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P reg-checking a set of cows on the ranch at the  
 Big Hole near Jackson, Mont., Jim Sitz is in his 

element. All hands are on deck today. 
Wife Tammi orchestrates the day’s activities, a 

role she’s capably handled while Jim served on the 
American Angus Association Board for the past eight 
years. In-laws Bill and Bonnie Huntsman relay tag 
numbers as Bill urges a cow into the chute. Son Tucker 
and daughter Amber locate the appropriate electronic 
identification (eID) tag, handing it off to Tammi, who scans 
the tag into an Archer handheld device before giving it to Jim 
to do the tagging. Employees Matt Woods and Russell 
Quinlan pour for flies and administer vaccinations, while 
Chuck Gue and Katy Klick handle the preg-checking duties. 
While the Archer automatically records the cow’s weight, 
Tammi inputs preg-check results.

Marketing assistant Joe Jones evaluates 
each cow coming out of the chute, 

inputting feet and udder scores and a 
general evaluation into another 
Archer device, as summer intern 

Clint Glasser, studying at Ohio 
State University to be a 
veterinarian, looks the cows over 

for general health.
Today, Joe’s 

son, Braxton, is 
helping Bill and 
Jim’s oldest 

son, Tyler, herd 
cows into the 

alleyway. Tyler 
periodically helps John 

Richmond bring a group from the 
sorting pens to the staging area.
Jim teases daughter Ashley for getting 

a hall pass from “dirt duty” today 

Living the Good Life
Building upon his heritage, 2016 American Angus Association President  

Jim Sitz is driven to set the stage for the next generation.
Story & photos by Shauna Rose Hermel, editor
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because of a recent tonsillectomy. Not missing 
out on all the family time, Ashley serves as the 
runner between the house and corral.

During the course of the next four days, 
the experienced crew at Sitz Angus’ Dillon 
Ranch will process 600 cows and 500 heifers. 
The penchant for hard work and the love for 
Angus cattle are family traits passed down 
through the generations, as are Jim’s 
obsession with data and eye for cattle that will 
satisfy the ranch’s commercial clientele.

Rich heritage
Jim’s grandparents William and Frieda 

Sitz started the herd in Nebraska in the 1920s, 
buying a handful of registered Angus heifers. 

They moved the herd to Longmont, Colo., 
where Jim’s dad, Bob Sitz Sr., fell in love with 
the Angus business and a young lady named 
Donna Scriffiny.

After marrying Donna in 1957, Bob 
started dreaming of raising cattle in 
Montana. With daughter Debbie and fewer 
than 50 Angus cows in tow, the couple 
moved in 1959, purchasing the initial ranch 
at Harrison, Mont.

“They always called it the shaky deal,” Jim 
says, furrowing his brow in an effort to keep 
from smiling. Tammi breaks from making 
lunch for the crew to explain that they closed 
on the ranch about the same time a 
magnitude 7.3 earthquake hit Hegben Lake, 

Mont., located about 120 miles to the 
southeast. 

Before Donna passed away last November, 
Western Ag Reporter Linda Grosskopf visited 
with her about those days. 

“We had a pretty rocky time,” Donna told 
her. “The place was run down. The ditches 
were silted in, weren’t even carrying half their 
water, and were in the wrong place. The 
whole operation needed so much work, but 
we were young, and we could do the work, 
and we knew we could fix it if we worked 
hard enough.”

“It was a place nobody wanted,” Jim 
acknowledges, “but it was all we could afford. 
It ended up having the scenery, the water, the 
things that make properties worth 
something.”

Bob and Donna turned the dream into 
reality, building a ranch while growing a 
family of hands. Debbie was soon joined by 
sister Sherrie and brothers Bobby and Jim.

The family had its first Angus bull sale in 
December 1966, selling 51 bulls for an 
average of $540. The sale report noted the 
top-selling bull, at $1,150, was a May 1965 
summer yearling with a yearling index of 115, 
weighing 1,260 pounds (lb.).

The yearling weight and gain indexes were 
indicative of Bob’s early use of performance 
programs first available to him through 
Montana State University (MSU) and the 
Montana Beef Producers Association. It was 
an emphasis he carried onto the American 
Angus Association Board when he was 
elected in 1979 (see “Two generations of 
leadership,” page 56).

By the time the Association featured Bob 
in its promotional video A Good Life: 
Breeding Registered Angus Cattle in 1983, the 
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@“We need to make sure we’re breeding the best cattle we can for our customers, culling out those that have undesirable traits,” says Jim Sitz.  

@“Boy, I miss Mom and Arvin when it comes to this advertising,” Jim says, referring to his mom’s sec-
ond husband Arvin Arthun, who also played an active part in the ranch. “They were phenomenal at it.” 
Showing the mountains in the background was one of Donna’s trademark advertising strategies. 



Sitzes had amassed a herd of 1,000 cows and 
9,000 acres of rangeland.

“Our performance program is totally 
designed for our commercial customers,” 
Bob says in the video, noting that 98% of the 
cattle they sold at the time went into 
commercial herds. “It’s a combination of 
selecting for growth and maternal traits, but 
translates to our commercial breeder in 
pounds and dollars. If we can increase their 
weaning weights and yearling weights, this 
means dollars in their pocket.”

Customers share testimony to the success 
of that focus as they browsed through bulls in 
the December 1982 sale offering. 

“The Angus business has been very good 
to our family,” Bob says on camera. “It’s 
supported us very well. I’d like to keep our 
children active in the Angus business if 
possible. We’d like to have them continue 
this way of life if it’s their desire.” 

“When I listen to my dad,” says Jim, 
referencing the video some 30 years later, “it’s 
interesting to see what he thought was 
important back then. I don’t think we’ve 
strayed too much from the course.”

The focus at Sitz Angus is still on making a 
good family living, using performance 
measures to select cattle that add profitability 
to a customer’s bottom line.

Close call
The dream was nearly thwarted in January 

1989, when Jim’s dad, 54, was killed in a 
tractor rollover. A lack of an estate plan really 
wasn’t a problem, Jim says. “We owed so 
much money it didn’t matter.”

The weather did. It turned sour, with two 
weeks of temperatures reaching –30° F, just 
in time for a group of synchronized heifers to 
start calving. They weren’t prepared.

“We made it through by the grace of 
God,” Jim says, appreciative to neighbors 
who helped. 

It was time for a gut-check, and Donna 
questioned the next generation as to whether 
they wanted to keep ranching — and if they 
did, if they were willing to work for it. 

Debbie was already married and raising 
Angus in South Dakota with her husband 
Craig Kukuchka. Sherrie and Bob Jr. 
(Bobby), then at MSU, came home right 
away. Jim finished his two-year degree at 
MSU and came home at the end of the 
semester.

All settling into new roles, Donna handled 
the marketing and managed the finances, 
while Bobby took on managing the farming 
enterprise and Jim started managing the cow 
herd. Jim, 20, attributes the ranch’s survival 
to his mom, who became a student of the 
industry so she could coach her young sons 
into managing the operation.
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The next generation
At age 9, Tucker has a herd of plastic cows to match the herd his father, 2016 

American Angus Association President Jim Sitz, gave him in the pasture.
“When I bought Cam’s cows, I gave them to the kids to breed the way they wanted 

to, but they had to explain to me why,” Jim says, referring to the late Cam Cooper’s 
herd, which she donated, at Jim’s encouragement, along with her ranch to the Angus 

Foundation. 
With a little help from mom Tammi, 

Tucker has taken Jim’s challenge seriously. 
A piece of tape individually identifies each 
cow grazing carpet in the Sitz’s ranch 
office in Dillon, Mont. Tucker maintains 
a breeding book on every cow and has a 
good understanding of the bulls and their 
performance numbers.

“He has about as much passion on the 
genetics side as I do, and he’s only 9,” 
Jim says. “At breeding time he does his 
book, and he runs all his cows through 
50,000 times and acts like he’s working 
them. Normally a couple times a year I’m 
the auctioneer, and everybody else has to 
participate and be buyers in a sale.”

At work or at play, life at Sitz Angus centers around breeding, raising and selling 
Angus cattle. For brothers and partners Jim and Bob Sitz Jr., the next generation’s interest 
in continuing the ranch fuels their current pace for growth. 

Tucker and his older brother, Tyler, 14, are both showing an interest in continuing the 
ranching business. Amber, 18, a student at Montana State University, hopes to go into 
nursing and Ashley, 17, has her sights on becoming a lawyer. Bob’s daughter, Taylor, 19, 
wants to be a veterinarian and his son, Lane, 17, is “turning out to be a pretty good hand” 
at ranching.

“I’ve always said if they want to come back we will make a spot for them all. We’re big 
enough we can do that, but they all need to bring something unique back,” says Jim. “You 
have to provide some sort of expertise.

“I want to give them the opportunities given me,” he continues. “Hopefully we can 
keep it a profitable, successful family operation and continue to grow it so our kids and 
our grandkids can come back.”

@Jim partners in Sitz Angus with his brother Bob Sitz Jr., pictured here with fiancé Christine Franklin 
and children Taylor and Lane. Says Jim of his time serving on the American Angus Association Board 
of Directors, “I couldn’t have done it without them being fully supportive.”



“After Dad died, Mom became a stickler 
on ‘Is it a want or a need?’,” Jim recalls, 
adding with a smile that even if you 
convinced her it was a need, it might take two 
years to get it. “It made us better 
businesspeople. She made us accountable.”

With a heavy debt load, the family had to 
make some hard decisions, including selling 
the cow herd down to about 300 cows. A 
mature cow dispersal in October 1989 
featured 718 lots and grossed nearly $1.3 
million. 

“High interest rates during the 1980s 
made it hard for the whole industry,” Jim 
recalls vividly. Proceeds of that sale were used 
to pay down debt, helping them narrowly 
escape the farm crisis of the 1980s.

Growing the business
“We lucked out. The cattle market turned 

around right then, and the bull market was 
good,” Jim recalls. 

When a close friend of his dad lost his 
wife, he made good on a promise to Bob to 
let the Sitzes buy his property — a guest 
ranch called Cliff Lake Resort. Sherrie and 
husband Mark Stokman, a New Zealander, 

managed that property until making the 
move to New Zealand in 1997.

With a good bull market and wanting to 
continue the expansion, Jim visited one of his 
no-nonsense bull buyers to ask advice on 
making a land purchase. That’s where he first 
met Tammi — in the calving barn. She 
wasn’t impressed at the time, he says, but his 
good nature, humor and shared enjoyment 
of the cattle business must have won the 
young schoolteacher over. 

“I married the daughter of our volume 
bull buyer,” Jim teases, noting the 
Huntsmans raise 2,300-2,400 commercial 
cows south of Dillon.

The Sitz family bought the ranch at Dillon 
in March 1997, and with a reorganization of 
responsibilities, Jim and Tammi moved there 
to manage that side of the operation while 
Bobby and his family stayed at the Harrison 
Ranch. 

Later that year, they traded the guest ranch 
for the ranch at the Big Hole. While a 
picturesque backdrop for an advertising 
campaign for Certified Angus Beef LLC 
(CAB), the guest ranch did not fit into the 
brothers’ dream.

“It takes a special person to do that,” Jim 
says, shaking his head. Expansion with the 
Dillon ranch and the Big Hole property 
would allow them to expand the cow herd to 
better meet their customers’ needs with 
availability of yearling bulls in addition to the 
older bulls summered on range in Harrison.

Soon after, the Sitzes hosted an elite cow 
sale that took them all by surprise. 

“We averaged nearly $25,000 on 61 cows,” 
says Jim, “and that wasn’t funny money, 
because we don’t play those games.” 

Sitz Everelda Entense 023 set a world 
record for an Angus cow, selling for 
$300,000. At $250,000, Sitz Henrietta Pride 
501 wasn’t far behind.

“That embarrassed mom,” Jim recalls. 
“She said she didn’t know how one cow 
could ever be worth that much money.”

The proceeds helped clear debt and 
allowed them to develop some infrastructure 
at the Dillon Ranch. They’ve gradually grown 
the development center there to a capacity of 
2,400-2,500 head. 

To accommodate the increased number of 
bulls sold, they built a sale facility at Dillon — 
nothing fancy, Jim’s quick to say, pointing 
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Two generations of leadership
Serving the Association that has provided the platform for 

their success is one of the priorities passed from generation to 
generation at Sitz Angus Ranch. Both Bob Sitz Sr. and Jim Sitz 
served on the board of the American Angus Association. 

Bob was elected in November 1979, on the heels of the first 
published list of bulls known to have genetic defects, the sale of 
the first pound of Certified Angus Beef ® (CAB®) brand product, 
the purchase of the Angus Journal, and the hiring of C.K. Allen as 
executive secretary.

The decisions the Association faced during the six years the 
senior Sitz was on the Board were momentous and complicated 
by 20%-plus interest rates, a troubled U.S. economy, and the 
influx and popularity of the Continental breeds.

“Probably at no point in our history was the future of the 
Angus breed more threatened,” Jim recognized last fall as 
he humbly accepted the president’s gavel. The decisions his 
father and his father’s fellow board members made in the years 
to follow (see Table 1) helped set the course for the breed, 
positioning it to stand where it does today. 

“There’s an old saying,” Jim said, “ ‘We stand on the shoulders 
of giants.’ It means we wouldn’t be here today without the vision, 
dedication and hard work of the people who came before us.”

That appreciation for the heritage of the breed and of his 
family’s ranching operation created in Jim a drive to secure a new 
foundation for success for the next generation during his tenure. 
It’s uncanny the parallels in focus of the two boards.

Ushering in a year that would focus on gaining a broader 
understanding of the industry and building a strategic plan to 
ensure the breed’s relevance long-term, Jim told attendees, “My 
goal is that a generation from now, a new president will stand 
before this delegation … and thank us for giving his or her kids the 
choice to come back to the ranch and to continue on to the next 
generation.”
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Table 1: Board parallels

Board accomplishments, Bob Sitz Sr. tenure, 1979-1985

• chartered the Angus Foundation;

• organized the National Junior Angus Association;

• stayed the course with CAB — selling the first million pounds of  
   product, seeing the program through to profitability and licensing  
   National Beef Packing Co. as the first high-capacity packing plant  
   to produce CAB;

• advanced performance programs — issuing the first Sire Evaluation  
   Report based on field data, merging field data and structured sire  
   evaluation, printing the first performance registration certificate,  
   accepting the first birth weights into Angus Herd Improvement  
   Records (AHIR®), adopting national cattle evaluation (NCE) and  
   providing the first expected progeny differences (EPDs) for dams; 

• resolved personnel issues — hiring Richard Spader as executive  
   secretary;

• embraced technology — issuing the Association’s first computer  
   software package breeders could use to keep records on home  
   computers and enabling electronic transmission of data to the  
   Association;

• furthered communications — publishing the Angus Journal,  
   publishing the first Angus Beef Bulletin and the first Directions  
   newsletter;

• positioned the Association against the influx of Continental  
  breeds — premiering the “elephant” advertising campaign.

Note: List is not comprehensive.

Source: A Historic Angus Journey: The American Angus Association, 1883-2000, 
and American Angus Association annual reports, 2009-2015.
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Two generations of leadership

out it serves the dual role of housing the feed 
trucks and equipment the remaining 364 
days of the year. The second Wednesday of 
March will mark the 15th spring bull sale 
hosted at the facility. They’ll offer about 350 
January-March yearlings.

The December bull sale is still hosted the 
first Thursday of December. Along with 
coming 2-year-old bulls, they’ll offer 
commercial heifers and cows.

Together the families now raise 2,100-
2,200 cows, submitting 1,506 registrations — 
715 females and 791 bulls — to the American 
Angus Association in 2016.

Growing complexity
“I would be doing this at a whole different 

level if I knew my kids didn’t have an interest 
in it,” says Jim, suggesting he would set an 
easier pace. “We’re marketing 900 some bulls 
a year. … I enjoy it. I enjoy getting to know 
the people. I enjoy the genetics, but there’s a 
lot more that goes with it today.”

Take for example the data being collected 
as cows are processed. In addition to cow 

weights, breeding data, feet and udder scores, 
and docility measures, the Sitzes collect 
pulmonary arterial pressure (PAP) scores, 
ultrasound, DNA profiles and carcass data 
where they can. Though painful with 
multiple herds and an operation of this size, 

Board accomplishments, Jim Sitz tenure, 2008-2016

• worked through eight genetic defects — establishing policy and embracing new  
   technology;

• continued the success of CAB — building the Education & Culinary Center, licensing the  
   first packing plant in a foreign country, reaching 1 billion pounds in annual sales;

• advanced performance programs — moving to weekly evaluations; incorporating  
   genomics into NCE; adding EPDs for docility, heifer pregnancy, residual average daily  
   gain, dry-matter intake and tenderness; launching MaternalPlus® as a voluntary  
   inventory-based reporting system; offering a foot-scoring system; approving  
   implementation of single-step methodology for NCE; 

• embraced technology — approving SNP parentage; approving research projects on  
   biological efficiency, feed efficiency, bull fertility, marbling, genomic sequencing of  
   Angus bulls, adaptability, high-altitude disease and fescue tolerance; launching  
   GeneMax® Focus and GeneMax Advantage DNA profiles for commercial cattlemen;  
   creating a mobile app; approving low-density genetic test options; approving an  
   electronic voting process for the Annual Convention of Delegates;

• furthered communications — approving the I Am Angus public relations effort,  
   expanding producer education events such as Cattlemen’s Boot Camp, launching The  
   Angus Report television news program, merging the Association’s public relations efforts  
   with Angus Productions Inc. to create Angus Media; reformatting the Annual Convention,  
   expanding the educational component and offering a trade show; 

• resolved personnel issues — culminating in the hiring of Allen Moczygemba as CEO and  
   the formation of a human resources department;

• positioned the Association against competitors — adopting long-range plans in 2011  
   and 2016.

Note: List is not comprehensive.

Source: A Historic Angus Journey: The American Angus Association, 1883-2000, and American Angus 
Association annual reports, 2009-2015.
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@Right: Jim is looking forward to spending more 
time at the ranch at the Big Hole with family. 
Pictured are (from left) Ashley, Jim, Amber, Tyler, 
Tucker and Tammi Sitz.

Table 1: Board parallels

they are using MaternalPlus® to analyze their 
female performance and help the Association 
to build genetic predictions for maternal 
traits.

“There’s just so much more to learn and 
to digest,” Jim says, predicting they’ll be 
using data collected through the Archer 
program for some in-herd analysis. “We have 
to figure out what traits are most important 
to our operation, what is going to keep us — 
and our commercial customers — in the 
business?”

That takes a proactive approach, looking 
ahead at what will be important down the 
road, Jim says, offering consumer 
expectations for antibiotic-free beef and 
animal care as examples. 

Ready to focus on family, customers
While he has enjoyed his time on the 

board, Jim says he is anxious to refocus on 
family and customers. He recognizes the 
sacrifice those at home made for him to serve 
on the board for eight years.

“I couldn’t have done it without their 
support,” he says. Always planning ahead, 
he’s set a goal to devote half the time he’s 
spent on the board to family and the other 
half to his customers.

“Before I got on the board I was very good 
about going and seeing my customers. I have 
promised them that once I get off this board 
my goal will be to go back and revisit them,” 
Jim shares, noting he’s getting a bit of 
“kitchen pass” right now.

It’s time to focus more attention on living 
the good life, working alongside family to 
breed, raise and market quality Angus 
seedstock.
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What motivated you to run for the board?
The breeders within the state of Montana 

had aspirations of having a voice at the 
national level, and many of those breeders 
approached me encouraging me to run for 
the board. 

Angus has been my family’s lifestyle, 
livelihood and passion. It is our primary 
source of income. The Angus breed has 
contributed to our success, and I believe it is 
important to give back to the industry that 
has given us so much. 

What things did you learn growing up that 
prepared you to serve on the board?

Honesty, accountability and passion for 
our way of life. 

I have been actively involved with different 
segments of the industry as a purebred 
breeder, as a marketing rep for a video 
company selling feeder calves, and having 
owned and fed feeder cattle myself. I have 
gained knowledge with skin in the game of 
the segments downstream within our 
industry. The experience I have in those 
segments has helped me to be a better board 
member and to have a better understanding 
of where we need to go and where we need to 
place our emphasis.

Having a brother, being part of a family 
operation, has helped me learn humility and 
the importance of communication.

Did you have any specific goals at the 
beginning of the year?

One of my goals was to focus more on the 
future. As a breed, have we made the right 
decisions in the last 10 years to make sure 
we’re competitive? I don’t know if we’ve 
made the wrong ones, but our eyes have been 
taken off the ball. We’ve had to get through 
some of these other issues (defects and 
internal issues), and I’m not sure we’ve really 
focused on where we need to be going as a 
breed. 

That’s why I think our Long-Range 
Strategic Plan (LRSP) is so important today. 

Another goal was to increase transparency 
among the Association and its entities. My 
wish is for the staff to be more transparent 
and completely open with one another. One 
thing I’ve learned in my own business is you 
have to communicate. You aren’t always 
going to agree, but at the end of the day you 
have to have a respect for one another, 
communicating and listening with an open 
mind. 

My brother, Bobby, and I went through 
the hard times of finding our way when there 
was no model of the future to work toward. 
We now have a shared vision, and we know 
that what we’re doing today is for our kids. It 
takes communication. Bobby and I talk daily, 
but we try to meet and look at our finances 
monthly, and we try to go over what the next 
month is going to look like, what our 

priorities need to be. You can always tell when 
we don’t have those meetings. Some tension 
builds when you don’t go over everything. 

I think the Association is somewhat that 
way. The lines of communication have to be 
open in all areas, from one entity to another. 
I look at how different Certified Angus Beef 
LLC (CAB) is today — its relationship with 
the Association vs. what it used to be. It’s a 
night-and-day difference.

There’s a lot more communication. 
There’s a lot more interaction than there 
used to be. That’s a sign of a healthy 
relationship and a healthy company. That 
openness needs to be among all aspects of all 
entities. We’re getting better. 

What do you consider some of your 
greatest accomplishments during your 
time on the board?

It’s the board’s accomplishments. 
Everybody works together. It’s not one man; 
it’s not the president’s. The president just 
tries to steer the truck in the right direction 
— tries to keep everybody focused and 
discussion moving.

How we’ve gotten through the defects. 
We got through the apprehensiveness and 
the nervousness of not understanding 
defects. We’ve grown to understand how 
they work and have grown to accept that 
they’re going to be there, and we’ve figured 
out how to breed around them. As the board 

President’s
Perspective
President Jim Sitz shares thoughts on his 

 tenure serving on the American Angus 
Association Board of Directors.

Story & photos by Shauna Rose Hermel, editor
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grew in its understanding of defects, we 
became better at handling them, as well.

CAB Education & Culinary Center. I’m 
very proud of the Education & Culinary 
Center at CAB. It has been a great tool, and it 
will be a great asset for a long time to come 
because of how CAB is utilizing it. They are 
bringing in different segments of that 
industry — from the culinary side to the 
retail side to the restaurant side — to be 
educated. Now we’ve added the cooler and 
the fabrication area to expand educational 
opportunities.

Angus Genetics Inc. (AGI). AGI was 
established the year before I got on board, but 
look at the headway we’ve made. One of its 
more recent accomplishments, we brought on 
i50K to provide a more affordable test to our 
members that is nearly as accurate as HD 
50K. We’ve gained the confidence of our 
members to where they are trusting genomics. 
In fiscal year 2016, members submitted more 
than 100,000 genomic profiles to the 
Association. That’s quite an accomplishment. 
You look at where other breeds are, and 
they’re not one-tenth that. Imagine the data 
going in and what we can learn. 

Communications. I’d like to think our 
communication has gotten better since I’ve 
been on the board. I remember Phil 
Trowbridge being adamant we couldn’t 
communicate enough with our members, 
and we’re trying. We’re using a lot of 
different avenues to communicate with our 
members. Look at the tools we have available 
— from the Angus Journal to the Angus Beef 
Bulletin to our mobile apps to our website to 
our mailings. We are trying. 

I know people want more transparency, 
especially with minutes from our meetings. 

The Association and all its entities have set 
policy to expand the highlights published 
online and in the Angus Journal. People need 
to remember there are things we discuss we 
can’t share and maintain a competitive 
advantage. 

Angus Media. We’ve come a long way 
with what we’ve done with Angus Media. 
We’re visible in all arenas — the Angus 
Journal, the Angus Beef Bulletin, The Angus 
Report, Angus TV, radio and social media, 
and we are reaching all age aspects. 

Staffing. Hiring Allen was a great 
accomplishment. Allen is the right guy for 
the job and is making an excellent CEO. His 
leadership skills have already opened the 
doors of communication and set precedence 
within the staff. Allen has been instrumental 
in developing the Long-Range Strategic Plan 
and will be a big part of keeping it on track 
throughout the years to come.

It’s been a true accomplishment to get the 
staff that we have today. We’ve come a long 
way — from the staff to the regional 
managers to the people in the buildings to 
hiring Allen as CEO. This is going to be a key 
part in moving this association forward. Now 
we can figure out where we are going and get 
everybody back on the train again to move 
forward. I think now we have the staff and 
the board to go somewhere. 

The past is the past. Now let’s focus on the 
future.

The board has focused this year on a Long-
Range Strategic Plan (LRSP). Who 
instigated that?

It was a joint effort, as Allen was seeking 
direction to guide his efforts, and I was 
concerned that as a breed we had become 

complacent in our success, enjoying today 
with little focus on the future and what will 
make Angus a leading organization that is 
viable and relevant in the future. Strategic 
planning has been done by prior boards, but 
it has never been effectively revisited and 
built upon.

The CAB program is a prime example of 
the results of strategic planning. At the time 
of concept many questioned its relevance, 
but the board at that time had the vision to 
see impacts it would have in the future, and it 
is an enormous part of our success today. I 
want our board today to have that kind of 
vision to implement things that will ensure 
the Angus breed is the dominant breed for 
years to come. 

Describe the process the board took.
We started by outlining the process and 

discussing our objectives. We defined key 
areas of importance, and we discussed the 
needs of each entity and of the American 
Angus Association.

As we got into the process, we brought in 
very knowledgeable people from different 
aspects of our business — seedstock, 
commercial, feedlot and allied industry — 
for focus groups to gather input on where 
they see this industry going and what they see 
as important in the future. Different board 
members sat in on different focus groups and 
had the opportunity to interact with the 
participants. 

We got back together to discuss what we 
had heard. Staff condensed that discussion to 
present to the full board in August, along 
with results of the membership survey, so we 
could narrow down what topics we wanted 
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@“Jim Sitz’s tenure on the board has been tumultuous, with ups and downs and probably more change than any other board in recent history. He 
has even endured personal attacks on his character, yet he’s stayed the course,” says fellow board member Kevin Yon of Ridge Spring, S.C. “He 
should feel proud that he has seen a job through, not wavering, not quitting, but continuing to lead and doing what he believed was right, even 
when it wasn’t always popular. He should go back to his family’s ranch with a real sense of accomplishment. He is giving up the reins, leaving be-
hind a strong, competent, unified Board and a very energetic and capable staff.”



to push forward. We outlined five key goal 
areas — industry leadership, genetics, 
commercial programs, research and product 
— and discussed strategies within each area, 
considering what we hoped to gain with each 
strategy and the risks of not pursuing them. 

We had time to digest it before our 
September board meeting, where we had 
more discussion and voted on the strategies 
that we’ll present at the Angus Convention 
this November.

I give credit to both the board and the staff 
through this process of getting to a finalized 
plan, but this plan is not done. The one 
constant is change. Things we deem 
important today we may not deem as 
important tomorrow, so this plan needs to be 
revisited and tweaked — and more than just 
once a year. I believe this board and this staff 
are committed to do that.

What are some of the most important 
things to come out of the LRSP?

Each of us will differ in what we think is 
important coming out of the long-range 
plan. The things that were important to me 
— fertility, incentivizing whole-herd 
reporting, trying to get more of this data, 
trying to stay relevant in the commercial 
industry, the commercial bull threat. 

I think we become short-sighted when we 
think these other breeds are the threat. In 
reality, the biggest threat is the commercial 
bull threat. We’ve got to do a better job of 
selling the pedigree and why it’s important. 
There’s technology coming forward, and 
most of these genomic companies will have 
no problem taking money from sellers of 
commercial bulls and helping them come up 
with an EPD (expected progeny difference). I 
see them becoming a bigger issue going 
forward than what they’ve been in the past. 
That goes in line with us selling the 
importance of a registration paper. 

Other issues: How do we position more of 

our members — and I’m not just talking 
board members — in positions of industry 
leadership? 

We have to make sure our members and 
our customers in the commercial segment 
are confident with the information that we’re 
putting out. We have to make sure they know 
our data is the best data out there, and we 
have to ensure it is. 

We need to make sure we are getting the 
research done that we need, and we can’t wait 
for researchers to bring projects to us. 

Part of any long-range planning process is 
identifying challenges and opportunities. 
What do you see as the challenges facing 
the American Angus Association and its 
members?

Meeting consumer demand. We’re going 
to have to do a better job of identifying what 
consumer needs and wants are, and we have 

to adapt. We can’t just raise the product that 
we want without them in mind.

We in agriculture do it because we enjoy 
doing it, but we also need to step back and 
realize there’s a purpose in the product we’re 
raising. We get caught up in wanting to do 
our own thing and don’t want to be 
bothered. We have to find out what our 
customers want. 

Complacency. We’re on the top of our 
game right now, and I worry that we’re riding 
on the shirttails of our successes. These other 
breeds are hungry; I’m not sure we’re hungry. 
We’ve had it so good the last few years, I 
think we became very complacent. We as 
breeders have got to do a better job and take 
a look at where we’re at and where we need 
to go. That’s why I think this long-range 
strategic plan is so imperative. 

We have members who are very 
progressive, and we’ve got a lot of members 
who are resistant to change. I’m not speaking 
directly to the type of cattle they raise, as it 
takes all types, but speaking more to their 
mind-set and their ability to adapt to change. 
We need to be progressive, and there [are] 
many different ways to be progressive. 

Being on the board has helped me accept 
technology and new ideas. If I wasn’t on the 
board, I’d probably be a little resistant to 
change, too. There are so many things you 
learn while you are on the board.

Relevance. I worry about how relevant 
we’re going to be in 10 years if we keep going 
down the road we are. Look at CAB. Look at 
how long it took for CAB to be successful to 
the degree it is today. Look at our database 
with AHIR. These weren’t programs that just 
took off. 

We have to make sure we’re meeting our 
commercial producers’ needs — and the 
consumers’ needs. It’s a twofold deal. The 
decisions we make may not always be in all of 
our members’ best interests today, but 
hopefully they will be for tomorrow. If we 
can stay relevant with our commercial 
customers we’ll stay relevant for a long time 
to come.

Traits of importance. Soundness and 
fertility are traits that are often overlooked 
but directly affect one’s bottom line. We need 
to place more emphasis on these 
economically important traits. 

We have to make sure that the premiums 
that Angus cattle command due to their 
multi-trait functions are realized downstream 
in the marketplace. 

Health is one of the biggest things affecting 
feedlot profitability in all breeds. My 
aspirations would be to continue to research 
and explore ways of improving herd health, 
such as finding markers for high-altitude 
disease and creating expected progeny 
differences that breeders can implement to 

President’s Perspective 
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What part of the cattle industry do you enjoy the most? 
My favorite part would be dealing with the commercial industry. The commercial 

industry is the mainstay of my business, as the majority of bulls I sell go to commercial 
producers. I enjoy assisting them with their genetic selection, seeing the results of it and 
the improvement they are making in their product offering. I enjoy helping them market 
their product and achieving premiums for their better genetics. 

This full-service approach has created many cherished relationships with my 
customers and has made me feel part of their day-to-day lives. It has also afforded us 
the opportunity to follow our genetics through the supply chain, collecting data and 
validating their genetic merit. 

I thoroughly enjoy dealing with our purebred customers as well, but it is our 
commercial customers that keep me in business. We’ve been consistently upward of 80% 
repeat buyers. 

@ “We have to do a better job of explaining why 
customers should be using a purebred bull. We’re 
trying to help them create value — justifiable 
value — for what they have. I think we’re going to 
have to work harder in the future,” Jim says.



improve their breeding decisions. Is there a 
genetic correlation to diseases such as BRSV 
(bovine respiratory syncytial virus)? Imagine 
the possibilities of being able to select for 
BRSV-resistant cattle or other health-related 
issues.

Unregistered bulls. A registered Angus 
bull with individual performance data and 
genomics tied to his pedigree provides 
predictability of the economic impact of his 
progeny. There are many commercial 
producers sourcing commercial bulls with no 
data or predictability to determine the 
outcome of utilizing said bulls. We as 
breeders, staff members, fieldmen, etc., need 
to pursue these producers and educate them 
on the value and predictability that a 
registered Angus bull can offer them. 

Dollars available to industry. Coming off 
of historic highs in the marketplace, we are 
bound to see significant reduction in the 
value of cattle in the marketplace. The 
seedstock industry is the last to realize the fall 
in the markets, and we have enjoyed historic 
highs the last few years. As the value of 
registered animals declines as it is bound to 
do, I would hope that our future boards are 
mindful of the value reduction within the 
industry and continue to put emphasis on 
the need to register animals, thus providing a 
predictable product that commands more 
value. 

What are our greatest opportunities?
As many Angus bulls as there are being 

sold out there today, there’s probably still 
opportunity for selling registered-Angus 
bulls. The Angus breed is the multi-trait 
breed of choice. It competes in all facets of 
the industry better than any other breed, 
which is why black cattle today command a 
premium. Angus heifers still bring more 
value than colored heifers due to their 
profitability at the ranch level. Angus steers 
still command a premium due their ability to 
gain, convert and grade. The consumer has 
identified with the value and consistency of 
Angus cattle, making CAB the benchmark by 
which all other branded programs are 
measured. Angus is the most profitable breed 
in all segments of the industry. 

The opportunity is for us to better tell that 
story, and to find creative ways to tell our 
story, such as working more with academia, 
educating them as to the value of Angus so 
they work with us instead of against us in 
educating future generations.

As the leading breed organization in a 
global marketplace, I feel there is opportunity 
to process the data for other national 
organizations. Is there opportunity in 
pooling our databases into one Angus 
database globally? Could it enhance our 
genetic selection and increase the accuracy of 

our database? I believe it could. What does 
that model look like? I don’t know, but I 
can’t help but think there might be 
opportunity. 

What do you see as the Association’s 
greatest strength?

Our greatest strength is our people, the 
staff and the membership. We are 
surrounded by some outstanding individuals 
who are instrumental in the success of the 
Angus Association. Our data is the most 
respected data of any breed organization out 
there due to the sheer number of computing 
volume and the accuracy associated with it. 

What does it take to be a good board 
member today?

The first thing is open-mindedness. You 
have to have the respect of listening to all 
board members, and you have to take the 
time to have an understanding of the issues. 
You can’t be afraid of asking the questions. 

You have to absolutely check your 
personal agenda at the door. If you have a 
personal agenda, I don’t think you can be 
objective. When you look at issues, you have 
to look at what’s good for the membership, 
what’s good for the Association and what’s 
good for the breed — and they’re not always 
going to coincide. When that happens, you 
have to look at the long-term benefits and 
make that decision based on how it affects 
each sector.

With what issues will the incoming board 
be dealing?

Who is our customer? Is it the commercial 
producer that we sell bulls to? Is it the feeder? 
Is it the packer, or is it the consumer? I 
believe it is all of the above. It is imperative 
we continue to be involved with the users of 
our product. We must continue to gain 
understanding of the other segments, be 
mindful of those segments in our breeding 
decisions and validate our product within 
those segments. 

Somehow we have to make sure there is 
value for the pedigree, for the registration. 
We’ll be in trouble if we can’t achieve that 
goal because it changes the scope of the 
Association. 

Technology advancements like gene 
splicing create questions for the Association. 
We need to make sure that we’re involved 
with all new technology. Whether we utilize 
it or not, we need to have an understanding 
of how it might affect us. 

The incoming board will need to continue 
to place emphasis on training the data behind 
genomics. It is easy to i50k and call it good, 
but the accuracies within our EPDs will be 
enhanced with the collection of phenotypes 
as well as genomics.

What did you enjoy most about being on 
the board?

Networking and the relationships you 
build, along with the knowledge I’ve gained 
of the Angus Association.

How do you want people to remember you 
as president?

As someone who was very honest and 
transparent, looking to the future at what 
our challenges may be in years to come and 
implementing strategies today to combat 
those challenges as they arise in the future.

 

November 2016  n  ANGUSJournal  n  61

Peer review
“Jim is 100% dedicated to making 

the Angus breed and its membership 
successful — not only today, but long 
into the future. He is very careful in 
making decisions that impact the Angus 
breed and its members. Jim is certain to 
vet new ideas thoroughly prior to moving 
forward, especially when it involves the 
member’s hard-earned money.”

— Don Schiefelbein

“Jim has led the board in typical Jim 
Sitz fashion, which I would characterize 
as calm, even-tempered, humorous and 
thoughtful. Jim always encourages and 
listens to input from everyone around 
the table. His leadership style makes 
others comfortable and willing to give 
input.”

— Kevin Yon

“Jim has always been a rock and a 
voice of common sense. As the board 
president, he’s been a great facilitator 
of lively discussions, which have 
resulted in a wealth of beneficial ideas. 
He’s even-tempered, and is capable 
of managing difficult situations with 
his calm demeanor. He always does 
his homework and comes to meetings 
prepared for in-depth discussions.”

— Jerry Connealy

“Jim has led the board this year with 
a strong focus on the future, believing 
in leaving the past distractions in the 
past. The board has been the most 
unified this year of the seven years that 
I have served. That is a true leader.”

— Charlie Boyd

“Jim has had a very positive 
influence on the Association with his 
leadership style the past year. He’s 
actively involved both board members 
and staff. In turn, we’ve had a team 
that has been engaged and ultimately 
empowered, which was critical to the 
ultimate success of the Long-Range 
Strategic Plan.”

— Allen Moczygemba


