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WE’VE BEEN THROUGH  
A LOT TOGETHER
Raising cattle in Canada has never been easy. 
Uncertain weather and markets have always 
been a challenge. More recently, Canadian cattle 
producers have faced even more uncertainty due 
to artificial border restrictions from BSE and U.S. 
country-of-origin labelling. But they have always 
faced the challenges, and today they’ve emerged 
into one of the most profitable periods in the 
industry’s history. 

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

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

In addition every issue of Canadian Cattlemen 
features items on:

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

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

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

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

•  Markets. Every issue contains columns from industry 
experts on cattle markets, North America’s meat 
industry and trade issues.

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

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

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

The Maritimes beef industry may be 
small but the quality is high and 
there’s plenty of opportunity for 

growth, according to Amy Higgins.
“We have lots of access to grass and for-

ages,” says Higgins. “And generally, land costs 
are much lower here than, say, Ontario.”

Higgins and her family run a small pure-
bred Black Angus farm and she started up a 
community-supported agriculture (CSA) 
operation two years ago in Quispamsis, 
New Brunswick. She also works part-time 
as the industry co-ordinator for the Mari-
time Beef Council.

Atlantic Beef Products in Prince Edward 
Island is the only federally registered proces-
sor in the region and slaughters about 600 
head a week. While it is committed to sourc-
ing locally, the company does need to ship 
fat cattle from Ontario and Quebec from 
time to time to fill hook space.

“There’s a limited amount of feeding 
capacity here,” she says. “We could fill the 
niche if we got a bit more efficient.”

Most of the feedlots are also on Prince 
Edward Island, with pockets in northern 
New Brunswick. While the island seems an 
unlikely choice as the centre of the region’s 
beef sector, in earlier times the draw was 
a good feed supply: rotating grain crops 
for potatoes and the waste from process-
ing spuds.

Last spring, the Maritime Beef Council 
published its Maritime Beef Sector Devel-
opment and Expansion Strategy, with an 
ambitious target of increasing the regional 
herd by 20,000 head in the next 10 years.

The strategy notes that the herd has been 
dwindling since 2007, from 63,700 cows 
and 8,100 replacement heifers to 42,300 
cows and 6,200 replacement heifers in Jan-
uary 2016. At the same time, Atlantic Beef 
Products is expanding and is anticipating a 
need for 10,000 additional feeders per year. 
There are also opportunities to supply the 
Ontario Corn-Fed Beef program, which is 
ramping up demand.

A central piece of the strategy is the 
eight-module Maritime Beef School, which 

will provide professional development 
opportunities for producers in a range 
of topics including pasture management, 
feeding and nutrition, breeding strategies, 
business management and marketing.

There are also research, extension and 
marketing components to the strategy, 
which focuses on four areas: seedstock 
development, cow-calf production, back-
ground feeding and finish feeding. Higgins 
says that most of the work will be in “tweak-
ing” some of things that have worked for 
many years. 

She points to her own farm, and says 
that she could double or triple her herd of 
23 cows without needing additional land 
by managing the pastures a little bit better, 
running some water lines and a few other 
strategies. 

“We need to manage things instead of 
just harvesting what grows,” she says.

Higgins says that the last couple of years 
have not been great for forages and that 
2019 started off with a significant short-
age. In 2018, there were 40 days without 
rain between July and September. 

This year was better — not a bumper 
crop, and fall rains hindered corn silage 
chopping — but there seem to be decent 
stocks going into the winter. 

“The first cut was not the best, but peo-
ple have had better luck with the second 
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MARITIMES WORKING ON STRATEGY 
TO GROW THE BEEF HERD
While access to land, grass and forages support beef production in the  
Maritimes, the industry must overcome other barriers

By Lois Harris  POLICY

 “We have lots of 
access to grass 
and forages. And 
generally, land costs 
are much lower here 
than, say, Ontario,” 
says Amy Higgins

The Maritime Beef Sector Development and Expansion Strategy calls for increasing the regional herd by 20,000 head in the next 10 years.  PHOTO: JILL RENTON
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By Debbie McMillin  MARKET SUMMARY

TheMarkets
FED CATTLE
The last two weeks have seen fed cat-
tle prices pushed higher by continued 
demand, the re-opened border, higher 
cut-out values and reduced supplies. 
Seasonally, fed prices are responding 
to demand for middle meats as buyers 
look towards their holiday needs in the 
coming month. At the same time, China 
announced that it has re-opened its bor-
ders to Canadian beef. 

The fed cattle cash price has increased 
$5.36/cwt in the past four weeks to an aver-
age of $147.13/cwt. This is just $1.77/cwt 
under the average price the same week last 
year. Basis widened over the past week to 
an average of -9.62/cwt. Last year the cash-
to-cash basis was narrower at -$0.60/cwt. 

The Alberta and Saskatchewan cattle-
on-feed report on November 1 showed a 
total of 942,250 head on feed, up two per 
cent from the start of November 2018. The 
slow start to fall run led to increased vol-
umes at auction markets through October 
and a 25 per cent increase in feeder place-
ments. Total placements hit 422,777 head 
in October. Exports were higher, reported 
35 per cent higher in October 2019 than a 
year ago. In addition, fed slaughter is still six 
per cent higher year-to-date at 2,151,952 
head, while fed heifer kill is up five per cent 
to a total of 795,291 head. Total fed cattle 
exports, including cows, for slaughter are 
up 21 per cent in 2019 to a total of 389,099 
head to date.

FEEDER CATTLE

Feeder cattle volumes started slower this 
fall. However, the run picked up in the last 
few weeks with mid-November recording 
the highest weekly totals at auction in more 
than a year. At the same time, feed grain 
prices also increased as farmers in many 
areas continue to fight Mother Nature to 
get the last of the crops in.  

Although volumes grew and feed cost 
increased, feeder prices in Western Canada 
have held on relatively well. In the past 
two weeks, lightweight calf classes have 
improved overall as demand for lighter 
calves pushed 550-lb. feeder prices to 

$218.35/cwt, which is $6.64/cwt higher 
than the same week last year. 

The spread between feeder steers and 
heifers has remained relatively constant over 
the past weeks. Heifer prices are still hover-
ing between $28/cwt and $29/cwt back 
from steer calf prices. The 550-lb. heifer 
average at mid-November is $189/cwt. 

Contrary to the calf prices, the 850-lb. 
feeder steers have dropped in the past cou-
ple of weeks, down $2.01/cwt to an aver-
age of $191.68/cwt. After 14 weeks with 
a premium basis, the 850-lb. feeder basis 
widened back to a negative position the 
past two weeks. The current 850-lb. feeder 
basis is -$2.69/cwt, which is still $3/cwt 
narrower than a year ago. Feeder cattle 
imports remain relatively steady while 
exports are up one per cent year-to-date at 
174,626 head.  

NON-FED CATTLE

Pressure in the cull market over the past 
couple of weeks has been in response to the 
increased volumes available as cows finally 
start moving off fall grass. As cull cow 
prices hover near their expected annual 
low, some feeder-type cull cows are being 
procured and put on feed as buyers bet 
on the strong seasonal trend of improved 
prices at the start of the new year.   

The D1,2 cow price average has dropped 
$7.10/cwt over the past four weeks to an 
average of $80/cwt at mid-November. 
Compared with the same week two years 
ago, the market is currently $1.50/cwt 
higher. 

Domestic cow slaughter numbers in 
recent weeks have been higher. Year-to-date 
cow slaughter is up one per cent to a total 
of 427,110 head. Bull slaughter in Canada 
is down 11 per cent to a total of 13,591 
head to date, while exports of butcher bulls 
are up one per cent at 39,507 head.

Slaughter bull prices have slipped as 
well, down $3.83/cwt from a week ago at 
$97.22/cwt.  c

Debbie McMillin is a market analyst who 
ranches at Hanna, Alta.

More markets   

FED OUTLOOK
Fed cattle prices should continue 
to strengthen as we move towards 
the end of 2019. Seasonally, 
supplies will tighten as demand for 
higher-priced middle meat grows 
and leverage shifts away from the 
packers. Improved access to export 
trade coming from the re-opening 
of the China border to Canadian 
beef will couple with good demand 
for middle meats and strong trim 
prices. Shorter lift times locally 
and improved demand from the 
northern U.S. are also both positive 
to the Canadian fed cattle market. 
Expect prices to strengthen moving 
towards the Christmas and New 
Year’s holidays.  

FEEDER OUTLOOK
Feed grain prices have moved 
higher in recent weeks as farmers 
struggle to get the last of the crop 
brought in across the Prairies. Cost-
of-gain risk will be a limiting factor 
in the feeder market. However, in 
southern Alberta many feedlots 
have grain stocks in place for winter 
feeding and empty pens to fill. 
Export demand is softer in recent 
weeks, but local demand is strong 
and should keep prices steady 
moving forward as the larger fall run 
volumes and special sales start to 
taper off.  

NON-FED OUTLOOK
Cull cow supplies will tighten in 
December as we near the end 
of the year and most culling 
decisions have been made. Feed 
supplies are adequate in many 
areas, which will limit total cow 
sales and lead to some culls 
staying on feed to add weight and 
wait out the seasonal price lows.  
While cull cattle prices hover near 
annual lows on the cash market, 
the demand for trim and grinding 
products remains strong. This will 
keep a floor on cow prices before 
seasonal trends kick in and prices 
improve as we end the year.

  DEB’S OUTLOOK



PIPER WHELAN  Field Editor

Piper Whelan grew up on a purebred 
Maine-Anjou ranch near Irricana, Alta., and 
has a Bachelor of Arts from the University of 
Alberta and a Bachelor of Journalism from 
the University of King’s College in Halifax. 
She worked in children’s publishing before 
joining the Canadian Cattlemen staff, and 
previously wrote for Top Stock, Western 
Horse Review, and various beef breed 
publications. She is also an amateur actress 
and spends her spare time working on 
future literary projects.
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Use Charolais
Be identifiable.

WWW.CHAROLAIS.COM

Temperament affects  
feedlot performance   10

The economics of  
raising ‘natural’ beef   20

Keep syringes and  
needles clean and  

working   32
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JAMES HARGRAVE  
LEGACY FOUNDATION

PROMOTES 

INNOVATION
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STARTING A RANCH FROM SCRATCH  ·  RAISING BEEF IN THE MARITIMES

SAT., JAN. 25, 2020

“Canada’s Bulls” M.C. Quantock Bull Sale

Important information on Page 2-3
Call for your free Bull Book and DVD

email: mcquantock@hotmail.comBull Book online late December

www.canadasbulls.com

Call Mac...  1-800-561-BULL (2855)

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

DECEMBER, 2019  $3.00 
WWW.CANADIANCATTLEMEN.CA

RAISING PUREBREDS

A LIFETIME

LISA GUENTHER  Editor

Editor Lisa Guenther lives close to 
the ranch where she was brought 
up in northwestern Saskatchewan. 
She (usually) enjoys working cattle 
on horseback. Her reporting has 
won awards with the Canadian Farm 
Writers’ Federation, and received an 
honourable mention with the North 
American Agricultural Journalists. 
Her first novel was set in the rural 
community where she grew up.
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READERSHIP

Stats: September 2017 Prepared by Bramm Research Inc.

Here’s what our readers say:

99%
 

Rate Cattlemen as very  
or somewhat useful

86%
Say it’s the most credible 

beef publication

 89%
 Rate it the #1 beef  

publication

82%
Read all or most  

of an issue

94%
Pick up useful ideas

64%
Have read or looked at  
all 4 of the past 4 issues

40%
 

Make changes to their 
operations

62%
Retain copies for  
future reference

From the Ipsos  
Ag Communications Review 2017:

93% 
of readers prefer to access  

the magazine by print

Beef magazine  
by  beef  

producers

 #1
RANKED
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CONTENT CALENDAR / DEADLINES
Deadline is noon central time on the dates indicated.

ISSUE DATE DEADLINE 2020  EDITORIAL SUPPLEMENTS/FEATURES
April 6 March 6 Forage 

May 4 April 3 Range and Pasture Trucks and ATV Focus 

June 8 May 8 Range and Pasture Ag in Motion Livestock Central Show Guide

August 10 July 10 Marketing Auction Market Directory / Stock Buyers Guide

September 7 August 7 Animal Health Feedlot Guide 

September 28 August 28 Fall Management Forage and Grassland Guide (ROP)

October 19 September 18 Feeding for Profit Trucks and ATV Focus 

November 9 October 9 Winter Management 

December 7 November 6 Breeding Management  Equipapalooza 
   (year end review) 

ISSUE DATE DEADLINE 2021  EDITORIAL SUPPLEMENTS/FEATURES
January 4 December 4 Calving and Calf Health 

February 1 December 30 Herd Management 

March 1 January 29 Spring Management Forage and Grassland Guide (ROP)

April 5 March 5 Forage 

May 3 April 2 Range and Pasture Trucks and ATV Focus 

June 7 May 7 Range and Pasture Ag in Motion Livestock Central Show Guide

August 9 July 9 Marketing Auction Market Directory / Stock Buyers Guide

September 6 August 6 Animal Health  Custom Feedlot Guide 

September 27 August 27 Fall Management Forage and Grassland Guide (ROP)

October 18 September 17 Feeding for Profit  Trucks and ATV Focus

November 8 October 8 Winter Management 

December 6 November 5 Breeding Management  Equipalooza 
   (year end review) 
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AD RATES ADVERTISING
OPTIONS

Rates effective as of March 1, 2020

$9.67/agate line   B&1 Colour: $415.00   B&3 Colour: $1,390.00

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

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

SPLIT COPY  
Regional advertisers may make copy substitutions 
in any combination of regions or provincial editions. 
Additional cost for each substitution is $1000 net. 
Minimum quantity for splits is 1,000 pieces and must 
be at least 350 lines.

CANADIAN CATTLEMEN RATES MARKETPLACE RATES
AD SIZE B&W B&1

Full Page 3,297.00 3,647.00

2/3 Page 2,198.00 2,548.00

1/2 Page Spread 3,297.00 3,997.00

1/2 Page Island 1,978.20 2,328.20

1/2 Page 1,648.50 1,998.50

1/3 Page 1,099.00 1,449.00

1/4 Page 824.25 1,174.25

1/6 Page 549.50 899.50

$7.85/agate line   B&1 Colour: $350.00

AD SIZE B&W B&1 FULL COLOR

Dbl. Page Spread 8,122.80 8,952.80 10,902.80

Full Page 4,061.40 4,476.40 5,451.40

2/3 Page 2,707.60 3,122.60 4,097.60

1/2 Page Spread 4,061.40 4,891.40 6,841.40

1/2 Page Island 2,436.84 2,851.84 3,826.84

1/2 Page 2,030.70 2,445.70 3,420.70

1/3 Page 1,353.80 1,768.80 2,743.80

1/4 Page 1,015.35 1,430.35 2,405.35

1/6 Page 676.90 1,091.90 2,066.90

Ear Lug 2,405.35

Front Banner 3,420.70

Outside Back Cover 5,826.05

Inside Back Cover 5,996.54

Inside Front Cover 6,105.57
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AD SIZES FILE SPECIFICATIONS

PUBLICATION SPECS

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

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

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

ELECTRONIC MATERIAL  Electronic 
files (including inserts) must arrive in 
press-ready (high res X1A file) Acrobat 
PDF format (8.0 compatible). When 
saving a file in PDF format ensure all 
fonts are embeded and limit photo 
resolution to 300 dpi. Colour ads 
must be CMYK, RGB images are 
not acceptable. Files must be sent 
electronically by e-mail to  
ads@fbcpublishing.com OR uploaded 
by ftp to vip.fbcpublishing.com 

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

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

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

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

 Trim Size 8.125” X 10.75”

 Binding Saddle-stitched

 Column Depth 10”

 Standard Column Width 2.167”

 Two Columns  4.58”

 Three Columns 7”

 Halftone line screen 150

 Dot gain 20% on SWOP coated

 Printing Heat-set web offset

AD UNIT
*All sizes W x D

NON BLEED  
DIMENSIONS BLEED AD DIMENSIONS

LIVE AREA TRIM BLEED*

Dbl. Page Spread 15.125" x 10" 16.25" x 10.75" 16.75" x 11.25"

Full Page 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

2/3 Page H: 7" x 6.64” 
V: 4.58" x 10"

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

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

1/2 Page Spread 15.125" x 5" 16.25" x 5.4" 16.75" x 5.9"

1/2 Page Island 4.58" x 7.5"

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

H: 8.125" x 5.4"   
V: 3.9" x 10.75"

H: 8.625" x 5.9"   
V: 4.4" x 11.25"

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

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

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

1/4 Page H: 7" x 2.5"   S: 3.333" x 5" H: 8.125" x 2.9" H: 8.625" x 3.4"

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

1/12 Page 2.167” x 2.5”

Ear Lug 2" x 2"

Front Banner 3.875" x 2.25" 4.125" x 2.5" 4.625" x 3"

Outside Back Cover 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

Inside Back Cover 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

Inside Front Cover 7" x 10" 8.125" x 10.75" 8.625" x 11.25"

Business Card  
(Marketplace only) 2.167” x 1”

FULL PAGE

8.125"x10.75"

7"x10"

BLEED

8.625"x11.25"
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TERMS & CONDITIONS
New Accounts  
Transient and new accounts, cash with order. Credit applications are required on 
all new accounts that have not authorized credit card payments.

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

Contracts & Schedules  
Contracts are based on volume committed in advance for a 12-month period.
Advertising not scheduled and contracted for will be immediately subject to any 
rate change. Contracted advertising will be rate protected for 3 months.  
The publisher is not bound by any conditions, printed or otherwise, appearing on 
contracts or copy instructions when such conflict with the provisions of this  
rate card.
Contracts for advertising at other than published rates will not be accepted.  
The publisher reserves the right to hold any advertiser and its advertising  
agency jointly and severally liable for such monies as are due and payable  
to the publisher.

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

Advertising Content  
All copy subject to the approval of the publisher, who reserves the right to reject, 
discontinue, or omit any advertisement or cancel any advertising contract without 
penalty to either party.
Publisher reserves the right to place the word “Advertisement” centered in 8pt 
Helvetica over any paid announcement.

Dollar Volume Discount  
Glacier FarmMedia offers the following dollar volume discounts. These apply to 
gross advertising dollars spent within a 12-month period in any Glacier FarmMedia 
print publication with the exception of the Western Producer, Seed Manitoba, 
Yield Manitoba, Yield Alberta, Prairie Ag Catalogue, Ag in Motion Show Guides, 
Canada’s Outdoor Farm Show Show Guide, AgDealer and Agricole Idéal.

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

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

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

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

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

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

CONTACT INFO
SUBMITTING AD MATERIALS

AD SERVICES CO-ORDINATOR 
Canadian Cattlemen 
1666 Dublin Avenue,  
Winnipeg, MB  R3H 0H1

Phone: 204 944 5765 
Fax: 204 954 1422 
Email: ads@fbcpublishing.com 
FTP: vip.fbcpublishing.com 

ADVERTISING CONTACT

Mike Millar 
NATIONAL SALES REPRESENTATIVE

Phone:  306 251 0011 
mmillar@farmmedia.com


