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The World is a Big Place 

ÅCanadian beef finds valuable homes in 

over 71 countries around the world in 

2013 

ÅOur beef trades in all markets 

positioned and accepted as a high 

quality product  

ÅOur beef also needs to be able to 

compete and be positioned as a strong 

value ï this drives long term loyalty 

and repeat business  

ÅWe need to compete and find the fits 

that drive value and break out of the 

pure commodity nature of global trade  
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So are the Niche Markets  
Some Quick Niche Facts  

ÅThe Halal Market in North America 
represents over 10 million consumers, 
globally it represents 1.62 billion* 

ÅOur single largest export market is California 
with over 14 million Hispanic consumers  

ÅThe average US Hispanic consumer will eat 
more than three times as much beef as the 
average Canadian consumer 

ÅThe most popular cut in Japan is the  Chuck 
Eye, used in both BBQ and Shabu Shabu 
preparations  

ÅIn Japan the average consumer will eat 13 
kg of beef per year but 27kg of seafood  

 

*Agriculture Canada Halal Food Trends 2011 

* 
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Canada Exports 45% of our Beef Production 

ÅCanada is dependant on our ability to 

meet the demands of export markets  

ÅWhile the majority of  our exports currently 

go to the US, increased demand and 

trade access opportunities in the Middle 

East and Asia are providing more 

opportunity to grow in these markets 

ÅCanadaôs beef exports are growing, last 

year our international demand index grew 

by 6% in 2013* 

 
 *Canfax 
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Canadaôs Disposition of Exports 

ÅThe vast majority of beef exported 

from Canada was in the form of 

fresh beef cuts and fresh trim  

ÅThe value of beef exported from 

Canada exceeded $1.3 billion in 

2013 

ÅOffal exports remain an important 

contributor to overall carcass value  
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Finding the ñRight Customer for the Right Cutò 

ÅBuilding a strong trade relationship based on understanding and value 

means insuring you take a ñconsultative approachò listening for the need and 

understanding how Canadian beef can fit.  

 

ÅBrand Differentiation  

ÅBusiness Development and Segmentation  

ÅProduct and Industry Image  

ÅStakeholder Connectivity and ROI  

 

ÅAchieved through a conscience effort to: Connect, Consult, Communicate 

and Collaborate    
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It is Competitive! 

ÅTo be successful you need to have 

a ñTechnical edgeò ï something that 

makes your product stand out and 

demand a premium 

 

 

ÅFor Canadian beef it is the CBA  

   The Canadian Beef Advantage 

 

A set of verifiable standards and 
processes that insure quality, safety 
and assurance in our beef for clients 
both here at home and in our export 
markets   
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Canada is the second largest country in the world 

and has an abundance of fresh water and wide 

open spaces 
ÅThe natural environment supports the safety and wholesomeness of Canadian beef 

and veal 

ÅProvincial and federal laws protect the natural environment 

ÅCanadian cattle producers respect the natural environment and recognize that our 

future depends on ensuring sustainable production by taking care of the land 
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Canada has internationally recognized 

livestock genetics 

ÅCanadaôs cooler climate does not limit the selection of breeds to those 

who can tolerate high heat conditions 

ÅThe Canadian industry utilizes mostly Bos taurus genetics which include 

Angus, Charolais, Hereford, Simmental and Limousin breeds 

ÅCanada exports beef cattle genetics to over 100 countries around the 

world 
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Canada is a world leader in feed grain 

production including barley, wheat and corn 

ÅHigh quality feed grains enable Canada to produce well marbled, flavourful 

and tender beef with white colored fat 

ÅCanada produces more than 50 million metric tonnes of high quality feed 

grain each year  
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Canada/USDA use Identical Marbling Scores 

in their Grading Systems 
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Grading Standard Advantage 
ÅOur Grading Standards clearly demonstrate advantage and often act as the 

door opener for more engagement  
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Understanding the Carcass Cut Out and 

Narrowing the Scope 
Undervalued cuts hold our industry back from reaching its potential ï finding 
the fit with the right client is the key ï ñNiche Marketingò  

 

The Usual Suspects:  

ÅTrim ï 50ôs and 85ôs  

ÅTri  tips 

ÅOutside skirts 

ÅChuck Rolls  

ÅShoulder Clods 

ÅRibs (Heavyôs)  

ÅBriskets  

ÅBlade meat  
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Letôs Look at Some Markets ï Canada   

ÅOur biggest and most secure 

market, Canadians love Canadian 

beef and have a strong emotional 

connection to our beef and the 

brand is in place and growing 

ÅOur product mix sold in Canada is 

relatively tight ï ground beef still 

rules the meat case as an 

affordable and accessible meal 

option  

ÅMiddle meats are the other key 

component and drive the value 

ÅIn times of high prices other options 

are on the radar 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=qi7433PP0CfwGM&tbnid=aQi8M61JR_w-jM:&ved=0CAUQjRw&url=http://dougpete.wordpress.com/2014/01/29/provincial-and-territorial-stereotypes/&ei=NHW5U-mHFM3yoASfkYEw&bvm=bv.70138588,d.cGU&psig=AFQjCNEecmYrY4grQ3ukft1eJptT3LGztg&ust=1404749483003428
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The Trail to Success: 

began with Food 

Service in 2006 
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Sirloin Flap Gains a Foothold at Retail with 

IGA Quebec 2010 
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Adding New Retailers 

and HMR Concepts 
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Federated Co-op and the  

Canadian Beef Producer 

Federated Co-Op - Jackson Video.mpeg
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The USA  

ÅOur largest export customer  

ÅAn export destination familiar with 

Canadian beef but in many cases 

not educated around the attributes  

ÅEthnically diverse with massive 

ñNiche marketsò that can be 

capitalized on 

ÅA very strong destination for middle 

meats, chuck cuts, briskets, trim, 

and thin meats 

ÅThere are some very unique 

opportunities to find niche markets 

   

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=v0Rx2w-mjTtNAM&tbnid=KRPz5jkS738NmM:&ved=0CAUQjRw&url=http://www.pinterest.com/pin/307652218266444360/&ei=ZXW5U8rmPM3zoAS-7oD4Bg&bvm=bv.70138588,d.cGU&psig=AFQjCNF6lYueiUZfSBlB-_Upaa3HLfSuKw&ust=1404749523036810
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Getting to know youé 

ÅStarts with qualifying the right client (priority 

markets for priority products) 

ÅMakes finding the common sweet-spot 

possible 

ÅMeans immersing clients in the Canada Beef 

Advantage (CBA) 

ÅResults in partnered relationships that yields 

good business! 
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Origin of the Bullit* 

ÅMorton IL further processor and cooker looking 

for Pot Roast options 

ÅPacker grinding undervalued cut at the plant 

 

ÅPerfect size and quality attributes for 2-3 person 

meal cooked Pot Roast 

ÅPrice point ï optimal for client / higher than grind 

value for packer  = win / win 

Å Purchased 266K lbs. in first 6 months 

ÅClient became victim of their own success and 

drove pricing up more than 100% in the first year 

 

*Superficial digital flexor - pelvic  
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The Value of Hispanic Markets 
 

ROI from an maximizing an export market goes beyond invoice price. 

The following aspects can impact the net benefit from an export partner: 

ÅVolume potential 

ÅLogistic efficiencies 

ÅImport / export regulatory environment 

ÅA positive effect to Canadian consumption patterns. 

ÅA positive effect on effect on Canadian beef inventories. 

 

 

 

US Hispanic Population. 

Geographical Distribution 

 

Hispanic cuts.  

Limited Demand in Canada 
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Hispanics, a Driving Force in the US Economy 
ÅUS Hispanic Market, a nation on its own, >40 million 

ÅHispanic beef consumption is 3 times higher when compared to the 

average North American families 
 

ÅChucks ï Clods ï Skirts fit most Hispanicôs culinary preferences 

although South Americanôs prioritize round cuts. 

 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=8reZqlZGOFkEAM&tbnid=aGcCog6XAKJl8M:&ved=0CAUQjRw&url=http://www.21food.com/products/beef---chuck-roll-neck-off-(3-bags---box)-235688.html&ei=2BurU5XSFMn4oATmpYCYBw&bvm=bv.69620078,d.cGU&psig=AFQjCNFbpu4FrdqAgRPlKcX0WMsHaHdVsA&ust=1403809104498997
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Building Awarenessé 

Causing Demand 
ÅFoodamental Studio 

ÅNRA stage 

ÅExpanding credibility 

ÅEducating the willing 

ÅCBA 
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Mexico  

ÅMexico our 4th largest market with a 

population over 120 million 

ÅAn important market that is building 

status economically and has a 

positive climate for trade with 

Canada 

ÅCanadian beef is positioned as a 

premium product and has 

developed a strong following based 

on a clear understanding of the 

CBA by key clients 

ÅStrong market for chucks, clods, 

thin meats, offal, and hip cuts  

 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=tTTVuPhtogk76M&tbnid=NG9UfyhKepgzwM:&ved=0CAUQjRw&url=http://openclipart.org/detail/17215/mexique-politique-by-laurent&ei=zna5U6PjHo7-oQT7o4LIBQ&bvm=bv.70138588,d.cGU&psig=AFQjCNFE5yfID4zCYB2KHyj0G-K8sc3evg&ust=1404749830222185
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CBI Mexico Retail Programs 
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CBI Mexico RT MDPôs  

RT  - ñBafar ï Carne-Martò 
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CBI Mexico Retail and Value added ñArteliò 

ñLos Asadosò Arrachera ï Agujas Nortenasò 
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Value Added ñGrill Masterò 

Marinated Skirt Distributor  - ñSAGA, INC.ò 
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ÅHispanic markets allows Canada to capture better value than trim for those 

products who lack domestic demand 

A Driving Force for Canadian Beef Value 

2011 

Exports to 

Mexico 

(tonnes) 

2011 Export 

value to 

Mexico 

(Million C$) 

2011 Average 

beef export 

price to 

Mexico 

(Canada) 

C$/Kg 

2011 Average 

regular trim 

value (Canada) 

C$/Kg 

Approximate 

value 

contribution 

from Mexico 

(Million C$) 

% Value 

added 

contribution 

Mexico 

31,548 149,000 4.72 3.69 32,494 21.8% 
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Japan  

ÅA strong, high value market for 

Canadian beef  

ÅHighly dependent on imports this 

island nationôs consumers focus on 

quality and safety as drivers for 

purchase 

ÅWhile beef is not the primary 

protein in Japan, as with many 

Asian nations it is a status protein 

ÅGiven Japanôs use of barley as a 

primary feed source for domestic 

beef it puts Canadian beef in a 

positive light 
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Promotion in Japanôs Supermarket ñKanehideò 

New branding by region ñRockyò and ñMapleò 

BBQ events cooperated with retailers are Japan officeôs continuous marketing activity.  
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Merchandizing in Supermarket ñKanehideò 

Japanese main items  Chuck eye roll for  one pound steak and beef tongue 
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Taiwan  

ÅSimilar situation to Japan, an island 

nation with an affluent population 

looking for high quality protein 

ÅCooking styles dictate a different 

mix of products ï grilling is more 

popular than China  

ÅMiddle meat (tenderloin, rib eye) 

are popular items and make there 

way into regular meal planning  

ÅSmaller portions and attention to 

merchandizing by the retailer are 

hallmarks of this market 
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Retail Promotion   

CitySuper in Taiwan 

Canada Beef branding materials were well utilized in display   

Canada Beef Tenderloin and Sirloin were used in chef demonstration and cooking class 
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Store Merchandising in Citysuper  
Items on shelf are Top Blade (steak cut, shabu 
shabu slice, stri fry strips) 
Short Rib BL (yakiniku BBQ slice, Steak cut, 
shabu shabu slice) and Short plate slices. 

Items at butcher counter 

are Rib Eye, Strip Loin, 

Short Rib, Tenderloin 
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China  

ÅArguably the worlds biggest protein 
marketplace  

ÅBeef is truly a status symbol protein  

ÅCooking traditions offer a strong 
opportunity for less tender cuts  
(i.e. hotpots) 

ÅThe restrictions around 
Ractopamine mean both challenge 
and opportunity for Canadaôs Beef 
industry 

ÅOur team in China has made strong 
headway in identifying and 
segmenting market opportunity for 
Canadian beef    
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Beef Seminar in Guangzhou 

Canadian Beef Eye of Round 

Canadian Beef Rib Eye 

Canadian Beef Chuck Roll 
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Beef Culinary Seminar ï  

Chinese Food Service Shanghai 

Canadian Beef Eye of Round 

Canadian Beef Tenderloin 

Canadian Beef Chuck Roll 
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These are markets that have strong 

potential for growth driven by both the 

competitive opportunity as well as 

trade agreements that create export 

potential.  

ÅEurope  

ÅMiddle East 

ÅSouth East Asia (Philippines, 

Singapore, Malaysia) 

Emerging Markets 
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http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=9kugvaFAXKSqEM&tbnid=_IUlW3Q0v-oTAM:&ved=0CAUQjRw&url=http://cnx.org/content/m13082/latest/&ei=Nne5U9PTKci6oQTB3oDwDA&bvm=bv.70138588,d.cGU&psig=AFQjCNF6-smJlfXFrx7rwwi7mpIxekTcuQ&ust=1404750000710650
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Opportunity for Growth in Emerging Markets 

ÅMENA and the EU represents a 

growing and expanding export 

market for Canadian beef and 

veal products 

Å Total beef in MENA in 2013 was 

valued at $5.57/Kg.  Premium 

markets see value levels at 

$10.81 Kg (Saudi Arabia) and 

$8.36 Kg (UAE) 

Å Total beef to EU in 2013 

represented $8.72/kg Canadian.  

Premium markets see FOB 

price values increase 

significantly (Italy $11.94/kg, 

Netherlands 12.32/Kg, France 

$10.61 to $12.03 /Kg) 


