
Filling commercial customers’ needs means
doing more than just selling bulls.

B Y B E C K Y  M I L L S

cattle sold at a graded auction.
. more on their  than comparable

oe Elliott was a frustrated

man. For years he had

watched his commercial

customers improve their herds

with his bulls. Trouble is, they

weren’t getting paid for it.

“Seventy-five percent of our

customers buy from us because

they're convinced they are getting

better genetics. The only premium

or benefit they were getting was

from having more weight to sell

and better replacement heifers,”

says the Adams, Tenn., Angus

breeder.

In the spring of ‘97, Elliott set

out to change that. Borrowing

ideas from Kansas Angus breeders

like Ken Stielow of Bar S Ranch,

Paradise, and Galen Fink of Fink

Beef Genetic Systems, Manhattan,

he put the events in motion for a

fall customer calf sale.

After a March meeting and July

field day, Elliott had his customers

primed.

In November his customers

sold 346 head of feeder steers and

heifers sired by Elliott bulls. Based

on a comparison with the graded

feeder calf sale on the same day at

the same stockyard, the steers sold

for $3-$8/hundredweight (cwt.)

over the market, while heifers sold

for $10-$25/cwt . more.

“My customers had been

spending money to get good

genetics. In the sale, they got paid

a premium for their calves

because of the genetics,” Elliott

says.

CONTINUED ON NEXT PAGE
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Fro Robert and Susan Menees, a feeder calf sale sponsored by thier seedstock source helped them
obtain $3-$4/cwt. more on thier steers and up to $25/cwt. more on thier heifers than comparable
cattle sold at a graded auction.



Making Customer Genetics Pay
CONTINUED FROM PAGE 95

Satisfied customers
Robert and Susan Menees of

Mabry Farms were two satisfied
customers. “He came through
with his promise,” says Susan.

Thirty-nine black and black-
baldy Mabry Farms steers,
averaging 770 pounds (lb.), sold
for $77.80/cwt.,  approximately $3-
$4 more than comparable cattle
sold in the graded sale.

The heifers were the real stars,
though. Split into two groups, the
24 heifers sold for $94.50 and
$95/cwt . The 659- and 690-lb.
females brought up to $25/cwt.
more than comparable heifers
sold at the regular weekly graded
sale.

The Allensville, Ky., couple have
been buying Elliott bulls since
1982. They normally market their
calves through the local stockyard.

Thankfully, their experience
was similar to that of the Kansas
commercial producers who sell
through special sales conducted by
their seedstock suppliers.

Similar experience
In the fall of ‘97, Kendall

Rathbun, a bull customer of Ken
Stielow's Bar S Ranch, sold 66
black heifers divided into two
groups. The 515- to 525-lb.  heifers
brought $96/cwt.

“My heifers actually outsold my
steers,” says the Ellsworth, Kan.,
commercial producer. “The  fella
that bought them the year before
bought them then, too.”

Fink customer Eugene Berges
has sold his steers at the   Fink-
influenced calf sale the past three
years. The Onaga, Kan., producer
says, “It varies from year to year,
but the price is around $3 to
$9/cwt . over the market price.”

Berges adds, “The most
important thing is, you have a
large group of cattle with similar
genetic makeup offered to buyers
at one time. That makes an
attractive package to potential
buyers.”

More than dollars
Price isn’t the only advantage

for customers in the special sales.
Berges says, “We’ve been able to
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Weaning calves and getting them started on feed prior to the
sale added value to the calves that went through Joe Elliott’s
customer calf sale.

"My customers
had been

spending more
money to get

good genetics,”
says Tennessee
Angus breeder
Joe Elliott. “In

the sale, they got
paid a premium
for their calves

because of their
genetics:’

maintain contact with the buyers
and have been able to get  feedlot
performance, both average daily
gain and feed conversion, as well
as carcass data. It helps us in our
selection."

Galen Fink, the Manhattan,
Kan., breeder who provides Berges
with bulls, says, “We encourage the
sellers to get their cattle in ahead
of time and to hang around their
cattle so they can make personal
contact with the potential buyers.”

Fink adds, “We follow up after
the sale and make sure the sellers
get the names and numbers of the
buyers so they can stay in contact.
We’re trying to make it more than
a sale.”

The Finks and their customers
furnish buyers with information
about the calves, including a
description of the customers’
herds and previous feedlot and
carcass data if it is available.

Both Fink and Elliott offer their
customers credit toward bull sales
if they can deliver carcass data on
individually identified calves sired
by their bulls.

Vaccination adds value
Elliott also managed to provide

his customers with an education
during his sale. He purposely left
the requirements for the sale
simple. While only calves by his
bulls were eligible for sale, he
didn’t require any particular
vaccinations or management
programs.

At the sale, Elliott listed the
management practices performed
on the calves and their weaning
dates. “The ones that were weaned
the day of the sale cost those guys
about $6/cwt.," he comments.

The Meneeses weren’t in that
category. They wean their calves in
July. Robert Menees says, “We
hand feed them a little over time.
They are hard and look good.”

Elliott adds, “They are feedlot-
ready.”

Local auctions
To simplify the logistics at sale

time, Elliott, the Finks and the
Stielows work through and sell at
their local auction barns. The only
sale expense their customers have
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