Western Canadian Beef Exporters

Executive Summary

This report is a complete business plan to take steers from weaning to slaughter in order to export the beef to the European Union (EU).  This report is for intuitive producers that are willing to look elsewhere for marketing their beef.  The financial plans are for a wean to finish, slaughter to export, situation for 10,000 head. Interested producers or organizations can use the spreadsheet formulas and adjust the numbers to fit their situation.  Parties wishing to look at overseas markets for beef exports may experiment with smaller numbers and increase exports as more experience and contacts are gained.  This would be the best method of implementing an extensive campaign to enter the European meat market due to changing uncertainties in the world markets.    

This report consists of a complete business plan for Western Canadian Beef Ltd (WestCan).  WestCan is a company that will sell high quality beef into the European Market.  WestCan will purchase 10,000 calves a year from producers in southern Alberta, custom feed them at Western Feedlots Ltd. in High River, Strathmore, or Mossleigh, and then custom slaughter them at Bouvry Ltd. in Fort MacLeod.  The meat will then be sold to a European distributor who will distribute the product throughout Europe.  

This business plan assumes that the bulk of the calves will be purchased at the start of September through to December during the first year of operation; calves will continue to be purchased in the off season.  By the second year WestCan will be operating at full capacity.  The calves will stay in Western Feedlots for 10-12 months until they reach optimal weight when they will be slaughtered into primal cuts and prepared for export.

Canadian beef producers have many advantages compared to the rest of the world.  The access to relatively cheap farmland, cheap high quality feed and a large land base resulting in dispersed herds is an obvious advantage.  Due to a high proportion of barley in the feed the marbling and fat is very white and appealing to consumers.  Canada’s grading standards meet all importing countries requirements; this has created an opportunity for WestCan to explore new markets in Europe.

This business plan includes a human resource, operations, marketing and financial plan.  The human resource plan outlines methods of employment, the number and duties of employees, salaries given to each employee, and outlines the benefits and compensation received.  The human resource plan gives an overall estimation of the management and organizational structure. The operations plan will outline the production strategies and operations budget.  The marketing plan will show WestCan’s marketing strategy as well as an analysis of the target markets and the competition.  Finally, the financial plan includes analysis of possible changes in critical variables and inclusion of the projected cash flow statement, income statement, and balance sheet for the first 10 years of the operation.

WestCan’s venture is favorable due to the fact that there are virtually no capital costs and all assets mature within a year.  Also meat unable to get to Europe can be sold domestically or to the US as “certified hormone-free” beef.  As a last resort the meat can be sold into the regular beef market to recover the company’s costs. WestCan Beef will finance its operations through debt and private investment.  

A total of 16.5 million is required to run its operations. WestCan plans on being a private community owned business raising $11,500,000 of equity capital.  A total long-term debt of $5,000,000 will be borrowed using the cattle and meat inventory as security.  The interest rate on the long-term debt is 8.5% and the loans are repaid annually over a 10-year period. The net income in the first year of business is approximately $3,104,425. The return on equity required is 15%.  WestCan has an IRR of 13.2%. 
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