
Family ranches are often handed 
down to the next generation, but there’s 
nothing typical about the legacy Seane 
and Tom Jones are rebuilding.  

Stepping into an established cattle 
business wasn’t an option when the 
couple returned to her family’s ranch in 
2007. It takes extra focus to bridge across 
decades with no cattle or herd plan, but 
the Joneses did just that: They started 
from scratch. 

Her grandfather Josiah Dillard 
founded the original ranch in the late 
1800s, before Oklahoma was granted 
statehood. It was then that he registered 
the J-D brand, back when cattle were 
still shipped by rail to Kansas City and 
Chicago. Josiah’s son James ran the 
operation next, doing business as the J-D 
Ranch. 

As a child, Jones says her family 
raised mostly Hereford cattle, though 
her father introduced Angus and other 

breeds through the years. After he passed 
away, her mother and sisters continued 
the business, but the focus shifted away 
from cattle. 

Today, the Joneses operate the J-D 
Claypool Ranch near Ringling, Okla., on 
a portion of the original Dillard Ranch. 

“When we returned, there were no 
cattle,” Jones says. “The brand is the 
same, but the cattle are new.”

Those years away from the ranch 
created time for a new investment, 
horse racing; however, contemplating 
retirement, the idea of leisure just didn’t 
suit. 

“I’ve never been one to want to do 
nothing,” Jones says. “Cattlemen don’t 
retire; the land always needs working. 
There is always something to do with 
cattle, so it seemed like the perfect fit.”

Considering today’s unprecedented 
cattle prices, the idea of new beginnings 
could seem overwhelming. For the 
Joneses, it meant keeping the J-D 
heritage alive. 

“It was an opportunity for a fresh 
start,” Jones says. “I’ve always loved 

cattle, and if I was going to make this 
work, we needed to bring cattle back to 
the ranch.”

Starting with Angus
Angus cattle were the logical choice. 

Given market demand and consumer 
appeal, other breeds seemed lacking. 

“We took a deep look and analyzed 
the market before selecting Angus,” 
she says. “When the fast-food chains 
promote ‘Angus,’ and everything is 
Angus, why wouldn’t we target that 
market? It’s what the consumers want.” 

Yet the Joneses weren’t just going 
for any Angus cattle or beef. They 
planned to target the Certified Angus 
Beef ® (CAB®) brand. They applied their 
knowledge of evaluating horse pedigrees 
and statistics to their budding cow herd. 
Adopting the genetics and the emerging 
genomic data of the breed, they utilized 
the Angus database of expected progeny 
differences (EPDs) to make selections. 

“When looking at it from a business 
standpoint, the Angus breed offers the 
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Starting from Scratch

Story & photos by KATY KEMP, 
Certified Angus Beef LLC

Oklahoma ranch gets modern makeover.
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most information and market share,” 
Jones says. “Accuracy matters, and I 
feel comfortable with the database.” 

Growing up, such informational 
tools were not available.

“Your eye and preference was 
all you had,” she says. “Cattle were 
weighed on the rail and, other than 
that, you didn’t have a lot of data 
to go off of except what notes you 
took about which cows had difficulty 
calving.” 

With the convenience and 
reliability of genetics, not only has 
Jones eliminated calving difficulties, 
she’s improved other traits. Like most, 
she wants it all. The cows need to be 
fertile, docile and raise a healthy calf 
that will put on pounds. 

Evidence suggests the ranch’s 
approach to selection and evaluation 
is working. A few short years into an 
industry they once thought was in 
their past, the Joneses are producing 
profitable genetics on that historic 
land. 

Utilizing the GeneMax® (GMX) 
Focus™ genomic test from Certified 
Angus Beef LLC (CAB) and Zoetis, 
they established high standards for 
replacement females: score 90 or 
higher out of the 99 possible. 

“We are commercial producers 
first and foremost,” Jones says. “We 
need a live calf on the ground, but 
after that I want the calf to be the 
best it can be. I want to get the best 
returns I can for each and every live 
calf.”

With strict culling and GMX 

results on multiple generations, 
she says most replacement heifers 
average a score of 95. Confident 
in their genetic base, they pay 
more attention to convenience 
traits. 

“Now that I know the genetics 
are there, I can focus on things 
like docility, and I can get pickier 
on phenotype,” she says. “I don’t 
have to pick between the pretty 
one and the high-scoring one 
anymore. I can pick the best 
looking, knowing she is already 
high-value.” 

Jones places a lot of emphasis 
on genetics and accuracies. She’ll 
be the first to tell you there’s 
no reason to believe a “heifer 
bull” can’t provide superior 
performance and carcass traits all 
in one. She’s seen the change in 
cattle over time.

“It used to be you had to pick 
between performance, carcass or 
calving ease. Why go backward? 
I want high-quality replacements 
that can do it all — great cows and 
great genetics.” 

GeneMax helps them zero in 
on those cattle.

By selecting Angus, the Joneses 
were off to a good start in the 
cattle business, but building a 
legacy requires the drive to go 
above average. 

“I love putting heifers into 
production,” Jones says. “Finding 
the ones that are best suited for 
this land is half the fun.”

What started as a plan to 
continue a tradition is moving 
on to where they can leave their 
own mark on the industry. The 
cattle carry the same J-D family 
brand — along with traits that fit 
today’s market. Pairing current 
technology and genetics updates 
a legacy that can bridge into the 
next century. 

Editor’s Note: Katy Kemp is an industry 
information intern for Certified Angus 
Beef LLC.
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Evidence suggests the ranch’s approach to selection and evaluation is working. A 
few short years into an industry they once thought was in their past, Seane and Tom 
Jones are producing profitable genetics on that historic land.

With the convenience and reliability of genetics, not only has Jones eliminated calving 
difficulties, she’s improved other traits. Like most, she wants it all.

“We are commercial 

producers first and foremost. 

We need a live calf on the 

ground, but after that I  

want the calf to be the best  

it can be. I want to get  

the best returns I can for  

each and every live calf.”

                           — Seane Jones


