
N ow, more than eve r, ca t t le fe e d e rs
and cow - ca l f o p e ra to rs a re jo i n i ng fo rces
as fe e d i ng pa rtn e rsto sq u e e ze eve ry
dime out o f a na r row -
ma rgin indust ry. It’s n o t
a new co n cept, bu t i t ’ s
one tha t ge t s i n creasi ng
a t tention as we move
towa rd va l u e - bas e d
ma r ke t i ng. It ma kes
s e nse tha t t h ese tre n ds
go somewha t hand in
ha n d .

O pp o rtun i t i es to ga i n
ex t ra dolla rs a b ove the
we e kl y a ve ra ge fe d -
ca t t le ma r ke t exist fo r
t h ose who are sell i ng
ca t t le tha t a ch i e ve a
m easu red ca rcass
sp e ci f i cation, su ch as
the Ce r t i f ied Ang u s
B eef ® ( C A B® ) brand. Of co u rse, the
U S DA Choice -S e le c t sp read is the first
h u rd le to clea r, and almost ha l f the fe d
ca t t le stu m ble there .

Ma ny astu te fe e d l o t o p e ra to rs ta ke
s ola ce in the idea tha t t h e y can fe e d

b e t te r, more ex p e nsi ve ca l ves t ha t will
re turn pre m i u m s over the ave ra ge price .
I n creasi ng l y, they re l y on higher- q u a l i t y

pla ce m e n t s on feed to
help ensu re tha t t h e i r
i nvest m e n t s do more
t han brea k e ven. T h e
issue is pa rt i cula r l y s ha r p
when infla ted ca l f a n d
feeder prices n ega te the
o pp o rtun i t y to ma na ge
“ commodity” ma r ke t r is k
upon pu rchase of ca t t le .

E n ter the pa rtn e rs h i p
A s m o re fe e d l o t s

co un t on grid pre m i u m s
in their ma r ke t i ng
p ro g rams, they m ust f i n d
a co nsiste n t su ppl y o f
ca l ves t h e y can feed yea r
a fter yea r. W h e t h e r

p ro d u ce rs wa n t to re tain ow n e rship or
s e ll d i re c t l y to the feedlot, they h old the
ca rds — pro ge ny f rom one ra n ch or cow
h e rd, ca p tu red into a system fo r
m ul t i ple yea rs to bu ild a tra ck re co rd of
fe e d l o t and ca rcass p e rfo r ma n ce. 

The si m plest way to crea te thes e
resul t s is a busi n ess re la t i o ns h i p
p o pula r l y ca lled “pa rtn e r i ng,” where
fe e d l o t and cow - ca l f p ro d u cer sha re an
un d i vided ow n e rship in ca l ves and spl i t
a ll cost s a cco rd i ng l y. T h is g i ves b o t h
pa rt i es an inte rest in the we ll - b e i ng of
the ca t t le from pre co n d i t i o n i ng thro u g h
the fe e d l o t and, fina ll y, ha ng i ng in the
pa cki ng pla n t. Pe r ha ps m o re
i m p o rta n t l y, the arra nge m e n t bu ilds
t r ust and co m m i t m e n t.

E le m e n ts o f t r ust
Although grid ma r ke t i ng dema n ds

h i g h - q u a l i t y ge n e t i c p o te n t ial, the
basi cs o f b e e f p roduction st ill d o m i na te .
A s k a ny ca t t le feeder and he’ll te ll yo u
the most i m p o rta n t f i na n cia l t ra i t t ha t
ca t t le can poss ess is s olid health. As
basi c as t h ism i g h t s o und, it’s o ften the
d i vi d i ng line between pro f i t and loss. If
ca t t le are n ’ t p re conditioned pro p e r l y o r
ba cked by a sound minera l fo un da t i o n
a t the ra n ch, they can ma ke fe e d l o t
p ro f i t s sca rce .

As a commercial producer of Angus
cattle, this is not the place to cut

corners; honesty is the only acceptable
policy. If calves advertised as having
“had all their shots” begin to get sick
upon delivery, then the ranch of origin
begins to take on a negative “brand”
image in the minds of feedlot staff.
That does not bode well for future
business between producer and
feeder.  

I f one pa rt y ca n ’ t t r ust the wo rd of t h e
o t h e r, then someone has to los e .
Co nve rs e l y, posi t i ve brand ima ges
a b o und in this busi n ess. Fe e d l o t
ma na ge rs ca n ’ t ge t their ha n ds o n
enough ca l ves t ha t sta rt easil y on fe e d ,
gain ra p i d l y, co nve rt feed effici e n t l y a n d
a ch i e ve pre m i u m s on the ra il. It’s n o t
eas y to hit e ve ry base, bu t pa rtn e rs h i ps
crea ted through trust can ma ke it
ha ppen with time.

S e e dsto ck t i es
Some seedsto ck p ro d u ce rsha ve fo r

ma ny yea rso f fe red “buy- ba ck ”
p ro g ra m s for ca l ves f rom bull - buyi ng
custo m e rs. The co n ce p t has a lso grow n
i n to bre e d e r- i n f l u e n ce sp e cia l sa les a t
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fe e d l o t will pa rtner on 50% of t h os e
ca t t le through the fe e d i ng phase. In
some cas es, add i t i o na l “ i nvesto r ”
pa rtn e rs can be fo und who are pa rt o f
the tradition of t r ust. 

Eve ryone must t r ust the seedsto ck
o p e ra tor to pro cu re onl y ca l ves t ha t will
h old true to brand quality, bro u g h t u p
with acce p ta ble ma na ge m e n t
p ra c t i ces .

Fe e d l o t s a re wo r ki ng their way i n to
sp e ci f i c ma r ke t i ng arra nge m e n t s t ha t
i n clude grid prici ng pre m i u m s and the
su ppl y o f b randed products. T h e y wa n t
to pa rtner on your ca t t le in su ccessi ve
yea rs to ge t s o m e t h i ng pre d i c ta ble tha t
can be bu il t upon for re l ia ble resul t s i n
the areas o f h ealth, growth and ca rcass
va l u e .

I f you wa n t to ge t a h ead in to day ’ s
b e e f i n d ust ry, ta ke another look a t t h e
old West t radition. Be wo rt hyo f t r ust ,
and ge t to know a CAB-lice nsed fe e d l o t
you trust w h e re you can pla ce yo u r
ca t t le .

l i vesto ck a u c t i o ns. It’s j ust go o d
busi n ess s e nse tha t a co m m e rcia l
p ro d u cer will m o re read il y pu rchase bulls
f rom someone who shows co m m i t m e n t
to provi d i ng an outle t for the ca l ves t ha t
t h ose bulls will si re. 

The seedsto ck o p e ra tor is sayi ng ,
“ Ca l ves si red by my bulls a re go i ng to

ha ve add i t i o na l value in the ma r ke t pla ce ,
with this bu il t-in opp o rtun i t y to ma ke
m o n e y over the indust ry a ve ra ge.” It’s
another arra nge m e n t bu il t on trust. Both
pa rt i es a g ree to trust ea ch other to crea te
a va l u a ble pro d u c t t ha t will be wo rt h
pu rchasi ng year after yea r. 

O n ce the seedsto ck p ro d u cer has
pu rchased his custo m e r ’ s ca l ves, he
n e e dsto ha ve a pla ce to go with them.

T ha t ’ s w h e re fe e d l o t s a re ca lled upon to
e n ter the pictu re, often thro u g h
pa rtn e r i ng. 

L i ce nsed pa rtn e rs
S i n ce most busi n ess es o p e ra te wi t h

some limit to their ava ila ble ca p i tal, it
ma kes s e nse tha t the seedsto ck
o p e ration can pu rchase twi ce the
number of i t s custo m e rs’ ca l ves i f a
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