
To d a y ’s prices have made it easier
for beef producers to do what they
love while making a pro f i t .

Prices will come and go, but
H e rg e rt Feeding Co., Mitchell, Neb.,
has found a way for customers to earn
p remiums for their high-
quality cattle, even when
the market fades. 

The 10,000-head
C e rtified Angus Beef LLC
(CAB)-licensed part n e r
feedlot aims to offer the best serv i c e
and make the most money for its
customers. Manager Wayne Smith,
who was 2003 CAB Quality
Assurance (QA) Officer of the Ye a r,
knows he can do that by sorting cattle
and marketing them as they are re a d y.

“One of the things we rarely do at
H e rg e rt Feeding is sell a pen of
cattle all at one time on a live basis,”
Smith says. “It’s not that we like to
make work for anybody, but since we
a re a smaller feedlot we can take the
time to properly sort, which leads us

to make the most money for our
c u s t o m e r s . ”

The key to informed marketing,
which leads to higher profit for
p roducers, is sharing between all
segments, Smith says, adding that a
lack of sharing has been the “big
hang-up” in the beef industry. To

counter that, he licensed
H e rg e rt Feeding as a CAB
p a rtner and began selling a
l a rge share of cattle on the
G e n e N e t™ value-based grid.

Smith decided to work
with GeneNet because of

e a s y - t o - read carcass information and
the premiums available for above-
average carcasses. “It’s the best
quality-driven grid for Angus cattle
that I have used,” he says. “Whether
good or bad, you get paid the value
of the individual carcass. And with
that individual pricing, you can go
back and see exactly what each
animal re t u rned to you.”

Ken Conway, Hays, Kan., start e d
the GeneNet alliance in 1998 with
the goal of negotiating a grid market
that would “attract the highest-

quality cattle and pay the pre m i u m s
that producers deserve,” he says.

He also saw the grid as a way for
seedstock producers to dire c t
genetics to a premium market and
get feedback on results. GeneNet,
with its grid available at Swift & Co.
plants in Grand Island, Neb.;
G re e l e y, Colo.; and Dumas, Te x a s ,
soon expanded to re p o rting data to
b reed associations. More than 150
feedlots and 1,500 re g i s t e red cow-
calf producers are a part of the
marketing alliance today.

G rid vs. live
P roducers who raise cattle with

known genetics should take advantage
of the extra money off e red to high-
quality cattle through grid marketing,
Smith says. “Live is based on the
average, so if you have above-average
cattle, you need to pick up the extra
money from the grid,” he says.

When live prices are high,
Conway says producers tend to settle
for live markets. But history shows
they earn more when they choose a
grid. “More than 600,000 head of

cattle marketed through GeneNet
have averaged $26.43 per head above
what they would have brought if sold
live,” he says.

Smith points to examples of
customers who would have made
m o re by selling on a grid, and others
who would have lost money if they
had sold live (see Table 1). “Even
when live cattle prices are good,
m o re money can be made on the
grid if the quality of cattle and
feeding history are known,” he says.
Some customers left $16-$40 per
head on the table by choosing the
live market instead of the grid since
H e rg e rt Feeding Co. began working
with CAB to run carcass data
t h rough a grid analysis.

“When live cattle prices were
high in 2003 we sold part of a set of
heifers on the cash market and half
on the grid. The grid heifers
received a premium of $16.84 per
head and made up for more than half
of the total profit,” Smith says. A pen
of California weaned heifers earn e d
$55.53 per head in premiums on the
grid, accounting for 60.5% of the
total profit. Similar steers earned a
p remium of $36 per head,
re p resenting 38.7% of the pro f i t .

Utilizing CAB and GeneNet in
tandem to distribute carc a s s
i n f o rmation has been the best way
for Smith to tell producers what they
have and how to do a better job.
“Once they get the information back
to me at the feedlot, I can get it back
to the cow-calf pro d u c e r, or the
o w n e r, and they can get it back to the
seedstock pro d u c e r. When every o n e
knows what the final product is, we
can do a better job of raising and
marketing beef cattle,” Smith says.

One of Conway’s main objectives
is to provide producers with re l i a b l e
c a rcass data so they can impro v e
their herds and bottom-line pro f i t s .
That seems to be working, because
85% of cow-calf producers who sold
calves to GeneNet client feedlots
retain ownership on their calves the
following year, he says.

Conway predicts the beef
i n d u s t ry will move to an incre a s i n g l y
value-based market in the next five to
10 years. To pre p a re for that future ,
he says, producers will need to
p a rticipate in today’s developing
market and use data to raise higher-
quality calves that make money for
e v e ry segment of the industry.
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Sell i ng ca ttle on a grid bring s m o re pro f i t.

Ta ble 1: Pro f i t co m pa ris o ns s e ll i ng on a grid vs. live 
A r r i va l da te 8 - 8 - 0 3 7 - 1 8 - 0 3 1 0 - 2 - 0 3 1 0 - 3 - 0 3 1 0 - 3 0 - 0 3 1 1 - 1 - 0 3 1 1 - 8 - 0 3 1 2 - 1 9 - 0 3
S ex H f r H f r H f r H f r S t r H f r M ix M ix
S ta te of o r ig i n N E C A W Y C A N E MT MT W Y
N o. head in 3 5 1 1 3 1 2 0 9 2 5 5 2 1 0 3 1 5 3 7 1 7 0
Avg. we ig h t in, lb. 9 3 2 6 5 6 7 9 8 6 2 2 6 0 2 5 0 1 5 8 6 6 0 8
Avg. we ig h t o u t., lb. 1 , 2 6 3 1 , 0 8 3 1 , 2 2 4 1 , 1 0 6 1 , 2 0 4 1 , 0 9 3 1 , 1 8 2 1 , 1 5 4
Death loss, % 0 . 2 8 0 . 7 6 0 . 9 6 0 . 3 9 0 . 9 5 2 . 2 2 0 . 8 1 1 . 4 3
Avg. days on fe e d 9 7 1 6 5 1 2 3 1 6 8 1 8 8 2 1 1 1 9 6 1 5 6
Avg. da il y gain, lb. 3 . 4 2 . 5 7 3 . 4 3 2 . 8 7 3 . 1 7 2 . 7 5 3 . 0 1 3 . 4 6
L b. of feed per lb. of ga i n 7 . 8 9 8 . 3 4 8 . 0 5 7 . 8 2 6 . 5 5 7 . 3 6 7 . 1 7 6 . 3 7

De l i ve ry cost per cwt., $ 7 7 . 6 0 8 3 . 0 5 9 0 . 5 9 9 6 . 0 0 1 0 6 . 4 9 1 0 7 . 8 4 1 0 0 . 0 6 1 0 3 . 4 8
To ta l cost o f gain, $ 6 0 . 0 2 6 6 . 6 6 5 7 . 7 1 5 7 . 6 3 5 4 . 1 5 5 5 . 7 4 5 4 . 6 7 4 7 . 3 2
To ta l i nvest. cost, $ 7 2 . 8 6 7 6 . 5 9 7 9 . 1 5 7 9 . 2 8 8 0 . 1 3 7 9 . 6 1 7 7 . 1 9 7 6 . 8 8
S a les, $ 1 0 3 . 9 4 8 7 . 1 3 8 2 . 0 6 8 5 . 6 4 8 6 . 7 6 8 7 . 0 8 8 8 . 6 9 8 6 . 8 0
P ro f i t ( l oss) per head, $ 3 8 6 . 2 8 9 1 . 6 9 3 5 . 6 4 6 9 . 2 2 7 6 . 9 0 8 0 . 7 7 1 3 5 . 1 7 1 1 3 . 6 9

Ma r ke t i ng method L i ve G r i d L i ve L i ve L i ve L i ve G r i d G r i d
291 hd. 1 2 - 9 - 0 3 43 hd. 127 hd. 5 - 7 - 0 4 5 - 2 5 - 0 4 255 hd. 5 - 1 7 - 0 4

O c t. - N ov. 03 1 - 6 - 0 4 1-23 & 2-23-04 3 - 3 - 0 4 Tys o n Tys o n May- J un 04 6 - 2 - 0 4
Grid 60 hd. 1 - 2 3 - 0 4 Grid 164 hd. Grid 127 hd. 6 - 1 0 - 0 4 L i ve 113 hd.

12-17 & 12-23 2 - 5 - 0 4 J a n - Mar 04 Ma r-Apr 04 S wi ft May- J un 04

Prime, % 9 . 0 0 1 1 . 5 0 1 3 . 1 0 3 . 1 5 0 . 5 0 7 . 8 2 0 . 5 8 1 . 4 0
C A B®, % 3 1 . 5 0 4 9 . 2 0 3 5 . 3 5 2 3 . 6 2 2 3 . 7 0 0 . 0 0 5 . 2 0 5 . 8 0
C h o i ce, % 7 6 . 5 0 8 1 . 5 0 7 9 . 3 0 6 7 . 3 2 6 9 . 4 0 7 6 . 2 2 5 4 . 3 4 4 6 . 9 0
S e le c t & out, % 1 4 . 5 0 6 . 9 0 7 . 6 0 2 9 . 5 3 3 0 . 1 0 1 5 . 9 6 4 5 . 0 9 5 3 . 7 0

% YG 1 & 2 3 3 . 1 0 3 3 . 8 0 3 2 . 8 0 4 1 . 7 4 5 4 . 4 0 5 7 . 9 8 6 7 . 0 5 6 2 . 3 0
% YG 4 & 5 3 . 6 0 4 . 6 0 4 . 0 0 3 . 1 4 2 . 2 8 1 . 1 6 2 . 9 0

Y i e ld, % 6 0 . 7 0 6 2 . 6 0 6 2 . 9 9 6 3 . 5 8 6 1 . 9 2 6 2 . 3 0 6 4 . 4 5 6 3 . 5 0

P ro f i t ( l oss) grid/head, $ 8 1 . 4 7 5 5 . 5 3 5 0 . 6 9 2 3 . 7 8 4 0 . 5 6 $ 3 9 . 5 9 6.71 ( $ 8 . 8 8 )

P ro f i t ( l oss) grid/lot, $ 4 , 8 8 8 . 2 0 7 , 2 1 8 . 9 0 8 , 3 1 3 . 6 0 3 , 0 2 0 . 0 6 8 , 3 9 5 . 9 2 1 2 , 1 9 3 . 7 2 1 , 7 1 1 . 0 5 ( $ 6 1 2 . 7 2 )
A s % of l o t p ro f i t 1 7 . 1 4 6 0 . 5 6 1 1 2 . 6 9 1 7 . 1 8 Po te n t ia l Po te n t ia l 3 . 4 4 – 7 . 8 1


