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by ALLEN MOCZYGEMBA, CEO, American Angus Association

2016 OFFICERS
Jim Sitz, president & chairman of the Board, 
Montana; cell: 406-925-9888; jimsitz1@ 
gmail.com; sitzangus@gmail.com • Charlie Boyd 
II, vice president and vice chairman of the Board, 
Kentucky; cell: 606-584-5194; cboyd2@
maysvilleky.net • Kevin Yon, treasurer, South 
Carolina; cell: 803-622-4140; kyon@ 
pbtcomm.net; pkevinyon@yahoo.com

2016 BOARD OF DIRECTORS
Terms expiring in 2016 — Tom Burke, Missouri; 
cell: 816-853-2697; angushall3@earthlink.net • 
John Elbert Harrell, Alabama; cell: 334-524-
9287; jhnharrell@gmail.com • Leo McDonnell Jr., 
Montana; cell: 406-780-0176; leomcd@ 
hotmail.com • John Pfeiffer Jr., Oklahoma; cell: 
405-880-0862; pfeiffer@agristar.net • Kevin Yon, 
South Carolina; cell: 803-622-4140; kyon@
pbtcomm.net; pkevinyon@yahoo.com

Terms expiring in 2017 — Jerry Connealy, 
Nebraska; phone: 308-544-6552; jsconnealy@
gmail.com • David A. Dal Porto, California; cell: 
925-250-5304; dplangus@aol.com • John F. 
Grimes, Ohio; cell: 937-764-1198; mcfarms@ 
cinci.rr.com; grimes.1@osu.edu • James W. 
Henderson, Texas; cell: 940-585-6171; 
jwhenderson@hughes.net • Dave Nichols, 
Iowa; phone: 641-369-2829; dave@
nicholsfarms.biz

Terms expiring in 2018 — James S. Coffey, 
Kentucky; cell: 859-238-0771; james@
branchviewangus.com • Chuck Grove, Virginia; 
cell: 816-390-6600; chuckgrove64@hotmail.
com • Mike McCravy, Georgia; cell: 770-328-
2047; mmcattle@yahoo.com • Don Schiefelbein, 
Minnesota; cell: 303-324-5149; dschiefel@
meltel.net • Mick Varilek, South Dakota; cell: 
605-680-2555; varilekangus@midstatesd.net  

Industry appointments — CAB Board, Dwight 
‘Kip’ Palmer, Palmer Food Services, New York; 
office: 585-424-3210; kpalmer@palmerfoods.
com • AGI Board liaison, Larry Kuehn, U.S. Meat 
Animal Research Center, Nebraska; office: 402-
762-4352; larry.kuehn@ars.usda.gov • 
Foundation Board, Mark Duffell, Whitestone 
Farms, Virginia; cell: 703-930-1841; 
whitestonefarm@earthlink.net • Angus 
Productions Inc. Board, Mitch Rouda, Farm 
Journal Media, Illinois; office: 847-318-0785; 
mrouda@farmjournal.com

ADMINISTRATIVE STAFF
Allen Moczygemba, CEO; Richard E. Wilson, CFO; 
Diane Strahm, executive administrative assistant; 
Milford Jenkins, Angus Foundation president; Dan 
Moser, AGI president; Eric Grant, API president; 
Terry Cotton, vice president of sales; John Stika, 
CAB LLC president; Chris Stallo, vice president of 
operations

DEPARTMENTAL STAFF
Lou Ann Adams, director of information systems; 
Crystal Albers, director of communications; 
Jerry Cassady, director of member services; 
Jaclyn Clark, director of events and education; 
David Gazda, director of field services; Eric 
Grant, director of public relations; Ginette 
Gottswiller, director of commercial relations; 
Jason Kenyon, assistant director of information 
systems; Ladena Keuhn, director of human 
resources; Kenny Miller, director of finance; 
Stephen Miller, director of genetic research; 
Kelli Retallick, director of genetic service; Ryan 
Ruppert, director of special projects; Chris 
Stephens, Angus Foundation assistant director 
of development; Brenda Weigert, operations 
coordinator for member services
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Planning for the long term
When I was chosen for this role last 

fall, one of my key areas of focus moving 
forward was updating the American 
Angus Association’s Long Range Strategic 
Plan (LRSP). Last updated in 2011, the 
plan has played a key role in serving 
as the road map for the Association’s 
priorities during the past five years.

Strategies
As I’ve written previously, there were 

a number of key strategies implemented 
in 2011 that helped the Association 
increase its market relevance and, 
ultimately, its market share. Strategic 
initiatives such as the Certified Angus 
Beef LLC (CAB) Education and Culinary 
Center; the launch of Angus TV, which 
recently celebrated reaching the 
milestone of 11 million viewers; and 
the introduction of low-density genomic 
tests, which today number in excess of 
90,000 annually.

While the plan achieved its purpose 
in providing a strategic direction for the 
Association, it was a five-year plan, and 
it is time to update.

During the past six months, the 
Board of Directors and staff participated 
in a number of panel discussions 
with key stakeholders from across 
the beef industry, 
spent countless hours 
interpreting analyses 
and insights from the 
marketplace, and closely 
studied responses 
by both commercial 
cattle producers and 
members. All of this 
was undertaken in 
an attempt to better 
understand and define 
the future needs of the Association. 

The full plan will be revealed to 
membership and the industry at the 
American Angus Association’s Angus 
Convention in November and further 
detailed in subsequent communications. 
Not surprisingly, it’s a plan that is built 
upon leadership — leadership of not only 
the Association for the future, but also 
leadership of the beef industry. 

Plans of this nature are built upon 

establishing goals, defining objectives, 
creating strategies and, ultimately, 
implementing tactics. Within the new 
LRSP, there are five key goal areas that 

have been identified 
— industry leadership, 
genetics, commercial 
programs, research 
and product. 

Our primary goal 
will be to better 
leverage our market 
strength in order to 
establish a leadership 
position in the 
industry. Likewise, 

when it comes to genetics, our goal will 
be to leverage the leadership position 
of Angus Genetics Inc. to better serve 
an evolving beef industry. Our third goal 
will consist of building a comprehensive 
commercial program that drives both 
the cow-calf and fed-cattle sectors. 
Fourth, is to create a greater emphasis 
on research within both the Association 
and the Angus Foundation. And finally, 
but certainly not least, is to continue to 

aggressively expand the Certified Angus 
Beef ® brand’s influence while zealously 
protecting its established franchise.

You’ll notice there’s a symmetry and, 
at the same time, synergy between the 
goals — and that’s not by accident. 
Real success can only be achieved 
when a business plan’s various goals 
work together along with the different, 
subsequent strategies associated 
with each. These strategies should 
supplement and build upon each other. 
Our Board has done an outstanding 
job in thinking progressively toward 
the future, while at the same time 
understanding and protecting the rich 
history of your Association. 

In closing, while I’m excited about 
sharing the full details of the plan in 
November, it’s important to note that the 
process has only begun. There’s much 
work ahead and, as with most things 
in life, it’s not just the destination, but 
the manner in which we conduct the 
journey that will ultimately determine our 
success. 
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Our primary goal will be 

to better leverage our 

market strength in order 

to establish a leadership 

position in the industry. 






