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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.

In the sweeping, ancient prairie of 
southern Saskatchewan’s Grasslands 
National Park, local ranchers are help-

ing to ensure at-risk species continue to 
call this land home. 

In 2018, the Saskatchewan Stock Growers 
Association (SSGA) partnered with Parks 
Canada to establish a grass bank pilot pro-
ject in the park’s East Block, which hadn’t 
seen grazing in more than two decades. By 
managing grazing on parts of the park and 
their own adjacent pastures, the ranchers 
involved are working to protect 40,000 acres 
of habitat for the chestnut-collared longspur, 
greater sage-grouse and Sprague’s pipit. 

“For the Stock Growers and the ranch-
ing community, it was a significant accom-
plishment to reintroduce grazing on a larger 
scale and to have Grasslands National Park 
recognize the relationship between graz-
ing and healthy grasslands,” says Chad 
MacPherson, SSGA’s general manager. 

The Species at Risk Partnership on Agri-
cultural Lands (SARPAL) program funded 
the pilot. When participating ranchers meet 
the habitat targets for the three species, they 
receive financial compensation and their 
grazing fee on the park is reduced.  

“It’s been well-received by the producers 
and by the park,” says MacPherson, who 

calls the first years of this project “a really 
beneficial partnership.” 

While the early success of this program 
illustrates the value of grazing in conserving 
native prairie ecosystems, it also highlights 

what’s possible when cattle producers drive 
individual conservation projects.  

SSGA’s partnership with Parks Canada 
is just one of its producer-centred ini-
tiatives for grassland and species-at-risk 
habitat conservation. After receiving $2.58 
million in funding from Environment and 
Climate Change Canada through SARPAL 
in 2015, the association launched several 
rancher-driven programs to help protect 
wildlife habitat in the southern part of 
the province.  

SSGA’s goal was to create options that fit 
the needs of individual ranchers and the 
landscapes they work on. Initiatives identi-
fied at the start of the project include term 
conservation easements, habitat manage-
ment agreements, results-based agreements 
and habitat restoration.  

“Over the first five years of the SARPAL 
contract, we entered into conservation 
agreements with approximately 40 differ-
ent landowners or grazing corporations 
on about 250,000 acres of native prairie in 
primarily southwest Saskatchewan,” says 
MacPherson. 

This producer-guided focus on conserva-
tion is what sets SSGA’s programming apart 
from other options. “We’ve described our 
programming as ‘designed for ranchers by 
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PRODUCER-DRIVEN 
CONSERVATION PAYS OFF
Two case studies illustrate the value of putting producers  
in the driver’s seat of conservation projects

By Piper Whelan  ENVIRONMENT

“Most ranchers are 
already doing the 
right thing, or they 
want to be doing 
the right thing, and 
often just small 
modifications to the 
timing or intensity 
of their grazing can 
make a significant 
difference to species 
at risk.”
CHAD MACPHERSON, GENERAL MANAGER,  
SASKATCHEWAN STOCK GROWERS 
ASSOCIATION 

ALUS Canada works with producers on projects ranging from 
riparian area improvement to pollinator habitat.  PHOTO: ALUS 

ENVIRONMENT
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ranchers,’” he says, adding that they were 
developed based on the results of surveys 
SSGA conducted with producers.  

“Most ranchers are already doing the 
right thing, or they want to be doing the 
right thing, and often just small modifi-
cations to the timing or intensity of their 
grazing can make a significant difference 
to species at risk.”  

By conducting a cost analysis, working 
with producers to find answers that benefit 
everyone and financially rewarding their 
efforts, this approach is winning fans among 
participants. 

“Our style of programming is not pre-
scriptive, so we just sit down with them and 
offer them technical support and position 
different options for them to consider on 
how they could adjust what they’re doing to 
benefit the species at risk,” he says.  

A second round of funding from Envi-
ronment Canada came this March, which 
will allow SSGA to continue its partnership 
with Grasslands National Park for the next 
three years. This will also be used to develop 
term conservation easements, which pro-
ducers have indicated they would prefer to 
conservation easements in perpetuity. 

Term easements have been of interest to 
the association since the original SARPAL 
funding. “To be able to do that you need 
to be recognized by the provincial govern-
ment of Saskatchewan to hold easements,” 
MacPherson says.  

“None of the existing agencies that are 
recognized were interested in partnering 
on term easements, so we decided to cre-
ate our own arms-length entity to be able 
to do that for us.” 

SSGA established the Saskatchewan Stock 
Growers Foundation (SSGF) in January 
2020. This charitable foundation and land 

trust is the first of its kind in Saskatchewan, 
and it also fits with the association’s existing 
activities to fund scholarships, help wild-
fire victims and feed hungry families in its 
communities.  

An exciting investment in this new 
foundation came in March, when the 
SSGF was chosen to receive $3.4 million 
from the Weston Family Foundation Prai-
rie Grasslands Initiative. This five-year 
collaborative effort in Canadian grassland 
conservation will be one of the largest in 
the country’s history, covering almost four 
million acres.  

Grasslands National Park, Ducks Unlim-
ited Canada, Nature Conservancy of Can-
ada and Meewasin Valley Authority will also 
receive funding for their efforts in native 
prairie conservation.  

“The focus of the project is to sign con-
servation agreements or term easements 
with livestock producers who own or man-
age native grasslands, including critical hab-
itat for species at risk in southwest Sask-
atchewan,” says MacPherson. “The goal is 
to have 350,000 acres of native grasslands 
under agreement over the next five years.” 

This roughly breaks down to 220,000 
acres under habitat management agree-
ments, 75,000 acres under results-based 
agreements, 50,000 acres managed through 
the grass bank project, 4,000 acres under 
term conservation easements and 2,000 
acres of grassland restoration. 

“It’s nice to have both levels of govern-
ment and now the private sector recogniz-
ing the importance of the ranching com-
munity in conserving grasslands and species 
at risk,” he says. “I take it as a vote of confi-
dence that we are doing things right.” 

Continued on page 28

A greater sage-grouse, one of the 
at-risk species the Saskatchewan 

Stock Growers seeks to protect  
by working with ranchers, 

government and, most recently,  
the Weston Family Foundation  

Prairie Grasslands Initiative.   
PHOTO: SHERRI GRANT
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By Debbie McMillin  MARKET SUMMARY

TheMarkets
FED CATTLE  

Tighter front-end supplies and higher cut-out 
values on both sides of the border have boosted 
fed cattle prices. Although not climbing as rap-
idly as the cut-out value, the Canadian fed cattle 
price saw a $2/cwt increase between late March 
and April 9. The second week of April saw a 
fed steer average of $150.82/cwt on light trade. 
The April 9 average is just over $2/cwt higher 
than the same week in 2020; however, April of 
2020 experienced packing plant disruptions 
throughout North America. When compared 
to the pre-2020 five-year average for mid-April, 
the 2021 price is $20/cwt lower. 

After a slow seasonal decline, the aver-
age steer carcass weight jumped again 
in early April to a weekly average at 948 
lbs., 46 lbs. higher than the same time 

last year. The additional pounds coupled 
with larger slaughter rates have fed beef 
production up nine per cent through the 
first quarter of the year when compared 
with the first quarter of 2020. In Canada, 
a total of 398,737 head of fed steers had 
been slaughtered in the first thirteen weeks 
of 2021, an increase of one per cent. The 
rise in heifer slaughter was even larger, up 
17 per cent to 268,307 head. Exports of live 
fed cattle, including fed cows, are down 10 
per cent to 119,554 head.   

FEEDER CATTLE  

High feed costs, low first-quarter fed prices, 
poor spring moisture conditions and a 
bearish projected planting report have set a 
tough tone for the feeder market. However, 

even though there are plenty of negatives for 
the feeder market to overcome, the futures 
market continues to support feeder prices. 
Higher feeder and live cattle deferred future 
prices for 2021 have improved the overall 
tone of the market and the outlook for the 
placed-against months. 

The 550-lb. feeder price held steady, sitting 
at $228.20/cwt on April 9, which is $12.86/
cwt higher than the same week last year. 
Heavier feeders have strengthened slightly 
since the end of March, with 850-lb. feeder 
steers up $1.79/cwt to average $180.79/cwt 
the second week of April. This is up $20.40/
cwt from the same week in 2020, although 
last April did see very turbulent markets at 
the start of the pandemic. When looking 
back to 2019, the 850-lb. average was down 
$1.80/cwt. The 850-lb. feeder basis has wid-
ened in recent weeks. The basis was -$4.08/
cwt as of April 9. 

Exports of feeder cattle to the U.S. are 
considerably lower to date. Through the 
first quarter of 2021, the number of feeder 
cattle that moved south totaled 16,331 
head, down 54 per cent. 

NON-FED CATTLE  

Mild weather through March and April 
have kept calving losses at a minimum 
across the Prairies. This, coupled with a 
smaller Canadian cow herd, has meant 
tightening cow supplies. Prices through 
March traded mostly in a range of $86.00-
87.50/cwt. Since the end of March D1,2 
cow prices have started to make their sea-
sonal climb. As of the second week of April, 
the D1,2 average was $88.75/cwt, which is 
$4.05/cwt under the same week in 2020. 

Cow slaughter as of April 3 was down 15 
per cent with a total of 118,158 head killed. 
Bull slaughter is up 34 per cent at 3,671 head. 
Overall, through the first quarter of 2021 non-
fed production was down 14 per cent.

Butcher bull prices have climbed from 
$104.82/cwt at the end of March to an aver-
age of $107.93/cwt the second week of April. 
Exports of live butcher bulls to the U.S. are 
down 15 per cent to a total of 5,412 head.  c

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

FED OUTLOOK 
Continued uncertainty around COVID-19 
cases, restrictions and vaccination 
rollout plagues the cattle market. 
Fundamentally, the market is in good 
shape to set spring highs over the next 
few weeks as supplies are tightening, 
set-aside cattle have been cleaned up, 
beef demand continues to be strong and 
grilling season is ahead of us. 

However, the third wave of COVID-19 
has been o�cially announced and at 
the time of writing restrictions in many 
provinces are once again being added, 
with foodservice and employment 
changes having an impact on consumer 
spending. In contrast to Canada, many 
U.S. states have dropped restrictions and 
are operating in a more normal fashion. 
This should help support Canadian prices 
as well as potentially increase export 
demand. As we move through the second 
quarter hopefully COVID-19’s e�ects will 
be limited and beef will continue to see a 
seasonal rally. Expect higher prices in the 
near term, however, as any disruptions in 
the supply chain or additional restrictions 
may be limiting factors.   

FEEDER OUTLOOK 
Demand for lighter classes of feeder 
cattle will be strong in the coming weeks 
as grass turns green and buyers �ll 

orders. Any additional spring moisture 
would be welcomed by the market as 
pastures in many areas are dry and 
spring runo� did not �ll dugouts as 
much as usual. 

The spread between heavy cattle 
and grasser classes will widen in the 
near term as buyers look to optimize 
sale dates later in the third and fourth 
quarters and avoid the sluggish seasonal 
fed trend through the summer. In the 
near term, demand for grass cattle 
coupled with strength in the deferred 
futures will support and strengthen light 
classes of feeder cattle. Heavier cattle 
should trade in more of a sideways 
pattern as we move through the spring. 

NON-FED OUTLOOK 
In general, the second quarter is where 
the cull cow highs tend to be made 
as supplies tighten just as consumers 
gear up for grilling season. In addition to 
seasonal grilling demand, ground beef 
sales have been strong over the past 
year as more consumers are cooking 
at home. If processers can continue 
to operate and keep fed cattle moving 
smoothly through the system without 
COVID-19 issues, cow space will be 
available, supply should be modest and 
prices seasonally higher as the demand 
for trim and grinding products is strong. 

  DEB’S OUTLOOK
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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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TALKING ABOUT FINANCES · MANAGING GRAZING · GRAZING FORAGE MIXTURES

RESPECT 
UNDERPINS 
CAREER IN
CATTLE 
BUSINESS

Brian Good,  
Red Deer, Alberta
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Look for 

inside this issue on page 33

BEEFWATCH

CRAFTING A NEW MEAT BUSINESS
Trish and Greg TetzThree Hills, Alberta

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

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

94%
Pick up useful ideas

40%
 

Make changes to their 
operations

62%
Retain copies for  
future reference

2
0

2
1/

2
0

2
2

 M
E

D
IA

 K
IT #193% 

of readers prefer to access  
the magazine by print

RANKED

Beef magazine  
by  beef  

producers

From the Ipsos  
Ag Communications Review 2017:



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

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

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) 

ISSUE DATE DEADLINE 2022  EDITORIAL SUPPLEMENTS/FEATURES

January 3  December 3  Calving and Calf Health

January 31  December 29  Herd Management

February 28  January 29  Spring Management  Forage and Grassland Guide (ROP)

April 5  March 4 Forage

May 2  April 1 Range and Pasture  Trucks and ATV Focus

June 6  May 6  Range and Pasture  Ag in Motion Livestock Central Show Guide

August 8  July 8  Marketing  Auction Market Directory / Stock Buyers Guide

September 5  August 5  Animal Health  Custom Feedlot Guide

September 26  August 26  Fall Management  Forage and Grassland Guide (ROP)

October 17  September 16  Feeding for Profit Trucks and ATV Focus

November 7  October 7  Winter Management

December 5  November 4  Breeding Management Equipalooza

   (year end review)
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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.

ADVERTISING
OPTIONS

AD RATES
Rates effective as of March 1, 2021

$9.86/agate line   B&1 Colour: $415.00   B&3 Colour: $1,390.00

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

Full Page 3,360.00 3,710.00

2/3 Page 2,240.00 2,590.00

1/2 Page Spread 3,360.00 4,060.00

1/2 Page Island 2,016.00 2,366.00

1/2 Page 1,680.00 2,030.00

1/3 Page 1,120.00 1,470.00

1/4 Page 840.00 1,190.00

1/6 Page 560.00 910.00

$8.00/agate line   B&1 Colour: $350.00

AD SIZE B&W B&1 FULL COLOR

Dbl. Page Spread 8,282.40 9,112.40 11,062.40

Full Page 4,141.20 4,556.20 5,531.20

2/3 Page 2,760.80 3,175.80 4,150.80

1/2 Page Spread 4,141.20 4,971.20 6,921.20

1/2 Page Island 2,484.72 2,899.72 3,874.72

1/2 Page 2,070.60 2,485.60 3,460.60

1/3 Page 1,380.40 1,795.40 2,770.40

1/4 Page 1,035.30 1,450.30 2,425.30

1/6 Page 690.20 1,105.20 2,080.20

Ear Lug 2,453.46

Front Banner 3,489.11

Outside Back Cover 5,942.57

Inside Back Cover 6,116.47

Inside Front Cover 6,227.68

2
0

2
1/

2
0

2
2

 M
E

D
IA

 K
IT



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.

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
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