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Information Sells

AngusSource program provides a way to market cattle with detailed records.

Story by
CORINNE PATTERSON

Three Nebraska ranchers have
been individually identifying and
weighing every calf that has touched
the ground on their place since
1958. At branding time all the calves
are tattooed for permanent
identification (ID). While this may
sound like a purebred beef
operation, it’s not.

Ken Pelster and his brothers
David and Dan manage a 600-cow
commercial Angus operation
located on the east end of the
Sandhills near Bartlett. The
Pelsters’ detailed recordkeeping is

one way they add value when
marketing their feeder calves each
November at Elgin Livestock Sales
Inc., Elgin, Neb.

In 2004 the Pelsters marketed
300 steers through the American
Angus Association AngusSource
program for the first ime. With the
enrdlment of their known Angus-
sired calves in the program, they
were able to create a marketing
document (see Fig. 1) listing all
pertinent information about the
group to be auctioned.

The marketing document was
posted online and distributed to
potential buyers by the Association
as part of the program’s service. The

The AngusSource program is not just a tag. Only calves sired by

registered Angus bulls enrolled by the ranch of origin can be marketed in

the program. To learn more about enrolling your known Angus-sired

calves, contact the American Angus Association at (816) 383-5100 or

visit the Web site at www.angussource.com.
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Ken Pe Ister has com p osed his own letter to market his feeder calves in yea rs past. For
the first time in 2004, he added an Ang usSource MarketingDocument to the

information provided to potential buyers.

Pelsters were able to distribute the
AngusSource Marketing Document
on their own, as well.

“I do like the AngusSource
document, specifically because you
can list your sires and all the EPDs
(expected progeny differences) on
them,” Ken says. “Italso has an area
to list how the calves were handled. I
think it is pretty self-explanatory.
Once people know what
AngusSource is, a lot of feedyards will
be looking for it— the CAB

(Certified Angus Beef LLC)
feedyards anyway — as a source of
purchasing.”

Cap Proffitt, manager of Barton
County Feeders Inc., Ellinwood,
Kan., says his CAB partner feedlot is
interested in the information
provided to buyers through the
AngusSource program.

“I have noticed a growing trend
in producers sharing more
information,” Proffitt says. “I think
that’s essental for all segments of the
industry — not only their
willingness to share, but our
willingness to know all we can about
any given set of cattle.”

If you’re wondering if it's worth
keeping track of the management
history and genetics of a group of
cattle, Proffitt doesn’t leave much
question.

“All the information they can
provide helps me make a
determination of the degree of
interest that I have in any particular
set of cattle,” he says. “The more
information I have, the higher
comfort level I have in purchasing
those cattle, which should translate
to really more money for the
producer.”

Selling information

Ken has been providing
information to buyers for a long
time, composing a letter each year to
be sent to potential bidders
discussing the calves for sale. The
AngusSource Marketing Document
may just be the next stage of his
marketing. He says it’s key to
provide as much information as
possible so that “everybody knows
exactly what they are going to be
bidding on.”

The Pelsters are aware that the
beef industry is on its way to a
national ID program. Their
attention to individual ID is
supported through a short calving
season where they can track
individual birthdates on a large scale.

“We always figure a 50-day
breeding season. We’ve done this

for probably 35, 45 years now. We
startcalving around the first of
March on the old cows, and by the
15th of April most of them are
done. At least 85% of our cows
calve within the first heat cycle. We
might get at least 400 calves born in
Mardh, so hopefully we don’t get
snow.”

Ken details the vaccinations on
his cattle, including product serial
numbers and the dates given
according to Beef Quality Assurance
(BQA) guidelines. Proffitt says he
looks at vaccination history because
“it would be nice to know that the
p revious vaccination history falls in
line with the recommendation of the
feedyard’s consulting vet.”

Another point of interest to
potential buyers is the past feeding
history

“We have a growing awareness
and a growing responsibility as a
feedyard and as an industry toward
food safety. So it’s important that the
information is available,” Proffitt
says. “If I know the past feeding
background of that particular set of
cattle, I can tailor my feeding
program to make the two programs
compatible.”

A changingmarketplace

The information exchange isn’t
just a one-way street. Providing the
genetics behind a group of cattle can
foster a partnership between a cow-
calf producer and a feedyard to
provide feedback in both directions.

“T want to know the genetics of
the cattle so that I can track them
and use that decision whether or not
to purchase those cattle in the
future” Proffitt says. “Not only
that, we are very interested in
sharing data with producers,
whether they retain some degree of
ownership or whether they just sell
them. We are committed to
providing all the feedback to that
producer we can so that he can
improve his genetics and his
management practices.”

Proffitt says Barton County
Feeders has traditionally focused on
feeding cattle for its customers with
very few yard-owned cattle. But as
the industry has changed, so has the
yard’s need for certain cattle with
known histories.

The feedyard is providing a fast-
food giant with source-identified
cattle for harvest and use of the
grinds. Pro flitt says, “We have
committed a certain number of head
per week to the fast-food company
to supply their source-verified
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Fig 1: AngusSource Feeder Cattle Marketing Document

A. Information about the buyer and calves.

© The buyercan list his or her contact
information, includingadd ress and
phone number.

© The number of calves to be sold and
weights can be included, along with
breed makeup of the cow herd. The
date and place the calves are to be
marketed is also listed.

© Documentingthe age of cattle
continues to become more important
within the industry, and this
information can be included on the
document.

B. Sire information.
© Known Ang us genetics are desired in
the marketplace. The calves’ sires are
included in the document.The sires’
expected progenydifferences (EPDs)
are listed as well.

C. Ma nagement practices.
© Previous management practices are
important pieces of information to
many buye rs. Weaninghisto ry, from
the date weaned to the days
backgro unded and feeds consumed,
can be included.

D. Health procedures.
© Aspecial section is available to list
the vaccination history of the calves.
The vaccinesgiven, the date given
and even details such as serial
numbers of the products can be
induded.

E. Comment.

© Producerscan provide any other
information about the calves here.
Pettinent information about the
calves’ genetics health history or
programs the calves may be ready for
(like a non-implant program) can be
listed.

F. Producer’s signature.
© Producerscan sign and date the
do cunent, attesting the information
provided is deemed an accurate
representation of the calves to be
marketed.
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marketing program. If I can’t come
up with customer cattle to fulfill that
need, I then go to the marketplace
to purchase them.”

The AngusSource Marketing
Document provides Barton County
Feeders with the history they need for
the the fast-food company’s source-
verified program, including a signed
affidavit from the ranch of origin
wherethe calves were born. Calves in
the program are bringing a premium
of up to $2 more per hundredweight
(cwt.) for their owners.

Providing the known history of
calves will continue to become more
important and be in higher demand
within the beef industry, Ken says.

“Cattle are my only income. I'd
better be honest in marketing or I
can’t expect these guys to come
back,” he adds. “Small or large
breeder, I think [AngusSource] tags
will be what the feeders are going to
be looking for in a program like this
— so they can put together a bunch

of identified calves.”

You can be a pa rt of the AngusSource program by
enrolling your cattle through the American Ang us As-
sociation Commercial Programs Department. Cattle
meeting program criteria can be enrolled over the In-
ternet at www.angussource.com or by callingBrenda
Schafer or Ginette Kurtz at (816) 383-5100.

The marketing document is an important step in
gettinginformation out about the calves you have for
sale through AngusSource. It should be created
when the calves areready to be marketed, and it can
be activated on the AngusSoure Web site for up to
90 days prior to the sale date, so plan ahead. A list
of available AngusSoure cattle is also e-mailed by
the Association to more than 400 feedya rds.

This marketing document can be used in many
ways, from printing it out and giving it to potential
buyers or livestock auctions to having it in cluded in
salebookinserts.

The document can include, but isn’t limited to,

weaning information, health/mana ge-
ment procedures (product and dateadmin-
istered for vaccinations/boosters, castration,
deworming and implant regimen), sale date and
location, plus additional comments.

Ken Pelster, a Bartlett, Neb., commercial Angus
producer, says documentingmanagement practices
doesn’t have to be high tech. He says producers just
need to get a system down for recording information,
andstick to it.

“] don’t have a computer; all my management
practices a re written down in the book. I can go back
on our cows. It takes a little bit of time, but | can tell
you within one or two bulls what they a re out of,” he
says. “When we put our cows out on pastu re, most of
our cows will go in 50-head bunches. We turn them
out by the year they are born, their age. | usually try
to get two bulls that are half brothers that go with
each bunch of cows.”




