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by Paul Dykstra, feedlot specialist, Certified Angus Beef LLC

The trusty partner

N ow, more than ever, cattlefeeders
and cow-calf operators arejoiningforces
as feeding pa tnersto squeeze every

dime out of anarrow-
margin industry. It’s not
a new concept, but it’s
one that gets increasing
attention as we move
towardvalue-based
marketing. It makes
sense that these trends
go somewhathandin
hand.

Opportunities to gain
extra dollars above the
weekly averagefed-
cattle market exist for
those who are selling
cattle that achieve a
m easu red ca rcass
specification, such as
the Certified Angus

Beef® (CAB®) brand. Of course, the

As more feedlots
count on grid
premiums in their
marketing programs,
they must find a
consistent supply of
calves they can feed
year after year.

better, more expensivecalves that will
re turn premiums over the ave rage price.
Increasingly, they rely on higherquality

placements on feed to
help ensu rethat their

i nvestments do more
than break e ven. The
issue is particularly sharp
when infla ted calf and
feeder prices negate the
opporunity to manage
“commodity” market risk
upon purchase of cattle.

Enter the partnership
As morefeedlots
count on grid premiums
in their marketing
programs, they must find
a consistent supply of
calves they can feed year
afteryear. Whether

producers want to retain ownership or

USDAChoice-Select spread is the first
hurdle to clear, and almost half the fed
cattle stumble there.

Many astutefeedlot operators take
solace in the idea that they can feed

selldirectly to the feedlot, they hold the
cards — progeny from oneranch or cow
herd, captured into a system for
multiple yearsto build a track record of
feedlot and carcass performance.

The simplest way to create these
results is a business relationship
popularly called “partnering,” where
feedlot and cow-calf producer sharean
undivided ownership in calves and split
all costs accordingly. This gives both
parties an interest in the we ll-being of
the cattle from pre conditioning through
thefeedlot and, finally, hanging in the
packingplant. Perhaps more
importantly, the arrangement builds
trust and commitment.

Elements of trust
Although grid marketing demands
high-quality genetic potential, the

basi cs of beef production still dominate.

Ask any cattle feederand he’lltellyou
the most imporant financial trait that
cattle can possess is solid health. As
basic as thismight sound, it’s o ften the
dividingline between profit and loss. If
cattle aren’t preconditioned properly or
backed by a sound mineral foundation
attheranch, they can make feedlot
profits 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.

If one party can’t trust theword of the
other, then someone has to lose.
Conversely, positivebrand images
abound in this business. Feedlot
managers can’t get their hands on
enough calves that start easily onfeed,
gain rapidly, conve rtfeed efficiently and
achieve premiums on the rail. It’s not
easy to hit every base, but partnerships
crea ted through trust can make it
happen with time.

Seedstock ties
Some seedstock producershavefor
many yearsoffered “buy-back”
programs for calves from bull-buying
customers. The concept has also grown
into breeder-influence special sales at
(Continued on page 60)
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livestock auctions. It’s just good
business sense that a commerdal
producer will more readily purchase bulls
from someone who shows commitment
to providing an outle t for the ca lves that
those bulls will sire.

The seedstock operator is saying,
“Calves sired by my bulls aregoingto
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haveadditional value in the marketplace,
with this built-in opp o rtunity to make
money over the industryaverage.” It's
another arrangement built on trust. Both
parties agree to trust each other to create
avaluable product that will beworth
pu rchasingyear after year.

Once the seedstock producer has
pu rchased his customer’s calves, he
needsto have a place to go with them.

That’s wherefeedlots arecalled upon to
enter the picture, often through
partnering.

Licensed pa rtners

Sincemost businesses operate with
some limit to their ava ilable capital, it
makes sense that the seedstock
operationcan purchase twice the
number of its customers’ calves if a

feedlot will pa rtner on 50% of those
cattle through the feeding phase. In
some cas es, additional “investor”
partners can be fo und who are partof
the tradition of trust.

Eve ryone must trust the seedstock
operator to procureonly calves that will
hold true to brand quality, bought up
with acceptable management
practices.

Feedlots areworki ngtheir way into
specific marketingarrangements that
in cludegrid prici ng premiums and the
supply of branded products. They want
to pa rtner on your cattlein successive
yearsto get something predictable that
can bebuilt upon for reliable results in
the areas of health, growth and carcass
value.

Ifyouwantto getahead intoday’s
beefindustry, take another look at the
old West tradition. Be wo rt hy of trust,
and get to know a CAB-licensedfeedlot
you trust whereyou can pla ceyour

cattle.
A
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