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Executive Summary
The PEI Cattle Producers initiated a strategic planning process
in April 2009. Meetings were held across the province to listen
to producers’ concerns and issues. A committee of producers was
established to review the input, and as a result, this plan was
prepared.
Key issues facing the industry were identified, including: low
prices and high input costs; concern over the future of Atlantic
Beef Products; lack of recognition of Maritime produced beef in
local grocery stores; concern regarding the challenges for the
next generation of farmers; the role government will play in the
beef industry and agriculture in general; the public perception
of agriculture; and the need for public education regarding the
role that the agriculture sector plays in the Island economy.
These concerns were raised against a backdrop of declining
prices and continuing impacts of Mad Cow Disease. The beef
industry has lost a significant number of producers. The herd
size has declined over the past several years, and the Maritime
industry, although currently working on new plans, has not shown
a history of unified action.
This backdrop raised an additional issue with producers. The
growing sense of concern over industry direction led producers
to voice a strong desire for action. Their sense of frustration
centered around a desire to gain some measure of control over
the industry’s destiny.
A review of the North America marketplace and consumer trends
revealed potential opportunities for the beef industry.
Through the input received from producers at large, as well as
the planning committee, the following goals were identified:
1. Achieving sustainable incomes for Maritime Beef Producers
and Partners
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2. Securing stable processing partners
3. Becoming focused and responsive to our customers and
consumers
4. Building mutual respect and improving relationships in our
communities
5. Attracting young and new farmers to the beef industry
In order to achieve these goals, specific strategies were
developed. These strategies are broken down into detailed steps
for action, and are summarized here:

• Building value chains connecting producers with
consumers locally and globally through branded beef
products
• Improving production practices and lowering the cost
base to improve competitiveness
•

Investing in, and directing research and development to
continually improve our Maritime cattle and beef
products

• Collaborating, cooperating, coordinating and
communicating as a regional industry, and as a regional
industry with our government partners. This is
critical to the industry’s future and has been coined
“The 4 C’s Strategy.”
• Generating Pride in our industry.
Measuring the progress towards achieving these goals is
identified as a priority, and specific measures are defined in
this plan as a starting point for a monitoring plan.
This is a time of great distress for the Maritime Beef Industry.
In times of distress, bold action is required to change the
results currently being achieved by producers.
All of the necessary ingredients are present in this plan.
is time for ACTION.
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Commitment to Implement
The undersigned have all contributed to the development of this
plan.
Producers were invited to meetings across PEI in the spring of
2009 to provide input to the Board of Directors of the Prince
Edward Island Cattle Producers. The Board established a
Committee of Directors and Producers at Large to take the input
from across the Island and develop a Strategic Plan to improve
the future of the industry.
This effort culminated in a wrap-up session where a broad group,
all connected with our industry (from producers to retail
representatives) worked in agreement to develop action plans for
future strategies.
We the undersigned believe that implementing this plan,
completing the strategies and achieving the goals will IMPROVE
our industry.
We the undersigned are committed to implementing and measuring
the success of the 2009 PEI Cattle Producers Strategic Plan
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Introduction
This plan represents the first strategic plan for the PEI Beef
Industry since 2003. Since that time, the impact of BSE (Mad
Cow Disease) and the sustainability of Atlantic Beef Products
(ABP) have dominated industry efforts. For producers, this is
compounded by a long period of low prices and few market
options. Most producers support ABP, while others consistently
ship their animals to markets in Ontario. While low prices
continue ($1.28 as this plan is written), ABP appears to have
been given new life, and producers across the Maritimes are
completing Strategic Plans. These plans will fit into and
provide input to the Maritime Red Meat Strategy, also being
developed at this time.
This cycle of planning comes at a critical time for the
industry. These plans need to be implemented and positive
results achieved to bring better times to the beef industry in
the Maritimes. Market trends are also pointing to potential
opportunities in the future. It is time for everyone to work
together.

Background
2003 Strategic Plan
The last strategic plan that was done for the PEI Cattle
Producers was completed in 2003. The plan was developed;
however, before it was even released, BSE was discovered in
Canada. Due to BSE, much of the 2003 plan was not implemented.
The main strategies from the Strategic Plan in 2003 were:
Market Development - Support development of new markets, new
products and increased consumer demand
Government relations - Influence government decision-making in a
manner that supports the beef industry
Communications and Education - Provide relevant information to
producers and industry partners
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Environmental Stewardship - Actively develop strategies to deal
with environmental issues, balancing the concerns of industry
and public
Economic Sustainability - Communications and Education
-Provide relevant information to producers and industry partners
Association Governance and Funding - Ensure long term viability
through effective development and management of people and
financial resources

2006 Maritime Beef Council Strategic Plan
The Maritime Beef Council completed a plan in 2006 for the
Maritime Beef Industry. Strategies outlined in that plan
include:
ü Developing regional industry organization strategy
ü Supporting ABP in developing Value-based Grid Pricing
ü Developing Production / Business Models – Shared
ü Establishing regional seed stock & heifer retention plan
ü Developing regional education programs
ü Developing an OTM Strategy
ü Developing a regional research strategy
ü Developing a common inspection system

Brief history of BSE
BSE or “Mad Cow Disease” has caused more impact to the Canadian
Cattle Industry than any other disease outbreak. In 1988 the UK
banned the use of rendered meats in cattle feed.
The first case of BSE diagnosed in Canada happened in 1993. It
was a feeder animal that had been imported from the UK in 1987.
Since 1993 there has been a national monitoring program that
PEI Cattle Producers Strategic Action Plan
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requires testing for any cow showing the signs of the disease.
In 1997 Feeding cattle bone meal and rendered meats was banned.
In 2001 the Canadian Cattle Identification Agency was introduced
which made it possible to trace back to the original herd from
which the cow originated.
The 2003 case of BSE occurred on January 31; a cow was found
incapable of rising. On May 20, 2003 the Canadian Food
Inspection Agency (CFIA) announced that there was a confirmed
case of BSE in Alberta. The CFIA launched an investigation to
determine whether the cattle herds that came into contact with
the infected animal might possibly be infected. As a result 15
farms were quarantined, 25 others were examined and it led to
the slaughter of more than 2700 head of cattle.
When BSE hit, the market for Canadian beef plummeted, resulting
in a large increase of the domestic supply of animals. The
impact of the cutback in exports and lower slaughter levels were
apparent on farm. As of January 1, 2004, beef producers had a
record 14.7 million head of cattle on their farms. This was 1.2
million more than they had at the same time a year earlier.
On December 23, 2003, a case of BSE was discovered in the United
States. The cow was raised in Washington State but DNA testing
indicated it had been born in Alberta.
The impacts of these cases of BSE are still impacting Canadian
beef markets today, and also have had a major impact on record
keeping and slaughter practices.

Brief border history during BSE
May 2003- CFIA announces the discovery of a single case of BSE
in Alberta. United States closes its borders to all Canadian
cattle and beef products.
August 2003- The United States announces a partial re-opening of
its border allowing imports of boneless meat from cattle less
than 30 months old.
March 2005- Cuba reopens its border to live Canadian cattle.
PEI Cattle Producers Strategic Action Plan
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July 18, 2005- Re-opening of the US border to live cattle under
30 months.
November 2007- USA allows the import of meat from all older
animals and any live cattle born after March 1999.

Brief History of Atlantic Beef Products
Sod turning for the new beef plant was on December 5, 2003.
Original investors included beef producers, Coop Atlantic and
the PEI Government. Processing commenced one year later.
Atlantic Beef Products (ABP) processed their first steer on
December 2, 2004 and gradually ramped up production to just over
500 head per week, killing and processing the carcasses each
day. They reduced the number down to 280 - 300 per week in the
spring of 2008 and laid off a number of workers. The new plan
was to kill on two days and process for three days, with the
same compliment of staff doing both functions.
A traceability system was installed on the line but slowed the
throughput significantly in the processing room. This equipment
has been removed and the line upgraded. Today, the line can
process 100 - 120 head per day.
ABP has lost money since it opened. “Taxpayers have now
invested over $31 million in the plant, including a $14-million
write-off that covered the original mortgage on the plant.” (The
Guardian, Oct.1, 2009). Maritime Producers also invested money
into the plant by purchasing hooks (and in turn shares)
originally valued at over $3.0 Million. Originally, the plant
was owned 50% by producers, 25% by Coop Atlantic, and 25% by the
PEI Government.
ABP is the Region's only federally inspected beef kill plant. It
opened in 2004. Since then it has lost $30 million, $600,000 of
one four month period in 2009. The financial picture for the
plant has been up and down — it actually broke even for a brief
period at the end of 2008 — but officials with the P.E.I.
government say the new Board could be the plant's last chance.
PEI Cattle Producers Strategic Action Plan
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A new Board of Directors was established in September 2009. The
Board is led by Jim Casey, a successful PEI business man. Board
members face the task of not only bringing the plant into the
black, but doing it in the face of cattle producers who are
losing faith in the company. Some of them have been sending
their steers to Ontario for processing because they have been
waiting too long to get paid on P.E.I. There are plans to
change the payment timeframe for producers. The ownership of
the beef plant is being restructured, and a long-awaited $6million injection from the Atlantic Canada Opportunities Agency
is expected in the next few weeks. These funds were promised in
December 2007, but have been tied up in arguments about whether
it would be a grant or a loan. Some of that money will go to
installing a grind processing line and other value-adding
equipment in an effort to boost sales. Government officials
expect to see a two-year business plan from the new Board
sometime soon. (www.cbc.ca September 25, 2009)

Industry Profile
Beef has been produced in Atlantic Canada since the area was
settled. Livestock has played a significant role in the
agriculture sector ever since. It has been a source of meat and
dairy products, as well as a source of fertility and land
rotation for the horticulture industry.
In 2008 the Atlantic Provinces had a cattle population of
279,000 head. As of July 1, 2009 the cattle population had
declined to 251,000 head.
Cattle population trends over the past six years are shown
below:
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Cattle on Farms in Prince Edward Island

Date

>1yr
Bulls

Beef
Cows

Dairy
Cows

Heifers- Replacement

Dairy
Jan.
1st

Beef

> 1yr
Steers

< 1yr
Calves

Total

Slaughter

Thousands of Head

2003

0.7

13.2

14.7

7.0

2.9

9.2

16.0

20.3

84.0

2004

0.8

13.2

14.0

7.2

3.0

9.6

16.0

20.2

84.0

2005

0.8

14.6

13.5

7.4

2.8

8.9

15.5

20.0

83.5

2006

0.8

15.9

13.2

7.4

2.0

10.3

15.5

20.4

85.5

2007

0.8

16.1

13.2

7.3

1.7

10.2

15.2

20.5

85.0

2008

0.7

13.0

13.0

7.1

1.5

9.4

12.5

19.8

77.0

2009

0.6

12.0

12.0

7.2

1.5

9.5

14.0

18.4

76.0

2003

0.8

13.2

14.7

6.8

3.0

9.4

17.4

20.4

85.5

2004

0.9

14.2

14.0

7.3

3.0

9.5

16.0

21.1

86.0

2005

0.8

15.2

13.5

7.5

2.0

10.3

16.0

21.3

86.5

2006

0.8

16.2

13.2

7.2

1.8

10.8

15.8

21.3

87.0

2007

0.8

16.3

13.2

7.6

1.8

10.4

15.8

21.3

87.5

2008

0.7

14.0

13.0

7.6

1.7

10.0

13.2

19.3

80.0

2009

0.5

11.0

12.0

7.6

1.4

7.5

9.5

18.0

68.0

July
1st

It is clear from the replacement heifer data that the beef herd
is declining while the dairy herd is stable. While the beef
herd size is declining, the number of calves available to the
industry has declined to a lesser degree.

PEI Cattle Producers Strategic Action Plan

Page 10

Producers who raise beef are classified either as cow/calf,
backgrounding, or finishing operators.
Cow/calf farms are broken down by size as follows:
Cow/calf
Cattle <50
Cattle 51-100
Cattle 101-150
Cattle 151+
Total

Farms
259
48
14
3
324

Of these farms,
approximately 125
finish at least 10
cattle and 100 finish
at least 20 cattle.
Approximately 40
farms are dedicated
to finishing calves
raised on the farm,
so in total 165 cow/
calf farms also
supply finished
cattle to the market.
The following table provides a breakdown of cattle on a
finishing ration (heavy feeders started at 750 lb HFFC heavy
feeders + fat cattle) broken down by # of animals per farm.
#Producers

# of Head

85
84
41
14
21
252

“1-10
“11-50
“51-100
“151-500
“500+
TOTAL

PEI Cattle Producers Strategic Action Plan

Cattle on finishing
ration (HFFC)
410
2152
2752
1687
4973
16682
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Cattle farms are distributed across PEI, with more farms located
in Queens County than in Prince and Kings Counties. The
following map shows this distribution.
Cattle farm distribution across PEI
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The average age of PEI beef farmers is increasing, although less
so than the Canadian average. The following table shows the
average age of farmers in Canada, PEI and for each county on PEI.

Of All Farmers

1 Operator

>1 Operator

2006

2001

2006

2001

2006

2001

Canada

52.0

49.9

53.6

51.7

50.9

48.5

PEI

51.4

49.3

53.2

51.5

49.6

46.9

Kings

52.8

49.9

54.4

52.2

51.4

47.3

Queens

51.2

49.5

53.4

51.8

49.1

46.8

Prince

50.9

48.8

52.4

50.5

49.5

46.9

PEI Cattle Producers Strategic Action Plan

Page 13

Phase 1 of Planning Process – Listening to Producers
In April 2009, a series of four producer meetings were held
across PEI. These meetings were advertised in newspapers and
via email. A round table discussion gave everyone equal
opportunity to express ideas and concerns. After all the ideas
were collected at each meeting, producers were given an
opportunity to place priority on items through voting.
There were many common themes discussed across all of the
meetings. The focus of the meetings was to identify issues
facing the industry and facing producers. The planning
committee also went through a similar process, and had in-depth
discussions about each issue. The top issues identified in the
planning process are as follows:
#1 Pricing
Issues in pricing include the differential of price between
what the farmer is paid and the price at retail, the cost
of inputs and producers receiving the cost of production.
#2 Future of Atlantic Beef Products
The importance of having a local CFIA processing option and
finding solutions to the host of difficulties the plant has
had or is currently experiencing.
#3 Lack of recognition for our Product and Brand Image
Issues include the need for consumers to be able to
recognize Atlantic Beef in their stores, the need for a
brand that producers can stand behind, and the
identification and capture of niche markets such as the
organic market.
#4 Concern about the Next Generation of Farmers
Issues include the future of the industry and viability of
farming for the next generation.

PEI Cattle Producers Strategic Action Plan
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#5 Role of Government
Issues include regulation, imports and support for
industry.
#6 Public Perception of Agriculture and the Need for Education
Issues include the lack of awareness of where food comes
from and the value of having educated consumers which will
benefit local industries, etc.
#7 Need for Action
This represents a general call for appropriate action plans
and represented a sense of frustration that producers were
feeling with the state of their industry, and their lack of
control over many of the factors affecting it.
#8. Role of Processors and Retailers
Specifics include too much control by large corporations,
and vertical integration (i.e. large processors owning
feedlots).
NOTE: This issue was also discussed, but is beyond the
scope of the industry to deal with. It will be monitored,
and if action is possible, it will be addressed.

Additional Challenges the Industry Faces
BSE continues to impact the industry. There are still export
restrictions on Canadian cattle, such as OTM (Over Thirty
Months) animals. As well, the reputation of Canadian beef
suffered in world markets as a result of BSE. There are also
implications at the packer level where SRM (Specific Risk
Materials) regulations have created higher costs for slaughter.
Western beef continues to dominate in Eastern Canada. The lower
cost of production in the Western Provinces makes it difficult
for Maritime producers and ABP to compete head on.
The Canadian beef industry is export driven. Fluctuations in
exchange rates, changing demand and access to markets, primarily
PEI Cattle Producers Strategic Action Plan
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the United States have tremendous impact on the industry.
Country of Origin Labelling (COOL) is an example of an
initiative that has had a negative impact on the Canadian
domestic market because of the implications of identifying and
managing separate inventories of beef based on country of
origin.
The current recession has also led to a decline in the market
for hides.
The loss of potato by-products, which were inexpensive, has
raised feed costs to producers.
Increased competition in the retail trade, the entry of Walmart
into food retailing, and big box stores such as Costco, means
that the consumer has more choice of where to buy their
groceries than ever before. This competition continues to lead
to price pressure. The lowest available price in the market
quickly becomes the going price. This price pressure flows
through the system to the producer.

Key Industry Trends
Consumers
Many consumer trends which have been evolving since 2000 either
stopped or slowed significantly during the recent recession.
This is common with all recessions. The timing of further
development or changes in these trends will be determined by the
speed, consistency and strength of the economic recovery.
Consumers view food as a “must” purchase, and even as income
increases, people try to find ways to reduce expenditure on
“must” or needed purchases.
Consumers have more choices on where to shop. Chain stores are
working hard to differentiate themselves from the competition
and convince the consumer to shop at their stores.
The market is fragmenting into niches focused on specific value
offerings to the consumer. For example, in the 1960’s there
PEI Cattle Producers Strategic Action Plan
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were only a few different types of toothpaste. Today, there are
over forty eight different types and brands ranging from cavity
fighting to whitening to all inclusive toothpastes and whitening
strips.
There is a large differential in incomes, from the struggling
poor to the affluent.
Some consumers are willing to pay a premium some of the time for
various reasons. These include:
Convenience
Filling a specific need
Health
Feelings
Convenience is still being driven by two income families
searching for time. Products that provide this are in high
demand for these consumers. This is tempered by concern for
health, but often convenience wins out. This group tends to be
middle aged.
Countering this drive for convenience “at all cost” is the buy
local movement. It is now solidly grounded in the realm of
consumer trends. This has swept the country, and has drawn
consumers to farmers markets and farm stores. The desire to be
familiar with the producer lineage behind the food product is a
key motivation of a growing number of consumers.
Younger families are driving the trend towards healthier meals
prepared at home. Due to concern over the quality of foods,
this segment is reviving in-home canning and the use of slow
cookers. The Bernardin home preserving supply company is having
its best year ever, driven by the resurgence in canning. Canned
vegetables are now being sourced globally by supermarkets, and
this is partly driving this trend. This segment wants to ensure
that their families are getting the best possible nutrition and
are prepared to put more effort into achieving this, yet are
still being driven by convenience. Enter the slow cooker.
Parents can put all fresh local ingredients into the slow cooker
in the morning, and have a meal of convenience when they return
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from the workplace. This year, slow cookers are experiencing
the fastest growing sales of any kitchen appliance.
The aging baby boomer generation is adding to this trend. As
boomers age and concerns over their wellbeing increase, healthy
eating is beginning to win out over convenience.

Potential Opportunities
For the first time in many years the trend towards eating more
meals outside the home has shifted. Currently in-home eating is
growing. This includes hybrid meals where the consumer is
involved in the final steps of preparation.
Two fastest growing appliances for preparing dinner are Crock
Pots and BBQ’s. As well, BBQing in the winter is a growing
trend, increasing from 18% of in home meal occasions in 2001 to
27% in 2007.
For the beef industry, these trends provide a range of cooking
opportunities well suited to their products. Suitable products
cover a range of cuts from grilling cuts for the BBQ to
simmering cuts for the crock pot.
With retail competition increasing, smart retailers are trying
to compete based on other perceived values than just price.
They are looking for differentiated offerings or are
differentiating themselves based on services they offer that are
unique – e.g. bag service to the car. Smart retailers are also
attempting to differentiate themselves based on house brand
offerings. President’s Choice is a good example of this. House
brands are also looking for exclusive supply so competitors
cannot copy their product.

PEI Cattle Producers Strategic Action Plan
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Phase 2 Building the Plan
A strategic plan for the PEI Cattle Producers needs to focus on
actions which will impact the challenges and help pursue
opportunities outlined and ultimately to achieve its identified
goals. The model outlined below has been used in building this
plan:

Prince Edward Island Cattle Producers
Planning Model
Vision Statement
Issues We Face
Limited or No Control
Outside forces that impact on you
Very often Negative
Can be Hidden Opportunities

A thorough picture of our ideal result
One Statement

Our Goals (Future Outlook)
The results we want to achieve
Separated into Categories

Measures for Goals
Confirming we are on the right road
Are we on schedule

Strategies For the Future
Impact more than 1 goal
Help Achieve goals
Deals with issues

Action Plans for our Strategies

PEI Cattle Producers Strategic Action Plan
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Vision
As Island Beef Producers, we collaborate as trusted
colleagues with all Maritime Producers and with partners
throughout our value chains. We respect and understand our
customers and consumers, and market our cattle and
differentiated branded beef products to meet their needs
locally and globally. Our success is built on responsible
and sustainable farming practices and will be continued by
our sons and daughters.

Goals
The following are goal areas which have evolved from the
planning process. For each goal, progress is sought which will
result in improvement of the industry. Measures of success are
outlined in the next section. The goals of this plan are:
1. Achieving sustainable incomes for Maritime Beef Producers
and Partners
2. Securing stable processing partners
3. Becoming focused and responsive to our customers and
consumers
4. Building mutual respect and improved relationships in our
communities
5. Attracting young and new farmers to our industry.

Measuring Progress
Measures are needed to help determine if the right results are
being accomplished. Measures help confirm that the right
directions (strategies and actions) are being taken, and that
incremental results are occurring along the way.

PEI Cattle Producers Strategic Action Plan
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The following Measures have been identified to confirm progress
in implementing this plan:

ü % of local Market using Maritime beef (annual)
ü Price Differential with Ontario (decrease) (Quarterly)
ü % of sales that are contract priced vs. commodity priced
(Annual)
ü Improved Information Flow (Annual)
ü % of sales branded (Quarterly)
ü Number of animals qualifying for brand versus number sold
through brand
ü % of carcass used in branded programs
ü Total Herd Size
ü Number of new farmers
ü Reduction of farm practices complaints by the public
Additional measures will be developed as needed to monitor the
implementation of the plan.
Once measures are confirmed, a monitoring plan will be required
to ensure that they are updated. This should occur on a regular
basis, and at least twice per year.

Strategies and Actions
Strategies are action plans and activities designed to achieve
the goals set out in the plan. As noted in the planning
diagram, strategies are also linked to issues facing the
industry. A good strategy will help achieve outlined goals
while at the same have a positive impact on industry issues. As
shown in the planning diagram, individual actions contribute to
strategies.
Five strategies have been developed in this plan.
PEI Cattle Producers Strategic Action Plan
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#1. Value Chain Strategy

Building value chains connecting us with consumers locally and
globally through branded beef products
A value chains is an alliance of enterprises working together
vertically to achieve a more rewarding position in the market
place. Most often branded products are used to support value
chains in order to gain the necessary position in the market.
Producers need to reconnect to consumers in a way that is
meaningful to both parties. This connection must make sense for
the producers, and achieve positive results. Positive results
could fall into several categories, and include improved
returns, more loyal customers, and more stable markets. This
connection between producers and consumers must also make sense
to the consumer. Consumers could perceive value in a more
personal relationship with the producer, understanding the
lineage of their food, or by improved quality and freshness.
Producers need to add value to their traditional role of being
the first link in a supply system in order to attract the
necessary partners to build value chains through to consumers.
This relationship has the potential to attract a premium from
the consumer. The relationship has to be meaningful. This
becomes expressed through differentiated brands that consumers
value. If the value is real, then it is available to be shared
back through the chain to the producer. This can only occur if
the total size of the pie is made larger than in the current
commodity system.
There is no one silver bullet. Nor should producers be content
to rely on one market. If brands are meaningful they have been
targeted to deliver on that value for that market. Therefore,
more than one is needed. For example, a health conscious brand
for Canada will focus on smaller portion size, and increased
leanness. The Japanese market prefers fatty beef and has
developed a strong affection for Anne of Green Gables.
This strategy addresses Issues: 1,2,3,4,6,7
Contributes to Goals: 1,2,3,4,5
PEI Cattle Producers Strategic Action Plan
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Action Items
1. Build a value chain in Atlantic Canada
Build the brand identity concept and establish brand
attributes, including:
Maritime product
Natural/ free from/ grass fed/ hormone free/
antibiotic free/ no animal by-products/ animal
welfare
Sustainable production
Small farms/ Family farms
Community oriented

Develop partnerships and buy in along the chain
PEI Producers
Cow Calf
Backgrounders
Feedlots
NS and NB Producers
Beef Plant
Continue developing stronger relationship with
ABP
Present and discuss with new Board of Directors
Continue to develop relationships with key
management staff
Retailer
Sell the concept
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Sign letter of intent
Identify appropriate test market
Government
Ensure that linkages to the Red Meat Strategy are
in place
Define the business model
Confirm producer ownership of the brand
Establish any required licensing agreements for users
Producers
Processors
Retailers
Define the challenges of launching and managing a brand
Define the challenges others have learned from previous
brands – e.g. Atlantic Tender Beef Classic
Develop plans to ensure these challenges are addressed
Seek funding for test market
ADAPT Council
Department of Agriculture
If market performance does not meet expectations, then
market research could be done to tweak the product offering.
Establish staff support
A dedicated staff person will be required to manage the
brand
Develop a job description
Recruit appropriate person
Build on the Value Chain Identity Concept to be store ready
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Investigate, develop and finalize Label Design
Produce Labels
Develop and provide In Store Signage
Complete Consumer Web Site for the brand
Confirm value chain standards
Confirm test market producers who meet the standards
Complete on-farm assessments
Sign Production Letters of Commitment
Secure supply for the test market
Establish value chain relationship with Atlantic Beef
Products
Establish the marketing relationship
Confirm and schedule delivery of animals for pilot value
chain test
Confirm and schedule delivery of orders
Develop in partnership with the retailer a test value chain
market
Identify the number of stores and volume estimates
Test market timing (Start and Length)
Establish measures of success
Number of Animals through the program
Range of cuts (and growth with number of cuts)
Sales
Sales relationships with promotion
Agreement to work team approach
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Establish the test value chain market work plan with all
partners
Establish a joint work team relationship (including PEICP,
ABP and Retailer)
Conduct meetings to flesh out all steps in value chain
pilot launch and test
Assign responsibilities
Develop a reporting system for progress
Follow through on the plan

Complete the Consumer Communications and Promotions Plan
Define audiences and key messages for promotions
Determine Retailer / Producer responsibilities for
Promotion
Complete Promotions Plan
E.g.

Retail access to flyers

Retailer Website
Radio
Produce Commercials
Air Plan
Television
Produce Commercials
Air Plan
Newspaper
Design Ads
Placement Plan
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Other Web based promotions
Blog
Youtube
Complete the Producer driven Communications Plan
Identify all media opportunity for free coverage
Media training for producer representatives
Launch the value chain pilot
Execute the Test Value Chain Pilot Plan
Implement the Producer led Communications and Promotions
Plan
Prepare for the full launch of the brand
Seek funding for the full market launch
Agri-Flex Program (Ag Canada)
Red Meat Strategy
Build a producer partner base across Maritimes
Conduct producer information meetings in all
three Provinces
Lay groundwork and support for full launch (after
Pilot)
Monitor and confirm the number of animals meeting the
brand criteria, and continue to work with ABP on a
supply plan

2.
Further relationship with the Maruha group of companies
(Japanese Food Import Company)in Japan for an export value chain
Commence the age verification program
Target export readiness for 30 months
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Build feeding regime to meet 21 month age target

#2. Improving production practices and lowering the cost base
This strategy focuses on on-farm activities and managing the
costs of those activities. The strategy is designed to tailor
production practices to supply branded or targeted products.
Presently, there is not a Best Practices Manual available to
producers in the Maritimes. This will be a key priority of this
strategy. The manual will also provide the necessary
information for producers who are targeting a particular brand,
weight range and grade. This will bring more consistency to
Maritime raised beef – a necessity for value chains.
One of the Maritimes’ strengths is our ability to grow grass.
As a result, pasture management will play a key role in the best
practices manual.
Another key issue the industry is facing is the loss of access
to inexpensive potato by-products on Prince Edward Island.
Since Cavendish Farms established a bio-gas facility, their
potato by-product is now being used to reduce their energy
costs. This product is no longer available to PEI Cattle
producers.
This strategy addresses Issues: 1,2,4,6,7
And contributes to Goals: 1,2,3,5

Action Items
1. Find feeding regimes to help replace the loss of access
to potato by-products(whey/brewers grain/corn products)
a. Define efforts underway
b. Identify gaps in current activities
c. Develop a research and trial plan
d. Get information to producers
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2. Develop an industry-wide comprehensive best practices
guide for producers, which will include targeted
programs for value chain participants.
Breeding:
Actions:
a) Encourage heifer test programs to improve the
heifer genetics within the herd.
b) Continue the bull testing programs to improve
the quality of bulls available to the
industry.
c) Monitor the carcasses that go through ABP to
determine which types are performing best.
Pasture:
a) Utilization of pasture
b) Pasture renovations
c) Frost seeding
d) Organization of a Pasture Management Group
(could be in conjunction with a cow/calf
group) Hold presentations on various aspects
of pasture management. Encourage the use of
the recently released Pasture Manual. Perhaps
review one section per session.
Cow/calf
The following are elements that should be included
in the Best Practices Guide for the cow/calf sector:
Actions:
a) Build on the Herd Health Program. Current
benefits include vaccinated herds and producing
healthier calves as a result.
b) Include age verification and the Verified Beef
Production program as additions to the Best
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Practices Guide. Review other important areas
of cow/calf production and educate producers on
best practices for preconditioning.
c) Set up a cow/calf group with the focus on
education, featuring presentations, tours and
workshops.
d) Identify ways to help producers market their
calves locally in order to get the price they
deserve.
e) Do a Cost of Production for this sector.
Identify inefficiencies and unnecessary costs.
Feedlot:
The following are elements that should be included
in the Best Practices Guide for the feedlot sector:
Actions:
a) Develop a cost of production for the feedlot
sector. Eliminate unnecessary costs and examine
value adding that will have financial benefits.
An audit of the practices and costs of the
feedlot sector both here and in other regions
may also provide measures to value add that
will produce a higher return to producers.
b) Develop a best practices guide for the feedlot
sector. Take into consideration programs such
as the Verified Beef Production Program, or age
verification to see how they can benefit the
sector. Consider issues such as tag, rations,
supplements/minerals, consistency in the herd,
costs of various feeds, days on feed, and
genetics.
c) Review all available feeds and look at the
benefits and costs of feeding each. Eliminate
feeds from the ration that are of little of no
benefit.
Packer: The following are elements of a Best
Practices Guide needed at the packer level.
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Actions:
a) Consult and work with the packer to identify
and address issues.
b) Do a Cost of Production of slaughter. Use this
information to help producers understand what
costs are incurred and which they can help to
reduce or prevent. Issues such as tag and
carcass consistency are areas that would be
addressed here.
c) Implement a web based information system that
would allow the sharing of carcass data back to
the cow/calf producer. This same system may
provide real time verification of birthdates to
reduce the number of OTM cattle.
All: The following are actions which are shared
amongst the various groups
Actions:
a) Implement an information sharing system that
will benefit all levels of the value chain.
b) Look at models already in place which allow for
the sharing of equipment to reduce on farm
costs.
c) Partner with the PEI Federation of Agriculture
for group purchasing discounts.
d) Identify the Cost of Production at all levels
of the value chain, with a focus on which costs
contribute the most value.
e) Develop a best practices guide for all levels
of the value chain.

#3. Research and Development Strategy

Investing in and directing Research and Development to
continually improve our Maritime Cattle and Beef Products
A Research and Development Strategy is required to support the
previous two strategies. This strategy will see the development
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and direction of a practical research program that will benefit
the Island and Maritime Industry. The PEICP are innovating on
their role in value chains, and supporting this effort with a
comprehensive on-farm strategy. Research and development will
be required to help fill in where there are knowledge gaps. The
key role for the PEICP in this strategy will be to identify the
industry’s research needs, identify who is capable of completing
the research, and partner with them and with funding agencies
and governments in order to get the necessary research and
development activities completed. The final key role for the
organization will be to ensure that the information is
communicated to all necessary people.
This strategy addresses Issues: 1,2,4,5,6,7
And contributes to Goals: 1,2,3,5

Action Items
1. Implementation of Maritime Research Discussion Paper
a. Meeting with the Federal Deputy of Research Branch
b. Provide a discussion Paper to Agriculture and AgriFood Canada
c. Assist producers in communicating their research needs
d. Confirming the role for the Agriculture and Agri-Food
Research Station at Nappan
2. Confirm Research Priorities
a. Silage research - cost effectiveness of this feed.
b. Identify what field Research is needed?
c. Identify what Genetic Research is required?
d. Identify what makes Maritime Beef taste good?
3. Identify Funding Sources
4. Identify Research Delivery Partners
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5. Develop a communication plan to ensure that research
results get back to producers

#4. The 4 C’s Strategy
Collaborating, cooperating, coordinating and communicating as a
regional industry, and with our government partners is critical
to the industry’s future. The Maritime industry is an
integrated industry with a common past and future. To date
there has been limited collaboration. There has been passive
cooperation, and discussion about coordinating efforts.
Collaboration is an active process, where industries in each
province will need to work together, and change their individual
plans to succeed. If only one Province does this, it defies the
definition of the 4 C’s It will be important to identify some
quick wins in this process to build momentum.
While the industry is integrated, traditionally it, like the
entire Canadian industry, has been quite disjointed and
dysfunctional. Information has been seen as power, and
effective communication has been discouraged – or at least not
encouraged. So - the status quo is not acceptable as a plan for
collaboration.
This strategy addresses Issues: 1,2,3,4,5,6,7
And contributes to Goals: 1,2,5

Action Items
1. Find models to follow: Research industries where
collaboration works (outside of beef) and learn from it.
2. Find the best working beef value chain in North America,
partner with the people, and learn from them. Invite them
here to share their story. Linkages were made as early as
the 1990’s with Oregon Country Beef – now Natural Country
Beef. We pose no threat to them on the East Coast –
rekindle the relationships.
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3. Conduct a workshop and get input in other ways to
identifying barriers to collaboration and how best to
overcome these. Build an action plan from this work.
4. Identify sources of training on how to collaborate, how to
communicate, and how to build trust.
5. Identify and communicate the benefits of collaborating (eg.
buying groups for producers).
6. Create opportunities to share experiences and build common
understandings. This can be done individually, on a
neighbourhood basis, provincial basis and Maritime wide.
a. Set up clubs in the cow/calf operators and feedlot
sector.
b. Identify key participant group champions.
7. Establish a communications plan around the value chain.
What information is key for decision making and whose hands
does it need to be in to allow for proper (collaborative)
decision making. Does sharing it broader than just that
help the overall cause.
a. Continuous information leads to improvement.
b. Build this into the plan: Information flow.
c. Make sure our process always stays focused on a
consistent product for consumers.
d. Share the results of research and strategic plans.
8. Identify Regional champions – and build a plan around
getting them all to agree for the need to collaborate.
9. Sign a letter of intent to collaborate with key groups.
10. Sign a letter of intent to jointly implement plans.
11. Get the champions to break some status quo rules.
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#5. Take Pride Strategy
Building and showing pride in our industry is as important to
our future as any of the other strategies. Through this
strategy, the public will become more aware of the
accomplishments of the sector. Attitudes will improve, and the
next generation will look more positively on staying in the
industry. Actions in this strategy need to create a sense of
optimism to attract sons, daughters and new entrants to the
industry. It needs to show pride in the community through
involvement and communication and change the stereotypical view
of the industry.
This strategy addresses Issues:
and contributing to Goals:

4,6,7
3,4,5

Action Items

- Public Education
1. Letting consumers know more about agriculture and where
their food comes from.
2. Tie agriculture education into the school systems.
Support the efforts of the Agriculture Sector Council
and other Agriculture organizations.
3. Members of the PEI Cattle Producers should establish a
goal to make at least 15 presentations each year (in
total) in local schools and community groups focused on
their operations and their sensitivity to animal welfare
and the environment.

- Proud to Farm Actions
1. Build positive speaking notes for farmers to talk about
the benefits of their farms to their neighbours and
community. Get these out to producers to use.
2. Do a skit to show how negative producers can be, then
turn it around to how to attract new producers (sons &
daughters).
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3. Be good land stewards and build sustainability into the
farming community. (Communicate these benefits through
your organization).
4. Be proud of contributing to a high quality, safe and
nutritious food supply grown in sustainable management
practices.

Promoting the Industry
1. Set a target of 1 good news story per month (press
release) going out to press outlets.
2. Establish relationship with key reporters.
3. Promote good news stories to all media outlets. With a
sustainable income, farmers return to being major
employers in the community and foster good relations with
locals. Producers must make valid efforts to show good
environmental stewardship and respect for neighbours. One
bad action destroys 10 good ones.
4. Showcase the best producers - make it known to the general
public. Select four producers per year and do a profile.
Put it on Compass, have it on the website, and in the
print media. Have Public announcements of stewardship
efforts or accomplishments by individual farmers.
- an example would be to select Darlene Sanford and
profile her lifestyle as a producer in national ladies
magazines (e.g. Chatelaine).
- Do a profile in Saltscapes or other Atlantic
magazines to coincide with launch.
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Conclusion
The PEI Cattle Industry is facing an uncertain future. The
industry is changing, consumers are changing, yet opportunities
exist for the industry.
This plan represents a strong recipe to adapt to these changes.
Now is the time for seizing present opportunities and changing
the industry to meet new expectations.
Producers need to see that these opportunities do exist, and
that their industry representatives and colleagues are pursuing
them. This will help guide producers through the decisions they
need to make about their own operations.
The industry has outlined a strong on-farm program of activities
to become as competitive as possible. Work will be completed to
find alternatives to the loss of potato by-products, and ensure
that the right practices are being completed on farm to provide
the right type of animals to value chains and other markets.
The industry has also clearly stated that it needs to be
involved in the marketing of their product. Actions to build
value chains are clearly laid out in this plan.
The industry in the Maritimes needs to build its working
relationship. Strong relationships are required across the
industry and with government partners. This is the purpose
behind the “4 C’s” strategy.
Finally, this plan must be implemented and successful results
achieved. The industry needs to be seen as responsible and
successful. New producers and the public in general need to see
this. This will attract new and young farmers, as well as
attract loyal consumers.
In conclusion, this plan provides a balanced approach addressing
on farm practices, the need to be involved in marketing, and the
necessary support strategies needed to ensure success. Hard
work and the necessary resources to implement this plan are now
needed.
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