Be aware of change

Whileattending the National Western
Stock S h ow (NWSS) in De nver last year, |
visited in the alley with an old-time
cowboy about the cattle business in
general as wewatched the pen and
carload shows in the Yards. As a good-
lookingpen of three walked by en route
to the showring, we both pulled out our
programs f rom our hip pockets to see
what they were. | remarked that the
calves were really unifom and that the
data also looked good. | could see right
off that | had struck a point of contention
with the cowboy.

A growing business

“You know,” he said, “used to be this
business was pretty simple. All you had
to do was come out hereto the show,
see what bull was made champion, then
go home and use him. Nowadays there
areso many numbers and figures, |
don’t know what to do.”

This littlebit of dialog was brought to
mind afteroverhearinga conversationin
Louisville, Ky., while attending the
Association’s Annual Meeting. While
pa rt of the conve rsation asserted that
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Association members and leaders must
continually guardagainst apathy and
complacency, the re mainder of the
dialog was somewhat critical of
ultrasound technologyand the
Association’s recent adoption of $Value
Indexes. In my mind, | am tryi ngto figure
out just what these
gentlemen we re saying.

At the end of the day
itis fairly easyto stand
on the street comer and
preachthe gospel;
however, it's altogether a
different matter when it
comesto livingit. Itis
easy to expound on the
virtu es of being
progressive, as longas
we don’t have to change
en route.

Reason for today’s success

Wayne Purcell, an ag economist with
Virginia Tech, says per capita
consumption of beef in the United
States was 95 pounds (lb.) in the mid
1970s. Some 30 years later, per capita

“You can either be on
the front end of
change and be the
benefidary of it, or
be on the tail end and

be the victim of it.”

—Thomas Edison
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consumption was 30 Lb. less. Why? The
answer is simple. Beefand beef
products did not meet the wants, needs
or desires of the consuming public.
Almost a quarter of a century later,
consumer inte rest and the public’s
perceeption of beef improved, and, along
with that, demand and
price improved. Why?
The beef industry
changed what it was
producing, and
thousands of new beef
products we re
introduced that better
met consumers needs.
The foremost
consumer of products
produced by the
purebred industryis the
commercial cowman. He
is awa re of changes that
areoccurring and this awareness is
reinfo rced each time he buys ranch
supplies, feed and other necessities
and each time he sells aattle. Prudent
commercial operators have learned that
numbersappearing in boxes on
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registration cettificates and in sale
books have a profo und effect on
bottom-line economics.

We can’t be complacent

So, this being the case, we cannot
clingto the way the “business used to
be.” Technologyand innovation have
changed the beef business and all owed
the American Ang us Association to
develop tools that can assist producers
in identifyi ng cattle that a re profitable.
The champion may be a superb physical
specimen, but unless he is genetically
superiorin those attributes that affect
profit in commercial beef production
and consumer acceptance of beef, his
fame will be short-lived.

Soinstead of beingtraditional in our
thought process, let us look at
technological innovations in a newlight.
Let’s put the science towork forus.

Association President Minnie Lou
Bradley used a quote from Thomas
Edison in her inauguraion speech in
Louisville. It reads, “Change is not
always linear, noris it always painless ...
but change and the evolution of thought
is always inevitable. You can either be
on thefront end of change and be the
beneficiary of it, or be on the tailend
and be the victim of it.”

We live in the United Sta tes of
America. We do have choices. We can
change direction. We can meet
consumer demands. Just do it.



