Coordinator Role: Discussions are ongoing on the  
role of Zone Coordinators and the process by which these 
positions are filled.

�The Committee appreciates the ongoing support and 
collaboration from ABP staff and stakeholders, which has  
been instrumental in advancing these governance initiatives.
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Issues Management Committee
The Issues Management Committee (IMC) has had an active 
and productive year, addressing a range of challenges and 
resolutions. The Committee’s primary role is to provide 
strategic recommendations to the Board on emerging issues 
and producer resolutions impacting the agricultural industry. 
Throughout 2024-2025, the IMC has tackled various topics, 
including risk management programs, wildlife concerns, 
agricultural standards, water access, and youth programs.

A significant area of focus is the development of programs 
aimed at supporting young producers. The Committee 
conducted extensive analysis on initiatives such as  
Livestock Price Insurance and limited equity loans to  
improve financial accessibility for new entrants into  
the industry.

Water security and drought preparedness have also been 
recurring themes. The IMC engaged in substantial discussions 
on water support programs and the implications of water-
sharing agreements. These efforts contributed to shaping 
positions on future drought support policies, with the goal  
of enhancing Alberta’s agricultural resilience.

Agricultural production standards is another key topic, 
particularly in relation to financial institutions. The Committee 
examined how evolving standards could influence lending 
practices and market distribution, ensuring that producers  
are adequately represented in policy discussions.

Wildlife concerns, while discussed within the Committee,  
were recognized as having a disproportionate impact on 
certain producers. As a result, a specialized working group  
was established to collaborate directly with affected 
stakeholders and develop targeted solutions.

The committee is also doing a deep dive into interprovincial 
trade of beef to try to find a path forward that both protects 
the beef industry’s export markets and opens more potential 
for farm-to-table sales. The committee acknowledges that this 
is a complex issue to solve, but one that would be meaningful 
to many cattle producers in the province.

The IMC remains committed to addressing pressing issues and 
developing strategic positions that support a sustainable  
and prosperous agricultural industry.

Research Committee
ABP’s producer-led Research Committee is in the midst  
of evaluating research proposals received through the 
Agriculture Funding Consortium and Saskatchewan Agriculture 
Development Fund research calls. Proposals are undergoing  
a scientific technical review and then are evaluated by the 
Research Committee for benefits to producers in the short, 
medium, or long-term.

ABP, along with Alberta Grains, RDAR and Alberta Agriculture 
and Irrigation, continues to be a strong supporter of Western 
Crop Innovations, formerly the Field Crop Development 
Centre. This organization focuses on breeding feed and forage 
barley and triticale with improved yield, standability, quality, 
and disease resistance. New and improved varieties provide 
producers with choices to boost feed and forage production.

The ABP Beef Research Showcase was held at Lakeland 
College in Vermilion in March 2025. There was strong 
attendance from students and a large online presence as  
the Showcase was broadcast via DLMS. This event is a great 
opportunity to learn about new research relevant to different 
production systems, and network with scientists, students, 
and other producers. Stay tuned for details on the next 
Showcase through ABP Daily and the ABP magazine.

This year’s website redesign has made information on research 
that ABP is involved in easier to find and search – click 
“research” under the “updates” dropdown on albertabeef.org 
and check it out!
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The Beef Production and Extension portfolio focuses on enhancing the competitiveness 
of Alberta’s beef industry through targeted research investments and knowledge transfer. 
Activities in this area aim to increase producer awareness and utilization of research findings 
and extension resources funded by check-off dollars. These efforts support improvements  
in sustainability, profitability, and production efficiency. 

ABP’s producer-led Research Committee once again invested 
producer check off dollars into research in 2024 to improve  
the competitiveness, sustainability, and profitability of beef 
producers. Proposals are received through the Agriculture 
Funding Consortium, undergo a scientific technical review,  
and then are evaluated by the producer representatives on  
the ABP research committee. Decisions are guided by the 
Five-Year Canadian Beef Research and Technology Transfer 
Strategy and consider scientific merit as well as benefits  
for the beef sector in the short, medium or long term.

ABP committed $228,000 to nine projects with a total  
project value of over $3.9 million, for a leverage ratio of  
$17.2:1, meaning that every dollar spent by ABP was  
matched by over $17 from other funding sources.

Project topics include:

•	 �Examining antimicrobial resistance in understudied 
pathogens that contribute to bovine respiratory disease.

•	 �Investigating the potential of probiotics to support animal 
health (2 projects with different approaches).

•	 �Preventing bacterial biofilm formation in processing plants.

•	 Double cropping.

•	 Regional variety trials of crops commonly used for silage.

•	 Examining the molecular basis of heterosis (hybrid vigour).

•	 �Improving feed barley variety development through 
genomic selection.

•	 �Furthering perennial legume variety development  
(sainfoin, alfalfa) with higher leaf lipid content.

On March 25, 2025, 119 in person attendees and over  
400 online attendees tuned into the second edition of the  
ABP Beef Research Showcase, held at Lakeland College. This 
event evolved out of ABP Research Committee discussions 
about how to elevate the profile of research that the beef 
industry helps fund, via producer check off dollars.  

This event is relatively new for ABP, so it was amazing to  
see the increased engagement and participation at this  
year’s event. Hosting the Showcase in conjunction with 
post-secondary institutions across the province allows for 
youth engagement and interaction. Utilizing the livestreaming 
services of DLMS allowed us to reach a much larger audience 
and made tuning in convenient for people who were unable to 
travel to the event. We are excited to host the next edition of 
the Showcase in spring 2026 – stay tuned for more details  
as they become available!

See the Research Committee report on page 5 for more 
information on the 2025 research proposal review process, 
Western Crop Innovations investments, and more.

 

Beef Production & Extension Beef Production & Extension 

ABP INTERNAL RESEARCH FUNDING

6%
94%

ABP Investment
Funds from Other Sources

$228,000
dollars ABP contributed to nine projects in 2025

$3.9 million
total project value 
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The University of Calgary’s Faculty of Veterinary Medicine 
(UCVM) has had several exciting developments over the past 
year. The Diagnostic Services Unit (DSU) is now providing  
a full suite of diagnostic services – pathology, cytology, 
bacteriology, serology, parasitology, PCR and some limited 
telepathology, along with disease investigation services. This 
rebuilds much needed capacity for disease surveillance, animal 
health, food safety and student training in the province. UCVM 
has also expanded its student capacity to 100 as of this year 
and added new facilities to support the growing demand for 
veterinarians. ABP appreciates the Government of Alberta’s 
continued support of the DSU and UCVM.

ABP, along with CCA, NCFA, ACFA, and Animal Health  
Canada (AHC) have initiated projects to support foot and 
mouth disease (FMD) preparedness. Building off the Integrated 
Emergency Response Plan and Vaccination Implementation 
Support Structure developed by the FMD Working Group and 
gaps identified during that process, along with learnings from 
the FMD exercise in Kansas last December, we are planning a 
series of drills over the next several months to refine our 
emergency plans and communication processes. The other 
project, led by Canfax, will investigate the economic trade-offs 
of various FMD vaccination strategies. Additionally, Canada’s 
livestock and poultry sectors have come together under AHC 
to create the Foreign Animal Disease Executive Management 
Board – this builds from the work undertaken by the pork 

sector for African swine fever (ASF), and will focus on  
FMD, ASF and highly pathogenic avian influenza (HPAI).

Speaking of preparedness, ABP has received a Sustainable 
CAP grant to identify potential centralized mass disposal sites 
within the province and complete geotechnical assessments 
for suitability. We are working with ACFA, Alberta Pork,  
Alberta Milk and the Office of the Chief Provincial  
Veterinarian on this project.

The bovine tuberculosis (bTB) investigation originating from  
a cow identified at slaughter in November 2024 is ongoing.  
For the latest information on the investigation, please refer  
to the CFIA’s investigation updates.

ABP continues to provide assistance to CFIA, and support 
affected producers as required throughout the investigation. 
Producers with questions or concerns are encouraged to 
contact Karin directly. A mid-investigation meeting was held 
with CFIA to discuss challenges and opportunities for more 
integrated collaboration. It is painfully clear that significant 
deficiencies exist in our financial support frameworks and 
business risk management tools to manage business 
continuity and recovery from reportable disease events,  
and we will continue to advocate for appropriate programs 
 or tools to be put in place to mitigate negative impacts on 
affected producers and the wider industry both in the 
immediate term and into the future.
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Government Relations & Policy

The Government Relations and Policy portfolio works to influence legislation and regulatory 
frameworks that impact Alberta’s beef producers. Engagement with elected officials and 
departmental leadership is focused on advancing policies that support the long-term  
viability of cattle ranching.

This year’s fall run has been exceptional, and though the  
year has tested producers in new ways, it has also highlighted 
some paths forward. Amid unpredictable markets, tariffs,  
and shifting policies, ABP is actively working to ensure 
producer voices remain strong at every table.

Early in the year, the United States briefly applied tariffs  
on Canadian beef imports. While the tariffs were quickly 
removed, they served as a reminder of the fragility of 
international agreements and the ongoing need for  
strong, consistent advocacy.

In response, ABP met with officials and partner organizations 
across North America to emphasize the interconnected nature 
of our beef industries and the mutual benefits of open trade. 

In meetings with federal and provincial representatives,  
ABP stressed that retaliatory or counter-tariff measures  
would only harm producers and consumers on both sides of  
the border. Our focus remains on maintaining a rules-based 
trade environment where producers can compete fairly and  
on ensuring that future trade agreements reflect the realities 
of modern beef production.

Over the past five years, varying degrees of drought have 
reshaped how producers manage forage and water and have 
prompted the province to undertake significant work on water 
availability and watershed planning.

ABP is closely engaged with Alberta Environment and 
Protected Areas (EPA) as the department advances water 
management and allocation planning. While much of the 
current work applies to select watersheds, the direction being 
set will influence the entire province. In southern and central 
Alberta, where surface water sources are already under strain, 
growing competition between agricultural and urban water 
users has made these discussions increasingly critical.

Through these consultations, ABP has emphasized that water 
is the foundation of both forage production and animal health. 
As Alberta’s population grows, we continue to advocate that 
agriculture must not be sidelined in favor of urban expansion. 
Reliable access to water is essential not only for the beef 

sector’s economic contribution but also for the environmental 
stewardship producers provide through grassland 
management and carbon storage.

ABP also participated in the province’s Private Land 
Conservation and Stewardship Consultation, ensuring  
that private property rights and voluntary stewardship  
remain central to any new conservation tools or land 
management policies.

Maintaining the forage base that supports the beef industry  
is a growing challenge. Between drought, land conversion,  
and wildlife pressures, the amount of productive pastureland in 
Alberta continues to shrink. ABP has continued to advocate for 
policies that protect agricultural use of Crown grazing leases 
and support forage retention on private lands.

Another area of concern this year has been pest management. 
With the federal phase-out of strychnine for controlling 
Richardson’s ground squirrels (gophers), many producers have 
struggled to find effective alternatives. ABP has continued to 
engage with both federal regulators and Alberta Agriculture to 
identify workable, science-based pest management options 
that balance environmental safety with the practical needs of 
livestock operations.

18,000
beef producers in Alberta

55,000
the number of Albertans provided  
with jobs in the industry
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Economic uncertainty, weather extremes, and market volatility 
continue to highlight the importance of effective business risk 
management (BRM) programs. 

Key Priorities Include:
•	 �Improving the timeliness and predictability of  

AgriStability payments.

•	 �Ensuring that reference margins reflect the true cost 
structure of cow-calf and feedlot operations.

•	 �Securing long-term federal and provincial commitments  
to fund LPI and enhance its flexibility.

AgriStability saw a significant shift in the new federal  
budget, with pasture costs now eligible expenses and the 
program cap doubling in 2025, changes that could greatly 
improve its effectiveness for producers. It remains the only 
program capable of addressing both rising input costs and 
major revenue declines when it functions properly. LPI, 
originally initiated by ABP, also remains a key part of  
producers’ risk-management toolbox, and we continue  
to strongly support the program while working toward 
improvements that make it more responsive and accessible.

Additionally, ABP has provided ongoing input into the 
development and implementation of policies surrounding 
on-farm slaughter operations. These operations have become 

increasingly important tools for local food security, animal 
welfare, and producer flexibility, particularly in remote areas  
or during times of limited processing capacity.

Throughout the year, ABP engaged with Alberta Agriculture 
and federal regulators to ensure that policies governing 
on-farm slaughter are practical, science-based, and reflective 
of real-world production conditions. Our goal is to maintain a 
regulatory environment that protects food safety and animal 
welfare while allowing producers to operate efficiently and 
meet growing consumer demand for locally sourced beef.

The past year has reaffirmed that our work is not just about 
policy, it’s about ensuring Alberta’s beef producers have the 
tools, markets, and support they need to thrive in an 
increasingly uncertain environment. 

As we look forward, the challenges facing beef producers 
remain complex, but so does the strength and resilience of  
our industry. From trade instability to resource competition, 
ABP continues to demonstrate that producers’ interests are 
best represented through proactive, collaborative advocacy. 
Through every conversation, consultation, and policy table, 
ABP remains committed to protecting the land, livelihoods, 
and legacy that define this industry.

Alberta Beef Producers was pleased to tour the Texas Farm Bureau through Chinook Ranch and Rimrock Feeders during Stampede 2025.
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Marketing

The Marketing portfolio builds consumer trust and supports demand for Alberta Beef through 
coordinated brand campaigns, digital content, and influencer partnerships. Activities in 
this area also include sponsorships, consumer-facing events, and education initiatives that 
connect the public with Alberta’s beef industry and its production practices and standards.

ABP Magazine
Now in its fifth year, ABP magazine is printed and distributed  
to more than 16,000 producers, auction markets and industry 
stakeholders across Alberta. The publication is also available 
online, with the pdf posted on albertabeef.org and individual 
articles featured on ABP Daily.

In 2025, each issue featured cover art from western Canadian 
artists, and practical, industry-focused editorial content. 

We welcome your feedback and article ideas. To share 
suggestions, contact the editor at katies@albertabeef.org

Sponsorships & Partnerships

24%		 Consumer Events & Causes
11%		 Youth Events (Junior Shows and 4-H)
43%	 Industry Events & Causes
23%	 Education

In 2025, ABP continued to support events and initiatives that 
connect consumers with Alberta beef and build public trust in 
the industry.

Key Highlights Include:
•	 �Calgary Stampede: Chuckwagon demo sponsorship  

and rodeo/chuckwagon broadcast, providing national 
visibility and engaging audiences through televised 
coverage reaching an estimated 3.2 million viewers.

•	 �Kitchen Theatre: Featured two acclaimed chefs preparing 
Alberta beef in live demos that drew full audiences all three 
days and media coverage from Global News and CTV 
Morning Live. 
 

•	 �Cattle Trail: Featured the “I  Alberta Beef” marquee 
letters and a 30-foot beef floor maze, drawing heavy  
foot traffic and engagement.

•	 �Beer Festivals: Major sponsorships of sold-out  
Calgary and Edmonton Beer Fests and title sponsorship  
of Banff Beer Fest, providing direct engagement with 
consumers showing curiosity about buying and cooking 
Alberta Beef.

•	 �Community Events: Maintained a strong presence at 
consumer-focused events, such as Open Farm Days, 
Alberta on the Plate, and a variety of BBQ/Pitmaster events.

High school students experience a beef cattle show and learn about 
stewardship and care during the Cultiv8 Summit. (Seven D Media)
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All Ways Alberta Beef 
Funded in partnership with Canada Beef through the Provincial 
Marketing Alliance (PMA) program, the All Ways Alberta Beef 
campaign continued to grow consumer awareness and trust 
through storytelling and targeted digital media.

The three-phase campaign emphasized the quality  
and versatility of Alberta beef, supported by influencer 
partnerships, recipes, and user-generated content shared 
across multiple platforms.

Campaign Reach:
•	 �Phase 1: High In-person engagement at the  

Calgary Stampede and 4.5 million impressions

•	 �Phase 2: All Ways to Celebrate campaign:  
37.6 million impressions

•	 �Phase 3: All Ways Alberta Beef campaign –  
10.3 million impressions

•	 �Light Campaign (May-June): repurposed creative  
to sustain momentum – 1.9 million impressions

ABP Only Consumer Campaign
The Land and Legacy commercial ran from October 30, 2024,  
to March 9, 2025, across digital, broadcast, and radio 
platforms. The campaign showcased how stewardship,  
family tradition, and innovation shape the taste and quality  
of Alberta Beef. Social media and radio adaptations supported 
the campaign.

Key Metrics:
•	 �Total Impressions: 16 million  

(58% digital, 40% broadcast, 2% organic social).

•	 �Television: Two ad flights on major Alberta networks 
reached 1.35 million and 3.39 million viewers.

•	 �Radio: 1.65 million impressions, reaching 342,200 unique 
listeners in Calgary and Edmonton.

•	 �Digital Engagement: Paid digital content increased traffic 
and engagement on allwaysalbertabeef.ca microsite.

2025-2026 Strategic Plan:  
Every Cut Makes the Cut
ABP integrated the PMA and ABP Only campaign budgets into 
one coordinated initiative to maximize reach and messaging 
consistency across video, digital, retail, and local media.

Goal: Increase domestic beef consumption by reinforcing  
the value of Alberta Beef as a high quality, versatile protein–
leveraging growing ‘buy Canadian’ sentiment and consumer 
pride in local products.

Content Pillars:
•	 �Every Cut Makes the Cut: Emphasizing the versatility and 

value of Alberta Beef, showing how every cut – premium or 
affordable – delivers exceptional quality.

•	 �Beyond the Cut: Showcasing industry innovation, 
partnerships, and leadership that strengthen Alberta’s beef 
sector, spotlighting the producers behind Alberta Beef.

The campaign is scheduled to launch winter 2025-2026.

Education
ABP continued its commitment to youth engagement in  
2025 through:

•	 �Calgary and Mountainview Aggie Days: introduces 
urban students to agriculture through interactive learning

•	 �Know Your Food Trailer: ABP is a funding partner in  
this mobile unit, bringing Alberta’s farm-to-table story  
to schools.

•	 �Cultiv8 Youth Agriculture Leadership Summit:  
Hosted by Inside Education, this program brings  
high school students and teachers together to explore 
careers, science, and technology shaping Alberta’s 
agriculture sector.
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Stakeholder Relations

The stakeholder relations portfolio encompasses a diverse range of activities aimed at  
keeping cattle producers informed and engaged in our work. This includes regular updates  
on ABP initiatives, effective media relations, and dedicated efforts in portfolios such as  
youth engagement and the Environmental Stewardship Award.

Producer Engagement
ABP continues to strengthen its digital presence, ensuring 
Alberta’s cattle producers have timely access to relevant 
industry news, updates, and resources. Since the launch  
of ABP Daily in 2021, our commitment to providing high-value 
content has resulted in significant growth in both reach  
and engagement.

Over the past year, ABP Daily has seen strong growth,  
with notable increases in both users and article views.  
This reflects producers’ growing reliance on the platform  
for timely information. Our e-newsletter performance shows 
similar momentum. Monthly Minute distribution has grown,  
and both open and click-through rates improved year-over-year.

We also maintain targeted communications with delegates, 
directors, and guests at the Board of Directors. In addition  
to creating an avenue for specific communications, these 
emails also act as a trial of tailored content, something we 
hope to work towards for all our stakeholders.

On May 5, we launched a major update to albertabeef.org.  
The redesign offers improved site structure and navigation;  
a rebuilt backend to facilitate internal content management; 
and searchable research and resolutions.

Since the relaunch, we’ve seen encouraging growth in user 
engagement and traffic acquisition (stats on page 13). Organic 
search, referral traffic, and social media-driven visits have all 
increased significantly, indicating that our content is reaching 
more producers and stakeholders through multiple channels.

Our social media platforms continue to be vital tools for 
stakeholder communication. Facebook remains our strongest 
channel, delivering broad reach and consistent engagement. 
Instagram and LinkedIn are showing promising growth, 
especially in interaction rates and follower counts. While  
we’ve scaled back our activity on X (formerly Twitter), we 
continue to monitor its relevance and maintain a presence  
for those who still engage there.

In addition to our digital efforts, ABP hosted 12 Producer 
Meetings in 2025, providing valuable opportunities for  
in-person engagement and feedback. Based on producer 
input—particularly around travel challenges during winter 
feeding months—we will expand to 15 meetings in 2026, 
offering more flexibility and accessibility. Our Annual General 
Meeting (AGM) was held at ABIC in downtown Calgary. While 
overall feedback was positive, some concerns were raised 
regarding the timing and location. In response, the Board  
of Directors is considering a return to fall meetings, with  
a December AGM in a quieter setting to better  
accommodate attendees.

Youth Engagement
ABP continues to invest in the next generation of cattle 
producers through a variety of youth-focused initiatives. 

In 2024, we began a major redevelopment of our youth  
contest, historically a platform for youth aged 8-23 to 
showcase their knowledge and creativity through essays, 
videos, and presentations. Working closely with educators, 
parents and guardians, we’ve restructured and rebranded  
the contest to be more accessible, engaging, and rewarding. 
The Young Creators Contest introduces age-appropriate 
categories, a streamlined evaluation rubric, and exciting new 
prizes – including industry experiences and branded items.  
Our goal is to create a more impactful experience for all 
participants while strengthening connections with educators 
and guardians through targeted outreach and feedback.

ABP also supports youth leadership through the Canadian 
Cattle Youth Council, where Alberta’s provincial representative 
plays an active role. In 2024, we formalized expectations and 
opportunities for this role, resulting in consistent updates to 
our Board of Directors and participation in ABP events such as 
Producer Meetings, the AGM, and the Stampede Summit.
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As a sponsor of 4-H Alberta, from October 2024 to  
October 2025, ABP supported 22 provincial programs,  
and six scholarships as well as advertising, including radio 
advertisements supported by local stations that kindly 
donated airtime. 

Environmental Stewardship Award
ABP was proud to present the Environmental Stewardship 
Award to Plateau Cattle Co., operated by John Smith and  
Laura Laing, in recognition of their outstanding commitment  
to sustainable ranching practices. 

Online Engagement  
(Oct. 1, 2024 – Oct. 1, 2025)

ABP Daily

114K 	 Users (↑ 42.8%)
410K 	 Views (↑ 21.1%)

Monthly Minute

2,130 	 Recipients (↑ from 1970)
51.8% 	 Average Opens (↑ 6.5%)
8.1% 	 Average Clicks (↑ 11.0%)

Website (albertabeef.org)

25K 	 Users (↑ 19.0%)
78K 	 Views (↑ 3.7%)

Website (albertabeef.org) post-redesign  
(May 5 – Oct. 1, 2025):

11K 	 Users (↑ 36.4%)
38.4% 	 Increase in Organic Search
3.8% 	 Increase in Direct Search 
94.2% 	 Increase in Referral
460.9% 	 Increase in Organic Social

Social Media

1.9M 	 Facebook Reach (↑ 55.1%)
1.7K 	 Instagram Interactions (↑ 100%)
3,092 	 LinkedIn Followers (↑ 18%)

	 Four medals
won at the 2025 Canadian Farm Writers’  
Federation Awards
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This year, the Alberta AgriSystems Living Lab (AALL) continued to work with 
enthusiastic producers, researchers, and partner organizations to increase shared 
knowledge, innovation, collaboration, and adoption of Beneficial Management 
Practices (BMPs). We are deeply grateful to the participating producers, the  
dedicated research teams, our partner organizations, and funders for their  
support and commitment to the AALL.

The AALL has a focus on shared problem solving  
though continuous feedback and co-development 
between researchers and producers. This year some  
of our producers received preliminary results from the 
on-farm research conducted in previous years and this 
information was used to co-develop and shape the  
future implementation of BMPs. 

The economics of adoption for some BMPs, led by  
Canfax Research Services, were also explored in case 
studies and journal publications. The economics of BMPs 
are critical to make sure the costs or benefits of adopting 
practices match on-farm realities.

During the field season this year, the research teams 
were busy collecting field data and samples to evaluate 
the impact of BMPs. These samples are currently 
undergoing analysis and will help our producers and 
researchers to work on improving soil health, reducing 
greenhouse gas emissions, and increasing productivity. 

The AALL is continually reaching out to a larger producer 
audience, and during the winter months we hosted over 
10 webinars and producer panels on topics ranging from 
winter feeding strategies to the history of Indigenous 
agriculture in western Canada.

This summer we had four field days for producers, 
researchers and industry to connect. This year’s field 
days had the highest attendance numbers yet for the 
AALL and we are excited to continue to share our 
learnings. We also launched a new program that  
allows more direct producer to producer interaction. 
These sessions allowed producers who are interested  
in a BMP to spend time directly with a producer who has 
already adopted that same BMP – to share experiences, 
challenges, successes, and to learn from each other.  

If you are interested in talking to another producer about 
adopting a BMP on your farm or ranch, please reach out 
to us and we would be happy to help connect you.

The team at the AALL is looking forward, sharing 
everything we’ve learned, and having more interactions 
with producers across all of Alberta in 2026. Check out 
our information library, videos and upcoming events at 
agrisystemsll.ca.

Alberta AgriSystems Living Lab

Producers at an AALL field day gather around a Master’s 
student as he explains how he measures carbon dioxide and 
methane gas emissions on a pasture managed with adaptive 
multi-paddock grazing.
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ABP administers the Verified Beef Production Plus (VBP+) program in Alberta, 
supporting producers in adopting best practices for food safety, animal care, 
biosecurity, and environmental stewardship. As part of its mandate, ABP also delivers 
the Alberta VBP+ Incentive, helping producers access training and equipment needed 
for certification. This work aligns with ABP’s broader goals of improving production 
standards and demonstrating industry commitment to responsible beef production.

Alberta VBP+
Between September 2024 and August 2025, VBP+ 
participated in over 25 events across Alberta, including 
cattle shows, workshops, trade shows, auction sales, and 
community gatherings. These engagements provided 
direct opportunities to connect with producers, share 
program information, and gather feedback on 
certification and broader industry issues.

Program Coordination  
and Certification
VBP+ continues to maintain a steady pace of  
re-certifications, with a renewed focus on attracting  
new participants. Adoption remains a key priority, as 
producers assess the value of certification in the context 
of financial returns and operational benefits.

Upcoming Priorities
Plans for the coming year include expanded participation 
in industry events, development of a VBP+ 4-H Short 
Course to introduce youth to verified production 
principles, and enhanced outreach efforts to increase 
program visibility and engagement.

Alberta VBP+ Incentive 
The Alberta VBP+ Incentive Program has been active 
since September 2024. During its first 12 months, just 
under $500,000 was disbursed to more than 155 
producers across Alberta. The program continues to 
demonstrate strong engagement and tangible support 
for on-farm improvements aligned with Verified Beef 
Production Plus (VBP+) standards.

Funding Distribution and Use
•	 �80% of incentive funds were awarded to VBP+ 

Certified operations, with the remaining 20%  
going to producers who have completed VBP+  
2.0 training.

•	 �The most common funded purchases included panels 
for segregation pens, facility upgrades, and handling 
infrastructure such as scales, squeeze chutes, tag 
readers, and loading chutes.

Application Trends

�AVERAGE OF 12–15 APPLICATIONS PER MONTH  
during the program’s first year.

APPROXIMATELY 80%  
of applications were approved.

�A DECLINE IN APPLICATION NUMBERS  
was noted in late summer 2025, potentially due 
to producer workload, reduced program visibility, 
or a combination of both.

�A RENEWED OUTREACH AND MARKETING STRATEGY  
is being developed to re-engage producers  
and enhance program awareness.

Verified Beef Production Plus
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Canadian Cattle Association

CCA has the privilege and responsibility of representing nine provincial beef cattle 
organizations. In doing that, we give voice to issues affecting beef producers across Canada. 
We invest check-off dollars to focus on advocacy initiatives and efforts so that Canada’s beef 
cattle producers can focus on raising cattle, not on trying to book meetings with elected 
officials to share concerns. 

We rely on producers to step forward to serve as elected 
member representatives and directors just as ABP relies on 
producers to step forward and serve as delegates. Elected 
representatives work with their organization to represent you, 
share your challenges, and meet with elected officials on 
behalf of you and your fellow producers. In this annual report 
message, rather than focus on key issues our industry has 
faced, we want to highlight a few achievements that result 
from CCA and ABP working together.

In early January, the world was plunged into uncertainty  
when President Donald Trump took office and made tariffs  
a priority. There was uncertainty about possible tariff rates, 
implementation dates, and the goods that might be tariffed. 
On March 4, the USA imposed a 25 per cent tariff on goods 
imported from Canada and some exporters began passing  
on tariffs immediately while everyone waited for more details. 
Although the USA announced that Canada-Mexico-United 
States Agreement (CUSMA)-compliant products would be 
excluded within a few days, ABP and CCA were flooded with 
media inquiries asking about the economic impact of the 
tariffs. While these requests would be overwhelming at  
any time, all of this occurred at the beginning of the  
Alberta Beef Industry Conference (ABIC).

Recognizing the opportunities that ABIC presented,  
ABP invited CCA, National Cattle Feeders’ Association, 
 and Alberta Cattle Feeders’ Association to participate in  
a media scrum. This cooperative approach allowed journalists 
to ask their questions, allowed each group to share their 
concerns, allowed us to amplify and reinforce each other’s 
messages, and it also highlighted cooperation in the  
Canadian cattle industry.

Advocacy succeeds through collaboration. CCA works on  
the national level, maintaining an office in Ottawa with staff 
who invest significant time and energy into developing and 
maintaining relationships with MPs, Senators, Parliamentarians 
and their staff. Provincial associations including ABP have staff 
that put the same effort into developing relationships with 

provincial governments. CCA relies on our provincial members 
to bring forward their issues of concern. Sometimes concerns 
remain at the provincial level, but other times the concerns are 
national or international in scope. Extreme weather is an 
example of a provincial concern that can become national  
if it becomes widespread. Drought, forest fires and volatile 
market conditions have highlighted the need for better 
business risk management programs.

We were very pleased to see changes to the AgriStability 
program announced this summer. ABP and CCA are among  
the many industry organizations who have been advocating 
extensively and consistently for years for improvements to  
the program, and it is gratifying to see changes tested in 
Alberta. We look forward to continued cooperation between 
our organizations as we evaluate the program changes and 
provide feedback.

L to R: CCA Staff Sarah Creach, ABP Vice Chair Kent Holowath, MP 
David Bexte, ABP Chair Doug Roxburgh. Alberta Beef Producers 
representatives flew to Ottawa to meet with MPs, Senators 
and Parliamentarians to discuss issues of regional and national 
importance to cattle producers.
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Another example of our partnership is annual “producer  
fly-in meetings” in Ottawa that CCA hosts to connect beef 
producers with government representatives to discuss 
Canadian beef industry priorities. CCA arranges meetings  
with MPs, Senators, political staff, and government officials 
that allow us to discuss topics of both national and  
regional importance.

In October, ABP Chair Doug Roxburgh and Vice Chair Kent 
Holowath flew to Ottawa. Among the meetings that CCA 
arranged for Doug and Kent were with MP John Barlow, 
Senators Paula Simons, Scott Tannas and Karen Sorensen,  
and a staff member in Prime Minister Carney’s office who is 
primarily responsible for agricultural topics. Past ABP Chair 
and CCA Director Brodie Haugan participated in a provincial 
roundtable session with Minister of Agriculture and  
Agri-Food Heath MacDonald.

Across the meetings, we discussed topics including business 
risk management programs, tariffs and non-tariff trade 
barriers, trade and market access, regulatory burdens,  
the need for regulatory alignment with the USA and other 
international trade partners, and the importance of enhanced 
preparedness for foreign animal diseases.

Although we can’t report any immediate policy changes  
or actions resulting from these meetings, we engaged in 
meaningful conversations with Parliamentarians on priorities 
that matter most to our industry and to beef producers in each 
region, ensuring your voices are heard at the national level. 
Each meeting presents opportunities for education, 
relationship building and advocacy—before, during and after. 
Having representatives such as Doug, Kent and Brodie who  
can share their first-hand experiences, concerns, challenges 
and ideas for solutions demonstrate how a strong Canadian 
beef industry helps strengthen the Canadian economy. Most 
changes we see are a result of several meetings stretching 
over weeks, months or years. Momentum builds slowly and 
creates the conditions for success when windows of 
opportunity open.

Many of the successes we have achieved in the cattle  
sector come from the partnership between our provincial 
organizations and the CCA. The collaboration between ABP 
and CCA and among all our provincial member associations 
shows how much more we can accomplish when we work 
together for the industry.

CCA REVENUE VS EXPENSES
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CCA’s operations funding relies on provincial check offs.  
Since 2017 CCA has operated on $0.48 per head marketed 
submitted by every provincial member. During that time  
CCA has also collected $0.05 per head and built a “Marketing 
Reserve” to be able to weather the downturn in marketings 
that is a recurring part of the cattle cycle. We are in that part 
now and CCA’s Directors have discussed how to draw on that 
Marketing Reserve. This discussion overlapped with Alberta 
Beef Producers’ notice of withdrawal. Provincial funders  
work on renewing CCA’s funding (ideally with Alberta Beef 
Producers included) continues as of this writing. The chart 
below shows revenues and expenses since that decision to 
operate on $0.48 per marketing was implemented. Future 
years will likely show expenses exceeding revenues per the 
plan of implementing the $0.05 reserve building and  
draw down.

If you have questions about CCA’s advocacy efforts or  
specific challenges, we encourage you to reach out to us  
at contact@cattle.ca or (403) 275-8558. We welcome your 
questions and feedback.
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Canada Beef

Canada Beef is pleased to provide ABP with year-to-date 
highlights of domestic and international market development 
and promotion activities to increase demand for Canadian beef 
while ensuring the maximum value for producer dollars.

The Provincial Marketing Alliance (PMA) program aligns  
the collective expertise and resources of provincial cattle 
organizations through shared goals, objectives, and consumer 
marketing initiatives. Projects that meet shared consumer 
marketing goals are eligible for a 50/50 investment match 
between Canada Beef and the PMA partner.

Last fiscal year (2024-2025), Canada Beef engaged with  
ABP and collaborated on the 12-month consumer advertising 
campaign, All Ways Alberta Beef. Collaboration under the  
PMA program included traditional and digital/social media 
advertising plus provision of the culinary talent for the 
Stampede Culinary Stage. 

This year, as part of the Stampede 2025 activities, Canada 
Beef and ABP partnered and hosted two joint celebrity 
cook-offs in the Stampede Kitchen Theatre.

As well, the two organizations joined forces to support Ronald 
McDonald House Charities® Alberta through participation  
in the Home for Dinner program. Canada Beef and ABP 
contributed by hosting a beef dinner, with volunteers  
from both organizations on hand to support the  
meaningful initiative.

Canada Beef will continue to back ABP’s All Ways Alberta  
Beef campaign this year. This year’s theme, Every Cut Makes  
the Cut, will once again be supported through PMA program 
funding for social media, digital retail, and audio advertising.

Canada Beef and ABP appeared at Farmfair International 2025, 
where they hosted three free cooking sessions featuring 
Motley Que – a team passionate about BBQ. They also 
demonstrated how to prepare beef brisket during the  
event at the Edmonton Expo Centre.

Canada Beef’s Alberta Beef Export Market Development 
(ABEMD) program provides cost-shared funding support  
for eligible Alberta beef representative company-initiated 
projects and activities. 

In F2024-25, 46 of a total 53 Export Market Development 
(EMD) program projects received additional support from 
ABEMD. Of the 46 projects funded by the ABEMD last fiscal, 
applicants reported estimated new export sales value of  
$130 million.Canada Beef and Alberta Beef Producers hosted a joint celebrity 

cook-off in the Calgary Stampede Kitchen Theatre. The second  
of two action-packed grill-offs featured Mel Chmilar Jr., aka 
Darkside of the Grill, and Chef Mathieu Paré (pictured) from  
the Canadian Beef Centre of Excellence. Chef Paré’s dish,  
Grilled Steak Dippables, was declared a fan flavour favourite.
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So far, this fiscal year (April 1 to September 22) 42 of the  
50 EMD projects approved were eligible for additional support 
from the ABEMD. All five federally inspected beef processing 
plants in Alberta have benefitted from support provided by the 
ABEMD program.

The ABEMD program is a partnership between Canada Beef 
(50%), Alberta Agriculture and Irrigation (25%) and the Alberta 
beef industry (25%).

Restaurant recruitment for the fourth annual Burger it Forward 
(BIF) campaign in February 2026 is underway. Organizers are 
planning for another great year following the 2025 campaign, 
which raised $61,399 in contributions of ground beef or funds 
for regional food banks and Food Banks Canada. An estimated 
62.4K+ burgers were sold in 2025, up 5% over the prior year. 
Full reporting is available at www.burgeritforward.ca.

Canada Beef’s Restaurant Gateway website launched in  
March to support beef sales at restaurants. In addition to 
information on Canada’s restaurant industry and insights from 
culinary professionals and beef producers, the site housed the 
Best Canadian Beef Dishes Contest, where beef lovers could 
nominate their favorite beef dish. The contest closed 
November 30, 2025. 

The Channel Marketing team is promoting the Certified 
Canadian Beef Training Program (CCBTP), following the full 
program launch in August. The CCBTP’s comprehensive yet 
approachable curriculum was created in response to industry 
feedback surrounding the importance of training and difficulty 
in finding skilled labour. Educational institutions, retailers, 
foodservice operators, and distributors can benefit from the 
CCBTP, designed to enhance Canadian beef product 
knowledge. Larger organizations can collaborate with  
Canada Beef to develop customized training content with 
support from the Canadian Beef Centre of Excellence (CBCE).

The CBCE has been busy creating, providing, and completing 
work in numerous areas. Under Education and Training, the 
CBCE provided material for new online course modules for the 
CCBTP (4) and customized merchandiser training videos for 
Calgary Co-op (20). 

CBCE Studios produced several videos such as Story on  
Steak video training tools (18) for foodservice and consumer 
developed in collaboration Canadian Culinary Federation  
(100 chefs) and Canadian Master Chef, Michael Allemeier. 

The Centre also supported engagements such as professional 
association, conferences, industry stakeholder, and consumer 
(Calgary Stampede) engagements (7) as well as export  
or domestic market development missions (9).

Canada Beef’s Public and Stakeholder Engagement (PSE) 
partnered with Parents Canada to share the positive story  
of beef’s strong commitment to sustainability in a recent 
article in their August 2025 newsletter delivered to  
75,000 subscribers.

Canada Beef PSE is finalizing an additional collaboration with 
Parents Canada to develop two videos exploring the essential 
role of iron in teen health, and how cattle production supports 
environmental sustainability, to be shared through their web 
and social media channels. 

For detailed information, please subscribe to Canada Beef 
Performs and read the Canada Beef Annual Report 2024-2025. 

62.4k+
burgers sold in 2025, up 5% over the prior year 
through Burger it Forward

$61,399
in contributions of ground beef or funds for regional 
food banks and Food Banks Canada
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Beef Cattle Research Council

The Beef Cattle Research Council (BCRC) is Canada’s industry-led funding agency for  
beef, cattle and forage research and knowledge mobilization. The BCRC is directed by a 
committee of 16 beef producers from across the country, including six from Alberta, plus  
one ex-officio member. It is funded primarily through the research allocation of the  
Canadian Beef Cattle Check-Off.

In 2024/25, the BCRC received on average $0.66 (unaudited) of 
every $2.50 of the Canadian Beef Cattle Check-Off collected 
by the provinces. This funding was leveraged under the Beef 
Science Cluster program with Agriculture and Agri-Food 
Canada (AAFC) Canadian Agricultural Partnership funding, 
where industry contributed 43% ($2.08 million) and AAFC 
contributed 57% ($2.71 million) in 2024/25. 

In addition, the BCRC leveraged the Canadian Beef Cattle 
Check-Off for an additional $5.5 million in research funding 
and $103,800 in-kind from government and industry partners 
through initiatives outside of the Beef Science Cluster. 

When making funding decisions, the BCRC seeks expert  
advice to ensure proposed projects address industry priorities, 
are practical and are both scientifically and practically sound.  
A science advisory body provides relevant advice on the 
technical merit of any proposed research. As well, independent 
peer reviewers help ensure new research is original, 
progressive and uses valid scientific approaches. Before 
making funding decisions, the BCRC Council members 
consider this expert advice, priorities in the Five-Year  
Canadian Beef Research and Technology Transfer Strategy, 
other scientific and industry feedback, and emerging issues. 
This process provides a fair, transparent and thorough 
evaluation of all research activities.

In addition to funding research, the BCRC plays a leading role  
in increasing industry uptake of relevant technologies through 
its knowledge mobilization strategies. Information sharing 
across a broad audience of producers, researchers, funders, 
government and other industry organizations supports 
communication networks across the country.

Beef Science Cluster IV 
Beef Cluster IV, titled ‘Canada’s Beef and Forage Cluster: 
Driving environmental, economic, and social sustainability’, 
focuses on driving the growth of Canada’s beef industry and 
the overall economy by sustainably advancing Canadian  
beef and forage production while reducing the industry’s 
environmental footprint. Twenty-three projects were approved 
for a total Cluster size of $21.7 million ($9.6 million from 
industry and $12.1 million from AAFC). 

Funding is allocated to 23 projects from April 1, 2023 to  
March 31, 2028. All projects are focused on three centralized 
themes: economic growth and development, climate change 
and environment, and sector resilience and societal challenge.

Cluster IV project objectives include: 

•	 �Improved diagnostics and vaccines to manage production-
limiting diseases in cattle; 

•	 �Development of new forages that have the potential  
to thrive across Canada; 

•	 �Improvement of food safety technologies in beef processing 
facilities to reduce the use of water and energy; and 

•	 �Development of practical, science-based resources and 
economic decision-making tools to support the Canadian 
beef industry. 

Producer Resources and Engagement 
The BCRC developed several new resources in 2024/25 
including 65 timely posts, 57 research summary factsheets,  
12 monthly e-newsletters, 50 podcast episodes, 12 articles  
for the Canadian Cattlemen – The Beef Magazine, 38 new 
infographics, six new or updated interactive calculators, five 
videos, three webinars, and a new genetics record-keeping 

109
research projects funded in 2024-25: 23 cluster,  
70 priority research, and 16 proof of concept
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course. New webpages were developed covering cow 
management, bull management and winter feed management. 

In 2024-25, the BCRC continued its popular, ongoing #Calf911 
initiative with the promotion of its calf management guides and 
videos. One reel related to proper calf positioning reached 
more than 2.5 million individuals with 34,374 interactions.

Results from the 2023 Canadian Cow-Calf Survey showed  
that less calves are dying during the first 23 hours than in the 
previous several years, which corresponds with the launch of 
the BCRC’s Calf 911 resources for distressed newborn calves. 

Proof of Concept Projects Inform 
Research Investment 
The BCRC funds short-term projects in a proof-of-concept  
or clinical trial format to validate the feasibility of pursuing 
larger, more defined projects in that area. Proof of Concept 
(POC) projects are funded by the Canadian Cattle Beef 
Check-Off with some leveraged with government and/or 
industry partner funding. 

A POC project at the Western College of Veterinary Medicine 
studied what the genetics of BRD at feedlots tell us about 
antimicrobial resistance. They found clear differences in the 
antimicrobial resistance genes in bovine respiratory disease 
(BRD) pathogens in Canada compared to other places in the 
world, and while not directly related to antimicrobial use at 
feedlots, these could pose a risk of antimicrobial resistance 
(AMR) in the future independent of feedlot practices. These 
findings can all be used to inform surveillance and understand 
how specific feedlot practices are influencing AMR.  

Project Spotlight: What is the forage 
potential of hybrid fall rye?
A study led by Dr. Vern Baron at the Agriculture Agri-Food 
Canada (AAFC) Lacombe research station measured the 
forage quality of hybrid fall rye. Hybrid rye seed is more 
expensive than other forage cereals such as barley, triticale 
and wheat, but the results found consistently higher yields  
and earlier harvest time, which made it comparable in terms  
of cost of feed produced.

Subscribe to BCRC

Click to view the full Beef Cattle Research Council  
2024-2025 Year in Review

16
beef producers form the BCRC committee
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As part of the Connectivity and Beef Demand Pillars in the National Beef Strategy
The Public and Stakeholder Engagement (PSE) program, jointly delivered by the Canadian 
Cattle Association (CCA) and Canada Beef, delivers national public trust issue management 
and proactive content on the societal benefits of raising beef cattle in Canada. 

Issues Management 
This year there was an increased emphasis on initiatives that 
work to promote plant-based eating as superior to animal 
sourced foods, which is largely based on global emission 
metrics. For instance, the City of Toronto commissioned a 
report that analyzed the emissions of food obtained by the city. 
Using global metrics to calculate the share being produced by 
beef was resulting in estimates that were up to 7x higher than if 
calculated using Canadian emissions. Together, PSE and Beef 
Farmers of Ontario continue to work with city staff to provide 
Canadian specific data and information on other environmental 
benefits of raising beef cattle. 

Partnerships
Our continued membership in the Canadian Centre for Food 
Integrity (CCFI) includes access to the Public Trust Survey  
each year, which provides broad public perception data for  
all of agriculture.  This year, PSE collaborated with CCFI along 
with other food industry and commodity partners in a public 
awareness campaign to raise the profile of agriculture. PSE 
has provided financial support as well as industry appropriate 
visuals and video depicting Canadian beef cattle and 
production practices. The first 100 days of the campaign  
saw remarkable results with more than 38 million impressions, 
coverage in the National Post and on BNN Blomberg, as well  
as more than 171,000 visits to the website. 

Consumer Perception Research 
Every year PSE conducts nationally representative consumer 
perception research to benchmark and compare levels of trust 
in Canadian beef production. Confidence in Canadian beef as a 
safe (90% agree) and healthy (86% agree) food is exceptional 
and remains strong year after year among all demographics. 
Beef is ranked as the second most nutritious protein just 
behind chicken, however, younger Canadians (18-29 years old) 
rank beef as the most nutritious protein. 

As usual, a large majority of Canadians have positive 
perceptions of beef farmers and ranchers (70%). When  
it comes to how Canadians feel about beef cattle welfare,  
79% rate the beef industry as humanely treating their animals 
– another category that has been on the rise and saw 5% 
growth in the last two years. One of the most impressive 
increases seen in the past year is the number of Canadians  
who agree that beef is an environmentally friendly food choice. 
From 2023 to 2025, this metric saw a 14% jump, with 74%  
now in agreement. 

Public Outreach 
A public focused campaign highlighting the Canadian beef 
sector’s environmental sustainability progress wrapped at  
the beginning of May. Entitled “Confessions of a Canadian 
beef farmer,” it was delivered in partnership by the Canadian 
Roundtable for Sustainable Beef (CRSB), Canada Beef, and 
PSE. Alberta feedlot operator Andrea Stroeve-Sawa graciously 
served as the face and voice of the campaign. The key 
messages leveraged data and information from the  
CRSB’s National Beef Sustainability Assessment (NBSA).  

Public & Stakeholder Engagement
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The campaign used digital tactics including advertising  
on Meta, YouTube, and Digital Out of Home (e.g. malls,  
office buildings, subway stations) to reach Canadians.  
The campaign garnered a total of over 19.1 million impressions 
and 274,000 clicks through to the website.  

In July, PSE hosted the second annual “Ranching Experience” 
which brings together a group of social media content creators 
to a southern Alberta ranch to learn about the benefits of 
raising Canadian beef. This year, the Robertson family  
hosted the group, and the influencers heard from conservation 
partners about the role ranchers play in preserving grasslands 
and were able to experience the vastness and biodiversity of 
the ecosystem first-hand.  

Before and after the event, influencers were asked to complete 
a brief survey to gauge their perceptions of Canadian beef 
cattle farmers and ranchers. Prior to visiting the ranch, 70% of 
the creators rated Canada’s beef industry as “good” stewards 
of the land and water, with the remaining responding “unsure” 
or “acceptable”. After the tour, 100% of responses rated this 
category as “excellent”. The content shared by the influencers 
reached an audience of more than 800,000. 

The Guardians of the Grasslands game continues to be a well 
utilized classroom resource with more than 234 educators 
registered on the platform and over 3350 recorded student 
plays in Alberta since January. To amplify this reach outside  
of schools, the team contacted libraries, museums and science 
centers across Canada and offered a package that included a 
tablet or touchscreen, preloaded with the game, along with 
signage and other resources. There was tremendous uptake, 
which included 14 partners in Alberta, four in Saskatchewan, 
two in Manitoba and one in Ontario. Overall, the expected 
additional reach of these 21 educational partners is more  
than 568,000 Canadians each year.

For the 2025-2026 fiscal year, PSE is operating with a 
$730,000 budget, with $548,000 to CCA to administer,  
and $182,000 to Canada Beef. Additional funding includes  
a federal SCAP grant supporting the Guardians of the 
Grasslands Game along with Alberta CAP grant which  
has supported public outreach. 

It is our privilege to be able to work on behalf of beef cattle 
producers across this country everyday. Any questions or 
comments are welcomed by email to Amie Peck at  
pecka@cattle.ca

www.beefadvocacy.ca

Find us online @RaisingCdnBeef  
(Facebook, Instagram, TikTok and YouTube) 
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Number of Number of
Refund   refund marketings Net Amount No Net Amount No Net Amount

Period requests refunded Refunded Requests Paid Requests Paid
July to Dec, 2024 324              925,912      $1,489,017 221          $299,497 103          $1,189,520
Jan to June, 2024 402              702,552      $1,210,593 307          $334,567 95             $876,026

726              1,628,464   $2,699,610 528          $634,063 198          $2,065,546

July to Dec, 2023 368              944,568      $1,555,863 259          $317,911 109          $1,237,952
Jan to June, 2023 451              1,010,983   $1,616,209 339          $298,937 112          $1,317,271

819              1,955,551   $3,172,072 598          $616,849 221          $2,555,223

Refunded to Cow Calf Refunded to Feedlots

Alberta Beef Producers
Refund Report
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