
linescargo
t h e  c a r g o l u x  n e w s m a g a z i n e 1 • 2 0 0 4

picture pefect
letter from brazil
prarie dog days

...



RIE DOG DAYS
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The meat shipments travel from Luxembourg to
Paris. Mr. Bouvry's brother, Alain, lives in Paris and
distributes the shipments throughout Europe, but
mostly to Sweden, Italy and France. The two men
built up the business over the last 24 years. 

Also ran 

While mad cow disease has not really affected
Mr. Bouvry's exports to Europe, it has devastated
the province of Alberta, says Gary Ausmus,
Cargolux's representative in Calgary. 

The discovery of a single case of mad cow disea-
se on 20 May 2003 crippled Canada's $7.7 billion
year beef industry. It led to an immediate world-
wide ban on all Canadian beef exports. 

Before the ban, Canada was the third largest
exporter of beef in the world after Australia and
the United States. Immediately following the ban,
Canada's beef exports fell to zero from $4.1
billion.

Alberta suffered the most. It had been exporting
$160 million per month as of April 2003. The pro-
vince is home to 5.7 million cattle, or 39% of
Canada's herd. While the U.S. also faces a ban
on its beef exports following the discovery of
infected cattle in Washington State in December,

P R A R I E  D O G  D A Y S

Mr. Bouvry operates ranches in Alberta,
Saskatchewan, Manitoba and Montana. His
slaughterhouse, 2 hours south of Calgary, is one
of the largest in North America. He is Canada's
largest exporter of alternative meats, which inclu-
de bison, elk, horsemeat and ostrich. He flies 150
tons of meat to Europe each week. About half
travels through Luxembourg. 

The shipments traveling through Luxembourg are
all fresh meat, either boxed or quartered. Last
year, the Luxair CargoCenter installed special
handling facilities that meet the European Union
requirements for hygiene and enable it to trans-
fer hanging meat from aircraft to truck.

"The facilities built for us in Luxembourg were
attractive," Mr. Bouvry says. "We appreciated
that someone wanted to take care of this busi-
ness. It is working very well. We have done more
business than we anticipated through
Luxembourg because of the high quality of servi-
ce there." 
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"Our meat exports to Europe have not been affected
by mad cow disease," says Claude Bouvry of MacLeod,
Alberta. "Our business to the United States has suffe-

red but to Europe, it's been stable." 
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its export markets aren't as critical as they are to
Canadian producers. Canada exports more than
60% of the beef it produces, while U.S. exports
make up only 10% of total domestic production. 

Almost all of Canada's exports of live cattle (99%)
and the majority of its beef exports (85 %) go to
the United States. "All those live animals that cros-
sed the U.S. border have stopped," Mr. Ausmus
says. "We now move on only prepared or slaugh-
tered meat from animals younger than 30 months
of age. Truckers have no business. Ranchers have
no business. Cattle older than 30 months are just
something to look at while driving down the high-
way."

Farmers have had to reduce exports and slaugh-
ter fewer animals. As of 1 January 2004, they held
a record 14.7 million head of cattle on their
farms. This was 1.2 million more than they had at
the same time one year earlier. They are paying
hundreds of thousands dollars to feed these ani-
mals.

Filling in 

The void in the market created by the absence of
the Canadian and U.S. beef is being filled by
other countries. The volume of Argentinean beef
exports rose 18% compared with 2002 levels, to
184,441 tons. Brazil exported 44% more beef last
year, 620,117 tons. Uruguay exported 182,987
tons, an increase of 23%. 

"Exporters in Brazil and Argentina are making the
market quite competitive," says Mr. Bouvry. "It is
good that we have Cargolux to help us deliver a
good product. We have a clear and open coun-
try and we are able to bring a high-quality pro-
duct to the European market. We work with
Cargolux because they give us good service and

because they concentrate on cargo. It's not a
surplus business with them as it is for the passen-
ger airlines."

It's not all black, or is it? 

"Mad cow has decimated the cattle business in
Alberta," Mr. Ausmus says. "But the oil business
here is booming. Fuel prices are high, driven by
the activities in the Middle East. The high price
means companies are willing to spend money to
explore for more oil. Here in Alberta, they're
drilling nearly 30 wells per day. 

"With our domestic oil and gas business doing
well," Mr. Ausmus continues. "Companies can
venture overseas. This effects our business. We fol-
low the oil and gas companies. Cargolux carries
ugly cargo and that makes us attractive to them." 

No rest for the weary 

What will the cattlemen do while the oil barons
sip champagne? Counselors are advising them to
decrease their production costs by 5 percent
over the next three years. This will be difficult. The
cost of doing business is likely to rise $5 per hun-
dredweight for slaughter cattle and $10 per hun-
dredweight for feeder cattle because of the
additional testing, inspection and segregation.
Meanwhile, futures for these animals are going
down and are expected to drop an average of
16% during the coming year. 

At the same time, the Canadian dollar is growing
stronger. Some producers are beginning to sell
some of their land in anticipation of harder times.
On the other hand, the depressed prices for catt-
le and land is making Western Canada more
attractive to farmers in Europe seeking to move
to North America.
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