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Over the past year, we have all grappled with the 
challenges of inflation and high-interest rates, 
both in our sector and in our personal lives. Bal-
ancing our various priorities, such as business 
operations, family relationships, and our health, 
has not been easy. The issue of food inflation by 
retailers, often labelled as ‘enemy number one,’ 
has dominated industry discussions. However, I 
believe it’s time we shift our focus beyond mere 
profit and consider the broader implications. I 
feel that we need to step back and look at our 
priorities. 

This idea hit home one day when I was cutting 
grass. I had my headphones on and listened to 
one of these discussions about food inflation 
and the sheer costs of what we see at the gro-
cery store. Then, the next topic was the trend of 
people paying hundreds of dollars for designer 
jeans that are stained to look like people urinated 
themselves. Is it just me, or is there something 
wrong going on here? As humans, where do our 
priorities lie? 

Considering consumer goods in general, our 
food has been very bountiful to the point that it 
may have been too cheap. When you talk about 
people coming into Canada on trade missions, 
you hear they are paying more of their income 
on food. In some cases, the difference is quite 
significant compared to North America. This dis-
crepancy makes me wonder if our priorities are 
mixed up. 

When applying this idea to the cattle sector, suc-
cess doesn’t happen by accident. The people who 
are growing their operations seem to have the 
strongest sense of priority. In recent years, many 

people have taken big risks in the feedlot sector. 
Some of these operations have grown, while oth-
ers have been very cautious and have virtually 
stayed the same. 

While the Ontario beef sector is relatively stable, 
you never know what’s around the corner. The 
recent news about avian flu in the U.S. dairy herd 
is a prime example. It’s one of many issues that 
can pose a challenge to our stability. We have 
some programs in place to deal with market tur-
bulence, but there’s no safety net underneath the 
high rope that the cattle sector is walking on. 
What’s more, it’s constantly overlooked in the dis-
cussion around sustainability. The main obstacle 
to achieving long-term sustainability in the beef 
sector is profitability. It’s concerning that every-
one is so busy talking about sustainability on the 
farm. Still, I rarely hear anybody talking about the 
financial stability needed to do all these things 
the world and consumers supposedly require. 
Again, it all comes down to priorities.

Regarding the financial side, it was great to see 
the Ontario Cattle Feeders’ Association and the 
Beef Farmers of Ontario come together to pres-
ent the Feedlot Market Security Forum in Lon-
don in March. It developed from the work that 
Brent Cavell has been doing with the News Feed 
Live webinars. This event was spearheaded by 
former BFO President and OCFA Vice President 
Jack Chaffe, who wanted to organize a market-
ing forum and feature speakers that would spark 
discussion and thoughts about the different risk 
mitigation strategies that are available. We ap-
plaud the efforts of Brent and the BFO’s Jaclyn 
Horenberg, who worked behind the scenes to 
make the event possible. As the cattle business 
moves forward in these times of high prices and 
market volatility, it’s crucial to look at the various 
ways to offset some risks.

In closing, I would like to take a moment to re-
member a champion for the beef industry.  We 
were saddened to hear that Jack McCoubrey 
passed away on April 25 at the age of 80. His obit-
uary noted that he was a true farmer and loved 
his rural roots and all things farming. He was al-
ways eager to share his passion for agriculture. 
I have known Jack my whole life and often ex-
perienced his eagerness firsthand as he referred 
to himself as “The Beef Guy.” He will be greatly 
missed by many. 
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Restaurant Chain Adds Ontario Corn Fed Beef To The Menu

Get the News Feed On Line

The latest editions of the News Feed are posted at www.ontariocornfedbeef.com. You’ll find them under the 
“News” heading.  Once there, you have the choice of reading the file on your computer or you can print a hard 
copy. If you would prefer to receive the News Feed from your computer rather than having the publication mailed 
to you, then please contact the Ontario Cattle Feeders’ Association office at 519-686-6226.
Or send an e-mail to: info@ontariocornfedbeef.com.

Lone Star Texas Grill is partnering with On-
tario beef farmers to bring high-quality, locally 
produced Ontario Corn Fed Beef to its 23 loca-
tions across the province. Lone Star is Ontario’s 
original full service Tex-Mex restaurant, serving 
award-winning fajitas and margaritas for over 
35 years!

The Oakville, Ontario based company has been 
in business since 1986. Lone Star started when 
two football players from Texas found them-
selves in the nation’s capital. They loved Ottawa 
(yes, even the winters), but one thing was miss-
ing: The Tex-Mex food they loved from back 
home. So, they took matters into their own 
hands, and opened the very first Lone Star.

Lone Star Texas Grill continues to stay true to 
its roots, and focuses on freshly made Tex-Mex 
dishes, with a heavy focus on beef. 

“The partnership with Ontario Beef is an im-
portant one” says Lyndon O’Hearn, Director 
Purchasing-Culinary & Beverage Development 

for Lone Star. “As an Ontario company we 
wanted to connect with Ontario beef farmers 
to bring high-quality, locally produced Ontario 
Beef to our menu. The consistent great taste 
of Ontario Corn Fed Beef aligns well with our 
commitment to quality.”

 “We are proud to partner with Lone Star Texas 
Grill,” says Jim Clark, Executive Director of the 
Ontario Corn Fed Beef Program and CEO of the 
Ontario Beef Market Development program. 
“We wanted to partner with an Ontario-based 
restaurant chain who value the commitment 
our members make in producing consistently 
great tasting beef. Ontario beef farming fami-
lies take pride in caring for our animals and 
protecting the natural environment for future 
generations.”

The partnership also provides benefits beyond 
the main partners. It contributes to driving 
Ontario’s economy, supports jobs in many busi-
ness sectors and supports local communities 
across the province. 

By creating greater demand for certified On-
tario Corn Fed Beef, the program contributes 
to increasing the viability of the cattle and beef 
sectors in Ontario.

standard
Fries (350 Cals)

Garlic Butter Broccoli (70 Cals) 
Pickle Slaw (80 Cals) 

Garlic Mashed Potatoes (280 Cals) 
Southwest Rice (180 Cals)

House Salad (340 Cals)

Premium
Elote Wedge Salad  (430 Cals) +3.99 
Sweet Potato Fries (420 Cals) +3.99 

Onion Rings  (240 Cals)  +3.99 
Loaded Mashed Potatoes (400 Cals) +2.49

Curly Fries (390 Cals) +3.49 
Gravy (50 Cals) +2.99

SIDES

Medium Texas Butter, Habanero Hot,  
Honey Hot, Bold Texas BBQ, Jim Beam  
Bourbon BBQ, Dry Cajun, Honey Garlic,

Nashville Mild, Nashville Hot

SAUCES & SPICES

Calories for add-ons & sides are additional. Adults 
& youth (ages 13 & older) need an average of 2,000 
calories a day & children (ages 4 to 12) need an average 
of 1,500 calories a day. However, individual needs vary. 
Plus applicable taxes.  * Not available for takeout. 

LS04/22/24V1 CORE

Items can be made gluten-friendly. Please inform your 
server if you have any allergy or dietary restrictions.

 lone star favs   Vegetarian  
 Gluten-friendly  Packing heat

FAJITA BOWL  
Southwest rice, cheddar cheese, pico de gallo,  
lettuce, grilled peppers & onions, crispy tortilla 
straws, black bean & corn salsa. Honey citrus  
vinaigrette, poblano crema and your choice of protein. 

Grilled Chicken (790 Cals) 21.99
Crispy Chicken (910 Cals) 22.99
Grilled Steak (820 Cals) 26.99

Taco Salad
House-made crispy tortilla bowl, southwest rice, 
cheddar cheese, lettuce, pinto beans, pico de gallo, 
tomatillo salsa, jalapeños, green onions, sour cream 
and cilantro.

Ancho BBQ Chicken (1020 Cals) 20.99 
Taco Beef (1220 Cals) 21.99
Birria Beef  (1070 Cals) 23.99

HANDHELDS
served with a pickle spear and your 

choice of side. Substitute for a  
gluten-friendly bun for $1.

THE BIG CHUCK BURGER
7 oz chuck patty, shredded lettuce, tomato and red 
onion on a toasted ACE  Bakery bun.

(790 Cals) 19.99 
Double the Meat (525 Cals) +4.49
Add Cheese (120 Cals) +1.99
Add Bacon (100 Cals) +1.99

double Bacon BBQ BURGER  
7 oz chuck patty, grilled pork belly, crispy bacon,  
cheddar cheese, lettuce, tomato, red onion and  
Jim Beam Bourbon BBQ sauce on a toasted ACE 
Bakery bun.

(1150 Cals)  24.99

el paso wrap
Grilled chicken breast, bacon, jack cheese, romaine 
lettuce, pico de gallo, ancho crema, tomatillo salsa  
& creamy garlic dressing.

(690 Cals) 19.99  

NASHVILLE CHICKEN  
SANDWICH  
Hand-breaded crispy chicken breast strips tossed in 
one of our Nashville hot or mild sauces, sweet pickles 
& southwest sauce on a toasted ACE Bakery bun.

(860 Cals) 22.99
Add Cheese (120 Cals) +1.99 

ONTARIO AAA  
CORN FED STEAKS 

Served with two thick cut onion rings, 
garlic butter broccoli and  

your choice of side.

HAND-CUT TOP SIRLOIN 
Leanest cut. Aged for a minimum of 40 days. 

7 oz (790 Cals) 32.99

NEW YORK STRIPloin 
Center cut. Aged for a minimum of 35 days. 
11 oz (960 Cals) 39.99

BONELESS BEEF RIB STEAK   
Well marbled. Aged for a minimum of 28 days. 

14 oz (1190 Cals) 46.99

BBQ RIBS
choice of side and Served with pickle 

slaw or house-baked beans.  
 

Pork Back Ribs   
2/3 Rack (1390-1450 Cals) 29.99
Full Rack (1820-1910 Cals) 38.99 

RIB & wing Combo
1/3 of a rack of ribs with 4 chicken wings.

(1350-1410 Cals) 29.99 

STEAK ADD ONS
Cajun Butter Garlic Shrimp (220 Cals) +6.99
Sautéed Garlic Mushrooms (270 Cals) +6.49

avocado salad 
Avocado, romaine, black beans, cucumbers, 
radishes, cherry tomatoes, red onions, corn chips, 
avocado lime dressing. 

Grilled Chicken (940 Cals) 22.99 
Crispy Chicken (1020 Cals) 23.99
Grilled Steak (970 Cals) 27.99

elote Wedge Salad  
Tex Mex Ranch, corn, cojita cheese, radish,  
jalapeños, onions & cilantro. 

Grilled Chicken (1120 Cals) 21.99
Crispy Chicken (1240 Cals) 22.99
Grilled Steak (1150 Cals) 26.99 

SOUTHERN FRIED 
CHICKEN 

chicken strips  
Hand-breaded crispy chicken breast strips tossed in 
one of our signature sauces or spices. Served with 
ranch and your choice of side. 

(800 Cals) 19.99

CHICKEN WINGS
Hand-breaded or naked. Tossed in one of our  
signature sauces or spices. Served with carrot sticks 
and your choice of ranch or blue cheese.

1 lb (890-950 Cals) 18.99
2 lbs (1780-1900 Cals) 35.99
Add Fries (370 Cals) +3.99

TEXAS SIZE QUESADILLA
Filled with jack & cheddar cheese, pico de gallo and 
your choice of protein.  

Black Bean & Corn (1110 Cals) 18.99
Ancho BBQ Chicken (1140 Cals) 19.99
Birria Beef  (1070 Cals) 24.99 

big rig BURRITO
Taco beef, southwest rice, pinto beans, tomatillo salsa 
& queso. Topped with jack & cheddar cheese, ranchero 
sauce, pico de gallo, cilantro and lime crema. 

(1750 Cals) 21.99

CHICKEN CHIMICHANGA
Deep fried burrito filled with grilled chicken breast,  
southwest rice and jack cheese. Topped with jack & 
cheddar cheese, ranchero sauce, pico de gallo, sour 
cream, cilantro, jalapeños and crispy tortilla straws. 

(1260 Cals) 21.99

TEX-MEX 
served with house-made southwest rice and beans.

SALADS & BOWLS

classic enchiladas
Three fresh baked flour tortillas, brushed with mole and filled with your choice of protein.  

Topped with jack & cheddar cheese, ranchero sauce, sour cream, cilantro and pico de gallo.

Ancho BBQ Chicken (1340 Cals) 21.99
Birria Beef  (1280 Cals) 26.99

Bold Texas BBQ, Jim Beam Bourbon BBQ,  
Chipotle Tequila, Honey Garlic

SAUCES

85¢ wing wednesdays*
10 wings (1140 –1260 Cals) 8.50 

20 wings (2200 - 2320) 17.00 
Add carrot sticks & dip +2.49 

Add a side of fries +3.99

Queso Burger 
Cheddar cheese, onion jam, salsa verde  

& pico de gallo. Dunked in queso and served 
with tortilla chips. 

(1210 Cals) 23.99

MAIN 1pg menu 11x17CORE-april2024.indd   2MAIN 1pg menu 11x17CORE-april2024.indd   2 2024-04-22   5:04 PM2024-04-22   5:04 PM

facebook.com/OntarioCornFedBeef
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Ontario Corn Fed Beef partnered with Quali-
foods to launch Ontario Corn Fed Beef in Viet-
nam on May 2.

Over 80 guests attended the event in Hanoi and 
were shown an overview of the unique produc-
tion aspects of Ontario Corn Fed Beef.

Among the attendees were high profile local 
chefs representing some of the major hotels 

in the region including Sheraton, Hilton and 
Lotte.

Many of the other guests were key representa-
tives including buyers and managers in the ho-
tel and restaurant sector.

After the presentation, samples of various cuts 
including striploin, ribeye and short ribs were 
prepared for the guests.

Feedback on the quality of the product was very 
positive and many of the guests said this was 
the best tasting beef available in the market.
Qualifoods is a highly respected distributor in 
the market with distribution across Vietnam.

Vietnam is one of the fastest growing markets in 
Southeast Asia.

“To have a partner like Qualifoods is very im-
portant for our growth in the Vietnam market,” 
says, John Baker, Director of Business Develop-
ment for Ontario Corn Fed Beef. “Qualifoods 
are the market leaders in the imported beef 
market and for them to have access to the On-
tario Corn Fed Beef brand is a strategic advan-
tage for them.”

The Qualifoods leadership team is very commit-
ted to growing the brand. They will be visiting 
Ontario this summer to experience firsthand 
the unique on-farm production aspects as well 
as tour the processing facilities.

John Baker, Director of Busniess Development for 
Ontario Corn Fed Beef.

OCFB  Vietnam Kick Off Event
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In these times of high cattle prices and more 
money being invested in feedlots, protecting 
this financial investment is becoming para-
mount in the industry. To that end, the Ontario 
Cattle Feeders’ Association and the Beef Farm-
ers of Ontario teamed up to host “The Ontario 
Feedlot Market Security Forum” in London on 
March 14. The day-long event featured several 
speakers discussing the markets and strategies 
to insulate against escalating risks.

Mike Miller of CattleFax, who joined the meet-
ing virtually, kicked off the discussion with his 
assessment of the cattle markets. The drought’s 
impact on the ability to rebuild the herd in the 
U.S. continues to be a key issue. While Miller 
said the situation has improved, there are grow-
ing concerns about a shift from the El Nino 
pattern to a La Nina. “What that means is that 
states like New Mexico, Texas, Louisiana and 
Oklahoma will have drought coming back,” he 
noted. “We’ve got about 65 per cent of our cow 
herd that has been impacted by droughts over 
the last couple of years. We’re in decent shape 
today, better than we’ve been for the last couple 
of years, but there’s a very high likelihood that 
we’ll go right back to being dry.”

As a result, Miller expects producers in the U.S. 
will not begin to retain heifers until next year, 
setting the stage for strong price signals for the 
remainder of this year and into 2025. He added 
that the nation’s cow herd will not grow until 

the numbers expand in the central and south-
ern states such as Texas, Oklahoma, Nebraska 
and Kansas. “That’s probably still at least a year 
away.”

While many are bullish about the markets for 
2024, Miller cautioned that they’re encouraging 
producers to be good risk managers in these 
times of high prices and high input costs. “We 
can have a negative impact on folks if we get 
caught in a bad spot,” he said. “I think it’s pretty 
prudent to be having the discussion that you’re 
having.”

Steve Duff, Ontario Ministry of Agriculture, 
Food and Rural Affairs Chief Economist, fol-
lowed Miller with a comprehensive presentation 
on risk management for Ontario feedlots. Not-
ing that risk management is a challenging topic, 
Duff said it’s vital to understand your risks and 
objectives. “It’s important to sit down and think 
about your business,” he explained. “What are 
your most important risks? And where are you 
exposed? Everybody is in a different state.” 

He covered several management strategies, in-
cluding the futures market, feeding margins, 
hedging and a feeding margin hedge strategy. 
Duff also discussed the various business risk 
management programs, including AgriInvest, 
AgriStability, Production Insurance and the 
province’s Risk Management Program.

“There are a lot of tools out there, (and it) takes 
a lot of work to understand there’s a significant 
amount of assistance available,” he added.

Travis Hickey from Cattlenomics shared his 
view on risk mitigation with the cattle cycle. He 
explained that the peak of the current cycle has 
attributes similar to those of the previous one, 
such as low heifer retention. However, Hickey 
noted some vital differences, including the pos-
sibility of new packing plants coming on board 
in the United States. Also, beef imports from 
countries such as Brazil are higher than before, 
and the feeding duration in both beef and dairy 
operations is longer.
 
While hesitant to tell producers precisely what 
to do, he suggested that a rules-based approach 
to risk management is essential. “When you 
have a rules-based approach to your risk man-
agement, it forces you to have a conscious de-
cision-making process every time, whether you 
want to follow it or not,” said Hickey. 

As a broker, he noted that it’s challenging to help 
producers manage risk if they don’t know how 
many cattle they own, what the break-evens are 
or how much exposure they can handle. 

...continued on page 6

Market Security Forum Focuses On Mitigating Risk

Steve Duff, OMAFRA Chief Economist Travis Hickey, Cattlenomics Leighton Kolk, Allied Marketing Group



The News Feed - Summer 2024 Edition - Page 6

...continued from page 5

A rule of thumb that Hickey uses is to ask, 
“Would one still be able to operate if the mar-
ket suffers six limit-down days in a row?” If not, 
Hickey said that’s a sign of too much exposure 
and not enough hedge coverage. “We’ve seen 
it before, where the market can break that fast 
and that much,” he added.  

Hickey noted that his firm attempts to match 
market data with producers’ risk profiles and 
specific production situations to help optimize 
their cattle inventories. 

The next speaker’s presentation featured a way 
to help manage life on the farm as well as miti-
gate risk. Leighton Kolk highlighted the evolu-
tion of the Allied Marketing Group (AMG), a 
collaboration of six feedlot producers in South-
ern Alberta. AMG started informally in 2009 
when the feedlot producers met over pizza and 
beer. From there, with a mission statement of 
“Learn, Grow, Enjoy,” they used the power of 
collaboration to benchmark some aspects of 
their production and combine their buying and 
marketing strengths. For example, they pooled 
their resources last year to buy 70,000 tonnes of 
grain. “We moved from a beer group to a peer 
group,” said Kolk. 

In addition to strength in numbers, collabora-
tion also helps remove some of the emotion 
from decision-making. “There’s such a benefit 
to that, bringing a bit of diversity, differences 
of opinion, and different backgrounds,” he said, 
adding that mutual respect is critical. “It was 
important for us, and we were like-minded—
similar ethics, how we treat employees (and) 
our community around us.”

In addition to marketing and purchasing, the 
group has also collaborated on research proj-
ects and held community food drives. Kolk 
summarized the group’s approach with a sim-
ple phrase: “You can go fast alone, but you can 
go further together.”

Lorna McKercher and Carson Burtwistle from 
RBC Royal Bank gave the Forum a lender’s 
perspective on assessing risk. McKercher said 
they look at three things: company and man-
agement, market and competitiveness and 
the financials. The financial part is the most 
significant, weighted at 70 per cent. Company 

and management are weighted at 20 per cent; 
the remaining 10 per cent goes to market and 
competitiveness. McKercher noted that items 
such as cost-of-gain and feed conversion rates 
are used to benchmark and differentiate feedlot 
operations. “We can understand that somebody 
is a good manager by looking at some of those 
benchmarking items,” added Burtwistle.

When it comes to the company and manage-
ment portion, he said they’re looking at pro-
duction results, how the business is structured, 
and how it tracks information. “If someone is 
able to tell us what they’re making on a group 
of cattle, that gives us a lot more to go from and 
a lot better understanding of what’s going on 
in that business,” said Burtwistle. “So, we are 
looking at how you are tracking information.”

For the financial analysis, McKercher said three 
main components are working capital per head, 
debt to adjustable tangible net worth and debt 
service coverage. “The more working capital 
you have, the more flexibility you have and the 
more you can make decisions if you have that 
working capital,” she noted.

McKercher added that communication is vital 
for having a good relationship with your bank. 
“Surprises are never good. It’s a lot better to 
talk through solutions, talk through the op-
tions, and get their regular touch points on 
where things are and where things are going,” 
she said. “And then being proactive if something 
is needed. If you’re managing the risk on your 
farm, you’re managing the bank’s risk. That’s 
when working together to manage the whole 
business goes a long way.”

The Ontario Cattle Feeders’ Association and the 
Beef Farmers of Ontario thank all those who at-
tended the Forum. Thanks also go to the spon-
sors, Bio Agri Mix and Merck. Their generous 
support helped to put together the informative 
lineup of speakers and made the day possible 
for our Ontario feedlot producers.

FCC Sustainability Incentive 
Program Now Open For 2024

We are excited to let you know that the 
FCC Sustainability Incentive Program 
has opened for another program year. 
Like last year, FCC will provide a pay-
ment to eligible FCC customers who are
CRSB Certified through CRSB Certifica-
tion Bodies like Verified Beef Production 
Plus, the Ontario Corn Fed Beef Qual-
ity Assurance Program and Where Food 
Comes From Canada.

Incentive payments will be calculated 
as a portion of your lending with FCC 
to a maximum of $2,000 per year. Par-
ticipants are welcome to re-apply for the 
incentive payment annually for the life 
of the Sustainability Incentive Program.

If you participate in more than one of 
FCC’s eligible programs (eg. CRSB Cer-
tified, Cargill RegenConnect, Ducks 
Unlimited, Canada Marginal Areas pro-
gram, etc.), you are eligible to apply to
ALL of these to maximize your incen-
tives.

Participation in the initial programs FCC 
launched in 2022-23 (CRSB, Cargill and 
McCain) increased by 29.6% year over 
year. A total of 337 producers participat-
ed in these three programs in 2023-24
and received a total of $516,000 in incen-
tives.

For more information and to apply for 
the program, visit fcc.ca/Sustainability-
Programs.

If you have any questions regarding the 
Sustainability Incentive Program, email 
FCC’s Sustainability Programs team at 
SustainabilityPrograms@fcc-fac.ca.
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Feedlot Financial Benchmarking Project:
Measuring To Manage Effectively

The Ontario Cattle Feeders’ Association is pro-
posing a financial benchmarking pilot project 
to benefit Ontario’s feedlot sector. This collab-
orative effort includes the Beef Farmers of On-
tario and the Ontario Ministry of Agriculture, 
Food and Rural Affairs. We’re asking produc-
ers to participate in the project because the 
rewards from conducting an in-depth financial 
analysis will pay back dividends when it comes 
to mitigating risk in your feedlot operation. As 
was noted during the Feedlot Market Security 
Forum in March, benchmarking plays a pivotal 
role in risk mitigation strategies.

Two points of interest inspire this project to 
help feedlot producers better understand the 
business and prepare for the inevitable changes 
in the marketplace. While cattle prices are at 
record highs, it’s difficult to believe this is the 

new plateau, especially in light of the economic 
downturn. Ontario’s “Farmer Feeders” have 
been exposed to substantial increases in all 
cattle and crop production costs, and this has 
contributed to much tighter margins.

Also, the consumer has yet to experience the 
full relative price at the meat counter. Loss 
leaders and features on beef cuts by the retailer 
have captured consumers’ attention, and those 
meat savings or discounts have been made up 
on other in-store goods. The key questions are 
when and how the full price impact will take 
place. The packers are operating at much lower 
margins or even at negative returns. This sce-
nario cannot continue. Therefore, cattle feeders 
must prepare for the leaner times ahead. 

The great business quote, “If you don’t measure 
it, you can’t manage it,” best sums up the con-
cept of benchmarking. Producers need to be 
able to measure the differences when changes 
are made or contemplated. While people have 
little or no control regarding issues such as 
weather, macroeconomic factors and geopo-
litical tensions that affect markets, they have 
power over several small things in the feedlot 
operation that can make a big difference to the 
bottom line. However, to make informed man-
agement decisions, you need to have accurate 
data. It’s vital for people to know their costs of 
production in order to run their business cor-
rectly, efficiently and profitably. 

Benchmarking is functional and helpful be-
cause all production costs and revenue are 
divided into small entities. It goes beyond a fi-
nancial statement to include more details and 

comparisons. The process allows producers to 
look at red or green flags compared to peers or 
industry standards so they can easily react to in-
dividual issues rather than being overwhelmed. 

Most producers will admit they cannot be the 
best in every aspect of their feedlot enterprise 
when it comes to all facets of management on 
their farms in today’s agricultural world. With 
advancements in technology and the multiple 
obligations of operating a feedlot of any size, it 
is a huge task for anyone. The talented people 
you do business with on a daily basis can sur-
round you with information and advice and can 
be a wealth of knowledge, drawing on their 
expertise to help you make informed decisions 
about your operation. This group could include 
cattle buyers, agronomy and crop protection 
professionals, accountants and bankers. These 
people are assets to your operation and can of-
fer ideas and advice objectively. By having ac-
curate data, you have the ability to discuss and 
make well-informed decisions and apply “what 
if” scenarios to various business plans being 
considered.  Also, discussions with all of your 
operation’s business associates will contain 
much more depth and gain highly regarded 
respect for your management capabilities when 
you have access to accurate financial informa-
tion and data. 

SWOT Analysis

Before implementing a benchmarking exercise, 
we encourage producers to complete a SWOT 
analysis of their operation.

...continued on page 8 
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...continued from page 7

A SWOT analysis is a term used to describe a 
tool that effectively identifies your Strengths 
and Weaknesses and examines the Opportu-
nities and Threats you face. While it is a basic, 
straightforward model, it has been a popular 
business practice for many years because it 
helps provide direction and serves as a basis for 
developing business plans. It accomplishes this 
by examining the strengths (what an operation 
does well) and weaknesses (what an operation 
does not do well) in addition to opportunities 
(potentially favourable conditions for an opera-
tion) and threats (potentially unfavourable con-
ditions for an operation). Once completed, the 
SWOT analysis can help determine if the infor-
mation indicates something that will assist the 
operation in achieving its objectives (a strength 
or opportunity) or if it indicates an obstacle 
that must be overcome or minimized to achieve 
desired results (weakness or threat).

While it’s not an easy task, performing a SWOT 
analysis does not require any special training, 
software, or skills. The only requirement for 
performing a SWOT analysis is honesty about 
your operation. 

Most managers and workers have expertise in 
areas that may not be known by other mem-
bers of the group. Organizing the expertise in a 
SWOT analysis helps in making informed deci-
sions and provides better results.  Whereas the 
finished results are important, the process of 
building a SWOT analysis is almost as valuable. 
When a SWOT analysis is performed, all peo-
ple involved with the operation become more 
aware of the performance and goals of the op-
eration. Finally, completing a SWOT analysis 
allows you to immediately see where you can 
take action to improve your weak areas, capi-
talize on your strengths and opportunities, and 
defend against threats.

Next Steps

The OCFA proposes to form a steering commit-
tee to develop a standardized template for the 
feedlot sector using the popular dairy bench-
marking template as a guideline. The feedlot 
template version appears to be more complex, 
but identified areas of data collection, such as 
cattle weights and feed inventories, will be con-
sistent between feedlot operations.

In addition, we would build the template start-
ing with financials and inventory from AgriSta-
bility and sales records from the Risk Man-
agement Program to simplify and shorten the 
timeline of the startup process. 

The steering committee members will include 
bankers, accountants, representatives from the 
Ontario Ministry of Agriculture, Food and Ru-
ral Affairs, the Beef Farmers of Ontario, the On-
tario Cattle Feeders’ Association and producers 
- all with excellent feedlot production/financial 
experience.

We are seeking to recruit 15 to 20 producers 
eager to participate in this pilot project. If in-
terested, please contact Brent Cavell at brent@
ontariocornfedbeef.com  or  519 604-8827.

Coming Soon: The Canadian Feedlot 
Benchmark Study

Separate from the financial benchmark pilot 
project as outlined on the previous pages, the 
Canadian Feedlot Benchmark Study is creating 
a national benchmark database of feedlot and 
backgrounding practices. Benchmarks allow 
producers to compare their production prac-
tices to other operations across Canada. Since 
the results of this study will guide future exten-
sions and research activities on best manage-
ment practices and will be used as a baseline 
for future Canadian beef industry Life Cycle 
Assessments, having Ontario data as part of the 
Canadian dataset is important, so that the On-
tario feedlot industry’s needs are captured.

The first phase of the study will include a sur-
vey for feedlot operators to complete, focusing 
on feedlot operations, feed management, feed 
milling, feed additives and implant programs, 
and ration composition. Each participant will 
receive a personalized and confidential report 
of how their operation’s practices compare to 
the Canadian benchmark.

The second phase of the study will include a 
sampling trial at feedlots across Canada and 
developing Near-Infrared Spectroscopy (NIRS) 
fecal calibrations according to feed manage-
ment practices, cattle performance, and feed 
sources. This will allow for more rapid, robust 
and accurate testing of fecal samples to iden-
tify fecal composition. Enhancing fecal testing 
has the potential to improve precision feeding, 

increase feedstuff flexibility, and improve cattle 
efficiency and productivity.

Producers who participate in the second phase 
of the study will receive farm specific NIRS 
results from the study. Results from improved 
NIRS prediction equations are expected to help 
producers improve efficiency on their feedlots, 
improve feed efficiency, reduce input costs, and 
reduce the environmental impact from their 
operation.

If you would like to be involved in Phase II of 
the study (on-farm sampling) or for more infor-
mation about the survey in general, contact us:

Katie Wood – Associate Professor at the Univer-
sity of Guelph kwood@uoguelph.ca (519) 824-
4120 ext. 53695

Megan St.Martin – Msc Candidate at the Univer-
sity of Guelph, Ruminant Nutrition stmartim@
uoguelph.ca

Megan Van Schaik – Beef Cattle Specialist with 
OMAFRA megan.vanschaik@ontario.ca
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Price Volatility Impacting Beef Demand
As Canadians face rising food and shelter costs, 
the meat industry is bracing for how inflation 
is going to affect beef demand in the coming 
year. There has been plenty of news coverage 
in the past two years about the rising costs of 
food. For more insight into the current trends, 
the Ontario Cattle Feeders’ Association (OCFA) 
invited Dr. Sylvain Charlebois to share his find-
ings with our producers. 

Dr. Charlebois, known as “the Food Professor,” 
was a guest on the “News Feed Live” Webinar 
on Feb. 13 that was presented by the OCFA 
and the Ontario Ministry of Agriculture, Food 
and Rural Affairs. Charlebois is a professor and 
senior director of the Agri-Food Analytics Lab 
at Dalhousie University.  He is also the project 
lead for Canada’s Food Price Report, which 
is produced by Dalhousie, the University of 
Guelph, the University of British Columbia and 
the University of Saskatchewan.

Charlebois told the webinar that food prices are 
expected to rise by as much as 4.5 per cent. For 
2023, the group’s forecast was five to seven per 
cent, which was in the range of December’s cur-
rent rate of 5.9 per cent. Commenting on the 
lower increase for 2024, Charlebois noted that 
food executives are seeing more predictability 
in the supply chains than two years ago. “Costs 
are more under control,” he said. “Margins are 
more under control and predictable in process-
ing and distribution. So, those are good news 
overall.”

The report forecasts meat prices to increase five 
to seven per cent this year, which Charlebois 
said is mainly due to pork and chicken. He 
noted that the higher prices of the other meats 
still pose a problem for beef. He explained that 
their data shows that there is an impact on the 
consumer psyche when the price rises for one 
or two of the main meats. “If you spook con-
sumers with chicken or pork, it’s going to affect 
beef demand,” said Charlebois. “So, that’s some-
thing that we need to keep in mind.”
 
His group’s research also revealed that consum-
ers were actually spending less at the grocery 
store in the second and third quarters of 2023. 
While he noted that consumers may have been 
bargain-hunting or going to different stores, the 
most significant reason for the decrease was the 

sharp increase in shelter costs. “It didn’t matter 
if you rented or had a mortgage; a lot of people 
were affected, especially the Millennials,” said 
Charlebois. “Millennials were the most hard-hit, 
and that’s why they changed their behaviour.”

While Millennials were known to be the main 
group demanding food attributes such as “hor-
mone-free,” among others, he said they’ve re-
calibrated their food budgets. “They’re looking 
at food purchasing very differently now,” added 
Charlebois. “For the meantime, they are really 
affected financially right now, and they’re being 
very careful with every cent they spend.” 

In addition, data from the research shows 
the amount of money spent on food relative 
to other items at retail is decreasing. In 2017, 
Charlebois said that 20 per cent of Canadians’ 
money spent at retail was on food. It skyrock-
eted to 31 per cent at the start of the pandemic 
in March 2020. It’s now at 18 per cent. Accord-
ing to Charlebois, these numbers mean that 
consumers are being extremely cautious and 
working with the money they have. As beef is 
viewed as a premium product, he said the way 
that it is marketed is going to have a significant 
impact on consumer behaviour.

Going beyond the impact of high prices on 
consumer demand, Charlebois said the bigger 
problem will be price volatility. To illustrate his 
point, he asked the question: Have the prices 
of vegetable proteins increased more than 
animal proteins? Most people would likely say 
it’s the animal proteins. Since 2020, chicken, 
pork and beef prices have risen seven per cent. 
Meanwhile, the prices of the top four vegetable 
proteins – hummus, tofu, dry beans and len-
tils – have increased by 23 per cent. The differ-
ence, according to Charlebois, is volatility. “It’s 
incredible how people are affected by volatility, 
and they think your product or category is very 
expensive,” he said. “So that meat category is 
being affected by volatility. If there’s a way to 
stabilize prices at the retail (and the meat coun-
ter), it will help demand for beef.”

Dr. Charlebois was one of four guests partici-
pating in the webinar entitled “Risk Manage-
ment in the Cattle Feeding Sector.” Dr. Derrell 
Peel from Oklahoma State University, producer 
Dale Pallister and Roger Robertson, Senior Re-
lationship Manager at BMO, were also on hand 
to share their views on risk management strat-
egies, consumer spending, market trends and 
increasing market capital. 
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