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2012 Closing Dates

2012 Distribution Profile

American

Primary Reader 
• Beef Cattle Producer
• Herd size 200-1,000
• Cow/Calf

Primary Reader 
• Dairy Cattle Producer
• Herd size 50-500
• Cow/Calf

 American Cattlemen Magazine Distribution        American Dairymen Magazine Distribution         Digital Distribution

Publication Issue Close Publish Shows

Cattlemen   February   1/3/2012   1/10/12   A,B,

Cattlemen   March   1/30/2012   2/7/12   C

Cattlemen   April   3/5/2012   3/13/12    

Cattlemen   May   4/2/2012   4/10/12    

Cattlemen   June   4/30/2012   5/8/12    

Cattlemen   July   6/4/2012   6/12/12    

Cattlemen   August   7/2/2012   7/10/12   D,E

Cattlemen   September   7/30/2012   8/7/12    

Cattlemen   October   8/27/2012   9/4/12   F

Cattlemen   November   9/24/2012   10/2/12   H

Cattlemen   December   10/29/2012   11/6/12    

Cattlemen   January   11/26/2012   12/4/12    

Publication Issue Close Publish Shows

Dairymen   February   1/16/2012   1/24/12   A,B,C

Dairymen   March   2/13/2012   2/21/12    

Dairymen   April   3/19/2012   3/27/12    

Dairymen   May   4/16/2012   4/24/12    

Dairymen   June   5/14/2012   5/22/12    

Dairymen   July   6/18/2012   6/26/12    

Dairymen   August   7/16/2012   7/24/12   E

Dairymen   September   8/13/2012   8/21/12   F

Dairymen   October   9/10/2012   9/18/12   G,H

Dairymen   November   10/8/2012   10/16/12    

Dairymen   December   11/12/2012   11/20/12    

Dairymen   January   12/10/2012   12/18/12    

A- Iowa Power Farming Show   B- National Cattlemen’s Beef Association (NCBA)   C- National Farm Machinery Show   D- Wisconsin Farm Tech Days
E- FarmFest   F- Farm Science Review   G- World Dairy Expo   H- Sunbelt Expo

Circulation : 40,000 Circulation : 40,000



American Cattlemen and American Dairymen have been trusted resources for
America’s beef and dairy producers for over 20 years.  Published monthly (in
print and digital formats) and distributed to over 80,000 active ranchers
and dairy producers,  American Cattlemen and American Dairymen are essential
and economical vehicles for all livestock advertisers or industry suppliers.

American Cattlemen magazine is read by ranchers and producers with herd size
from 200 to 1000, on farmland of 150 to 5,000 acres.  But, not only are they
the nation’s top beef producers, 95% report they produce their own forage
crops as well. The reader of American Cattlemen is predominately male (75%),
age 40-65 and is the primary decision maker for all purchases for the
livestock business as well as the family farm and home.   

American Dairymen magazine is read by dairy producers with herd size from
100 to 500, on farmland of 100 to 4,500 acres.  They are America’s top dairy
producers with 70% reporting they produce their own forage crops as well.
The reader of American Dairymen is predominately male (70%), age 35-65 and
is the primary decision maker for all purchases for the livestock business
as well as the family farm and home.   

Distribution of American Cattlemen and American Dairymen is through a
strategic, targeted and proven network.  Single copies are mailed direct to
cattle and dairy producers, livestock dealers, subscribers and leaders in
the livestock industry.  Bulk copies are sent to over 500 dealers, feed and
supply stores, associations and Ag / livestock related businesses that have
requested them for customer distribution.  Both magazines are available in a
digital version, sent via email to over 40,000 subscribers.  

Showcasing Producers

Publication Profile

Our Value Proposition

 PRICE - our rates and CPM are the most competitive and among the low-
est in the industry.  Your rate also includes FREE 4-color and graphic design 
assistance if needed. 

 PRINT DISTRIBUTION / READERSHIP – American Dairymen and American 
Cattlemen reach only active producers in the top beef cattle and dairy states in 
the nation.  Each reader is personally verified by our in-house circulation special-
ists to guarantee that they are a producer and want to receive our magazines. 

 DIGITAL DISTRIBUTION - Our digital versions have over 40,000 additional 
readers nationally and is available via email to any producer or through our website.  
All magazine advertisers are included in the online magazine at no additional charge. 

 E-NEWSLETTER MARKETING - Every month we email a newsletter with new products, new industry related information 
and a link to our magazine. Your company can be showcased with a video or banner ad for a very economical cost. The newsletter 
is sent out monthly to over 27,000 qualified dairy producers and over 21,000 qualified beef cattle producers.   

 WEBSITE ADS – Greatly increase your exposure to our readers and cattle/dairy producers with a banner or block advertise-
ment on our  www.americandairymen.com or www.americancattlemen.com websites. 



Bring your sales message to life by including a video of your product 
in the digital version of American Cattlemen or American Dairymen

2012 Print, Multi-Media & Web Rates

Web Advertising

	 1x	 4x	 6x	 12x
	     $50 	 $40 each	 $35 each	 $30 each

Video provided by customer - requirements see back Page

 Website Banner	 30 days	 90 days
Homepage Leaderboard	 $  450	 $  999

Homepage Block	 $  215	 $  450

Secondary Page Leaderboard	 $  395	 $  825

Secondary Block	 $  125	 $  300

 Pre-printed Inserts

1 sheet (2 sides) 	 $1,500
2 sheets (4 sides) 	 $2,500

Priority Pages 1x Multi-media
Package 4x Multi-media

Package 6x Multi-media
Package 12x Multi-media

Package

Inside Front Cover   $ 1,695   $ 2,195   $ 1,610   $ 2,060   $ 1,529   $ 1,929   $ 1,453   $ 1,803

Inside Back Cover   $ 1,695   $ 2,196   $ 1,610   $ 2,060   $ 1,529   $ 1,929   $ 1,453   $ 1,803

Back Cover   $ 1,765   $ 2,265   ---------   ---------   ---------   ---------   ---------   ---------

Front Cover Banner   $ 2,000   $ 2,500   ---------   ---------   ---------   ---------   ---------   ---------

Display Ads 1x Multi-media
Package 4x Multi-media

Package 6x Multi-media
Package 12x Multi-media

Package

Full Page   $ 1,336   $ 1,836   $ 1,273   $ 1,723   $ 1,210   $ 1,610   $ 1,060   $ 1,410

1/2 Page   $ 795   $ 1,295   $ 724   $ 1,174   $ 689   $ 1,089   $ 648   $ 998

1/4 Page   $ 665   $ 1,165   $ 610   $ 1,060   $ 556   $ 956   $ 503   $853

Classified   $ 42   ----------   $ 40   ----------   $ 38   ----------   $ 36   ----------

Column Inch $ 49 ---------- $ 47 ---------- $ 45 ---------- $ 42 ----------

*Multi-Media package includes: Website and digital Newsletter block ad or embedded video

 Embedded Video

Must be 7.25” x 10” or smaller.  Odd sizes 
or multiple pages?  Call for a quote.
Ship to: RR Donnelley, 1600 N. Main, Pontiac, IL, 61764.  
Attn,: Dave Petersen



Editorial Showcase Opportunities

	 1x	 4x	 6x	 12x
	     $50 	 $40 each	 $35 each	 $30 each

 BREED OR 
BUSINESS PROFILE
$1,800

 Includes:

- 1-Page Article
(includes: 600 words and 1-2 photos) 

- Full Page ad
(designed as a 2-page spread)

 COVER STORY
$5,000

 Includes: 

- Front Cover

- 3-page Cover Story
(includes: 1,800 words, 
3-5 photos, plus a hi-res 
vertical format image 
for front cover)

- Full Page ad

- 100 extra copies

 FEATURE ARTICLE
$3,500

 Includes:

- 2-Page Feature Article
(Includes: 1,000 words and 2-4 photos)

- Full Page ad

- 50 extra copies
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Beefmaster 
offers many 
reasons 
to Be a Breed 
of choice.
By Tommy Perkins, Ph.D., PAS; Executive Vice President, Beefmaster Breeders United

Beefmaster cattle are a combination of Zebu, Hereford 
and Shorthorn that has been in existence since the early 
1950’s.  They are a unique combination of Bos Indicus 

and Bos Taurus breeding that allows them to excel in any environ-
ment.  Today they can found from Wisconsin to Texas, California 
to Florida and every place in between.  The Beefmaster Founda-
tion herd excels in the cold environment of Colorado and about 
50% of the registered animals are found in the hot, humid environ-
ment of Texas and Florida.  The three breed combination has built 
in heterosis that will further be enhanced in mating them with the 
industries commercial cattle population.

Many cattlemen are unaware of the level of increase in pro-
ductivity that crossbreeding offers the cattle industry.  Scientists 
suggest that as much as a 25-30% advantage may exist by use of 
crossbreeding.  Because of the many generations of repeated top-
crossing of Angus bulls on the commercial cowherd the industry 
has seen a significant loss in heterosis.  “Most will agree that the 
Angus breed and the Certified Angus Brand (CAB) have had a 
tremendous success in product marketing over the years,” stated 
Tommy Perkins, Executive Vice President of Beefmaster Breed-
ers United (BBU).  “However, cattlemen can reap even more 
economic advantage by using another breed to capitalize on the 
advantages of heterosis and breed complementarity.”

The Beefmaster breed of cattle is a multipurpose breed that is 
full of convenience traits.  When used in a crossbreeding program, 
Beefmasters will add growth and efficiency in all phases of the 
production chain.  This added growth and efficiency will put dol-
lars in your pocket at the cow-calf level and all the way through 
the feedlot phase, giving you the best of both worlds. You get all 
the convenience traits in the female along with a crossbred, high 
performing calf with excellent carcass traits.

  Breed showcase beefmaster cattle

Traditionally, the Beefmaster cow has provided the low birth 
weights, calving ease, fleshing ability, efficiency and conception 
percentage that is unequalled in the beef industry.  Use of Beefmas-
ter influenced cattle will allow you to be a low-cost producer with 
fewer inputs at the cow/calf level.  Reduced per cow cost will be-
come a requirement of cow/calf operators to survive in the current 
and evolving beef industry. Economics 101 suggests that cow/calf 
producers can achieve greater profitability or minimal losses by cut-
ting per cow costs.  These cost cutting measures are built into the 
Beefmaster influenced female.

Beefmaster cattle offer the perfect balance of convenience, breed 
complimentarity, and heterosis retention.  For example, a cross be-
tween a commercial Angus cow and a Beefmaster bull would com-
bine high levels of marbling from the Angus with high efficiency 
and growth of the Beefmaster.  Thus, the resulting crossbred proge-
ny should combine quality grade and cost of production attributes to 
maximize value in a retained ownership management system.  This 
mating would allow the producer to optimize Bos Taurus percentage 
in an excellent replacement female or a fast growing, efficient, high 
quality feeder calf.  

In conclusion, heterosis has an impact on many traits but it is 
most beneficial in improving performance in the lowly heritable 
traits like reproduction.  Beefmaster cattle, recognized as a breed by 
the United States Department of Agriculture in 1954, were selected 
following founder, Tom Lasater’s, six essentials. The six essentials 
consist of disposition, fertility, weight, conformation, milk produc-
tion and hardiness.  Beefmaster breeders continue to strive for the 
Standard of Excellence by using the six essentials.  Beefmaster 
females, purebred or percentage, will add disease tolerance, insect 
tolerance, heat tolerance, longevity, docility, calving ease, maternal 
abilities and hardiness.  

 Contact the BBU office at 210-732-3132 or go to our website 
at  www.beefmasters.org for additional information.
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No forage left
By Gary DiGiuseppe

at just under 119 
million tons, the 
2011 U.S. hay 

crop is forecast by USDA 
to be the shortest since 
the drought year of 1988.  
Yields are down from 2010, 
but by less than 6%; it’s 
kind of like the man with 
one foot in boiling water 
and the other in a bucket 
of ice—while the South-
east Plains crop has been 
devastated by what Texas 
State Climatologist John 
Nielsen-Gammon calls 
the “most severe one-year 
drought on record,” there’s 
a lot of hay in places where 
it’s typically harder to grow.  
The problem is getting it 
where it’s needed.

In Texas, more than 95% 
of which was in the National 
Weather Service’s “hardest” 
drought rating of exception-
al as of September, the grass 
simply did not grow.  It isn’t 
just dry; it’s hot.  The aver-
age June-August tempera-
ture of 86.8 degrees—that’s 
a 24 hour average, day and 
night—was the highest ever, 
exceeding that of the Dust 
Bowl year of 1934.  Along 
with crops, pasture and 
rangeland have been seared 
by the heat  and lack of 
water; as of August, Texas 
AgriLife Extension esti-
mated this year’s drought-
related agricultural losses at 
a record $5.2 billion,  with 
$750 million of that coming 
out of the hay crop.  As a 
point of reference, according 
to USDA, last year’s Texas 
hay crop was worth $1.241 
billion.

  feature story no forage left

But the losses are higher in part be-
cause the prices are higher.  As of Sept. 
9, USDA said the best alfalfa in West 
Texas was selling for $275-330/ton, 
compared to $230-265 a year ago.  The 
premium was even higher for lesser 
quality hay; hay rated Fair to Good 
was bringing $220/250/ton compared 
to just half as much, $110-130, in 2010.

But in Texas, there’s little standing 
for the cattle.  “There’s actually not a lot 
of forage left at all,” says Vanessa Cor-
riher, a forage Extension specialist at 
the Texas Agri Life research station at 
Overton.  “There have been some pro-
ducers that didn’t take a lot of cutting or 
they sold cattle earlier, so they still have 
some bermudagrass still standing.  Most 
producers had, kind of until the last min-
ute, grazed and used what they had to, so 
there’s still bermudagrass up there; it’s 
just very short.  A lot of it has already 
gone dormant because of the drought, 
and has potentially suffered from the 
drought.  Most producers have been at 
the point for a while now where they’re 
feeding hay or other forms of supple-
mentation to keep their livestock going.”

Corriher says there’s still some hay, 
and alternative forage sources like sor-
ghum stubble or corn stalks, although 
the majority of it is probably being im-
ported from other states.  That can get 
expensive, and she says it’s up to the in-
dividual producer whether to make that 
investment, or to just give up and liq-
uidate herds because it’s no longer eco-

“most severe 
one-year 
drought on 
record”

nomical to maintain them.  “They have to 
make the best choice for their situation, 
their production goals and what they’re 
trying to achieve,” she says.  “But there 
are a lot of producers in the state of Texas 
that are maintaining their herds; they’re 
just having to work very hard at it.”

Corriher has heard prices even higher 
than those quoted by USDA; where ber-
mudagrass hay is available, it’s bringing 
$150 a roll.  The corn stalks and other crop 
stubble are only $30 a roll.  “As we start 
to look into the winter, and we’re still in 
a drought and there’s not a lot of rainfall, 
unfortunately those prices are going to 
increase” along with demand, she says.

While some Texas forage produc-
ers irrigate, that is expensive and is not 
a panacea.  “Even in a dry year with 
irrigation, they still only have 50% of 
their production,” Corriher says, and 
adds that irrigated producers aren’t try-
ing to make a killing.  “I know a hay 
producer that is irrigating 24/7; he’s 
selling his hay, but he’s trying to keep 
it at a reasonable cost because he un-
derstands the stress producers are under, 
so he’s probably lucky if he’s breaking 
even in regard of the cost to what he’s 
selling his hay for.  So even for those 
guys irrigating, it’s still a rough year.”

Hay and forage prices are not just 
high in Texas.  The same week of Sept. 9, 
the USDA Market News reporter in Tor-
rington, Wyo. said the best quality new 
crop alfalfa was selling for $180-205/ton 
in eastern Wyoming, up from $100-120 

the year before.  But Donn Randall of the 
Wyoming Business Council says there’s 
no forage shortage there.  “Parts of Wyo-
ming, up in northeast Wyoming, prob-
ably have had a record rainfall, so it’s 
just the reverse.  We’ve got more forage 
than we normally get.  The forage supply 
is good, and quality is really excellent, 
so our hay producers are doing well.”

So why are the prices so much high-
er?  Randall cites increased out-of-state 
demand, both from southwestern areas 
stricken by the drought and from over-
seas.  “The exports out of the Pacific 
Northwest have increased this year by 
about 11%,” he says.  “Those export com-
panies are starting to move out of Califor-
nia, Idaho and Nevada, and have started 
sourcing hay in southwest Wyoming.”

They’ve also found a way to reduce 
the price of shipping hay to the South.  
Randall says because of the new Niobr-
ara oil field in northern Colorado-south-
east Wyoming, and the Bakken in North 
Dakota, there are a lot of flatbed trucks 
hauling oil field equipment up into that 
part of the country.  “They’re willing to 

“They’re just 
scrambling, trying 
to do something to 
keep their operations 
together”
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By Gene Hall     Photos by Mike Barnett

  COVER stORy The passion of nolan ryan

That passion for the cattle business, and 
the willingness to use his influence to ben-
efit the industry, has earned Ryan the 2011 
Golden Spur Award, which recognizes 
leadership and exceptional service to the 
ranching industry.

“Being able to spend time with the cattle 
and seeing what we’re producing—that’s 
something I find relaxing and enjoying.” 
Ryan says. “It’s just something I always 
gravitated to and get a lot of satisfaction, 
being out on the ranch, probably more so 
than almost anything else I do.”

Ryan is often asked to speak out for the 
industry. He has always responded eagerly. 
There was a term on the Texas Parks and 
Wildlife Commission and a board seat on 
the Texas Beef Council. He made time 
to support the Go Texan program and for 
a trip to Japan to convince that beef and 
baseball loving nation to buy more U.S. 
beef. In 1990, he was asked to run for Tex-
as Commissioner of Agriculture.

He was interested and considered it. 
But at the time, there were more than 900 
strikeouts and two more no-hitters left in 
that amazing right arm. Baseball is still 
very much a part of Ryan’s life, but the 
pull of the ranch and standing up for agri-
culture remains strong.

“Ever since I’ve known him, he has 
had a passion for that. Sports has enabled 
him to buy a ranch or own cattle or be a 
rancher,” Ryan’s wife, Ruth says. “He al-
ways studied books about cattle and ranch-
ing. I knew he would stay in the business 
in some way, probably most of his life, and 
he has.”

Charlie Bradbury, chief executive officer 
of Nolan Ryan’s All Natural Beef, says Ryan 
is “pretty much what he appears to be.”

“He’s just a real, down-to-earth guy 
who can visit with anybody. He’d just as 
soon talk to the guy holding the door open 
for him at the hotel as he would some CEO 
with some large corporation. He really has 
a unique ability to visit with somebody 
on their level. He really can communicate 
with people,” Bradbury says.

Adds Texas Agriculture Commissioner 
Todd Staples: “The thing that Nolan brings 
to the table is an undying work ethic that I 
think separates him, and a willingness to give 
back. Nolan has been recognized around the 
world for promoting Texas beef.”

Nolan Ryan was born in Refugio, the 
youngest of six children, to Lynn Nolan 
Ryan Sr. and Martha Lee Hancock Ryan. 
His family soon moved to Alvin. 

Legend has it that as a young boy, he 
enjoyed throwing random objects at any 
target. His father felt baseball might be a 
more productive outlet and encouraged his 
son to play the game.

Baseball afforded Ryan the opportunity 
to become a rancher, but he had the cattle 
bug long before major league success.

“Well, I tell people the story that I re-
ally got into the cattle business when I was 
about 10 years old. I talked my parents 
into taking me out to a dairy farmer who 
was a member of our church and bought a 
day-old calf from him and I started bottle 
feeding it. Once I got it up and going af-
ter about 10 days, I convinced them to go 
back out there,” Ryan says.

“That was the first time I ever found out 
about price increases because the first calf 
cost me $1.50 and the second was almost 
$2. And I couldn’t quite understand why 
it had gone up 50 cents in about a 10-day 
period. So anyway, then I’d start another 
one and once I got them up to about 400, 
450 pounds, I’d take them to the auction 
barn and sell them.

“Then I’d buy a replacement heifer. I 
built up to about seven heifers doing that. 
And once I got to that point, I got into ju-
nior high and started playing football and 
basketball and baseball. So, I had to make 
a decision at that point in time so I had a 
dispersal. I sold my seven heifers because 
of sports. And it was probably the right 
thing to do,” Ryan says.

And clearly, it was the right thing to do. 
But the desire to be in the cattle business 
never went away.

After high school, Ryan wanted to play 
baseball at Texas A&M University, but the 
head coach at the time—in one of base-
ball’s all-time worst misjudgments—told 
him that his future might not be in base-
ball.  Ryan and the New York Mets had 
other ideas. In 1966, he began the first of 27 
major league seasons. Ryan learned more 
from baseball than how to pitch. There 
were lessons, in fact, that fit in very well 
with his dreams of the cattle business.

“To play as long as I did, you really had 
to have the work ethic; the desire to play 
and participate and perform on that level 
into my 40s,” Ryan says. “So I took that 

tExas RangER, tExas RanChER—

thE PassiOn Of  
      nOlan Ryan

Baseball fans 
see Nolan 
Ryan in the 

owner’s box at Rangers 
Ballpark in Arlington. 
They know him as part 
owner, president and 
chief executive officer 
of the Texas Rangers. 
Or perhaps the legions 
of fans see Ryan in their 
cherished memories—
the seven no-hitters, 
the 27 major league 
seasons, the all-time 
strikeout record, or the 
324 wins.

Ryan understands 
that people excel in 
those things for which 
they have great passion. 
When he explains his 
success in baseball or 
ranching, he uses that 
one word more than any 
other. 

“Well, I think if 
you don’t have that 
passion for what you’re 
doing—and it doesn’t 
matter what it is—if you 
don’t have a passion for 
it, I don’t think you’re 
going to do it well,” 
Ryan says. “If you have 
it, then you’re going to 
enjoy it. And you’re go-
ing to be your best and 
be as successful as you 
possibly can be.”

nolan and ruth ryan
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  COVER stORy The passion of nolan ryan

same approach to my cattle operation. 
And I can honestly say, with all the things 
that are out of your control in agriculture, 
if you don’t have that passion and dedi-
cation, I don’t see people staying with it. 
We’re going through right now one of the 
worst droughts that we’ve seen, certainly 
since I’ve been a producer. I think I used 
a lot of the same principles I used in base-
ball in my cattle operations.”

During his time on the board of direc-
tors, the Beefmaster association became 
involved in a branded beef program—one 
of the first of its kind. The success of the 
Certified Angus program had somewhat di-
minished the market for Beefmaster bulls. 
Leaders of that organization began look-
ing into a brand of its own. They found the 
answer sitting on the board of Beefmaster 
Breeders Universal—Nolan Ryan.

“Nolan was still in Alvin at the time,” 
says Bradbury. “I remember, we went 
to a grocery store and we bought some 
Earl Campbell sausage, and some Phyl-
lis George chicken and Jimmy Dean Pork 
Sausage and some things like that. We put 
them in a cooler and drove to his office. 
He was sitting at his desk and we said we 
need to talk to you about something. We 
pulled those out, put them on the table. 
He started rolling his eyes. We told him 
what we wanted to do and obviously, he 
had to think about it.”

“As they did more research, they felt 
like they needed something to distinguish 
them from other branded programs, so 
they came to me and asked me if I would 
have an interest in being involved in it 
and them using my name,” Ryan recalls. 
“And at the same time, we were going to 
be the first certified tender program.”

Nolan Ryan Tender Aged Beef was born.
Ryan says the cattle business is the 

most challenging business he’s ever been 
involved in.

“There are so many components that 
are out of your control. You do what you 
think is best and you take all the informa-
tion that you can accumulate and prepare 
for what you think might be the worst 
case scenario, but you don’t really know 
if that’s the case or not, because you don’t 
know what the market is going to be, and 
you don’t know what the weather pat-
terns are going to be,” he says. “So you 
have all of these challenges that are out 
of your control. You end up being in a 
reactionary mode. I find that probably as 
frustrating and agonizing as anything I’ve 
ever done.”

The cattle industry that Ryan em-
braced was eager to claim him as one of 
their own, and he gave back. What does 
that mean for the industry?  Before Nolan 
Ryan Tender Aged Beef was launched, 
Ryan’s standing as the face and voice of 
the brand was put to the research test.

  “There were 73 percent of American 
households who know who Nolan Ryan 
is. But unlike some of the other people 
who are around him on the list, he has a 
very high, positive score. In other words, 
there are some other personalities that are 
almost as high in number, but when you 
ask them, what do you think about this 
person, they don’t want anything to do 
with them,” Bradbury explains. “That’s 
not the case with Nolan. He actually has 
the highest positive ratings of any sports 
personality on that research. So he’s a per-
son who is very credible, he is very well 
known, and, he very much believes in 
what we are doing in the beef industry.”

Commissioner Staples says Ryan fo-
cuses on what is right “and then works 
to make it better. That’s one of the things 
that I think has benefited agriculture so 
tremendously is because Nolan has been 
a steady constant. He understands market 
principles; he understands good genetics. 
He understands building partnerships with 
industry members. And that is one of the 
things that I think has established his cred-

ibility in agriculture, because he’s deliv-
ered. And he’s done it in a sound way that 
gives others confidence. And it certainly 
has benefited Texas beef producers.”

This year’s winner of the Golden 
Spur works to promote agriculture while 
building one of the state’s most impres-
sive cattle operations.   Baseball brought 
fame to Nolan Ryan, and he’s steered 
the Texas Rangers to a level of success 
the organization has never known. The 
baseball career may end by his own 
choice someday— but he will always be 
a rancher. 

Any baseball player will tell you the 
goal is to get better every day.  Ryan 
often uses these and other words from 
the athlete’s culture of baseball.  But it 
works—in ranching, branded beef and 
baseball. His goal, his passion, is to get 
better every day.

  “The ranching and cattle business is 
a passion of mine. It’s been that way ever 
since I was a little bitty boy,” Ryan says. 
“Why it is, I don’t know. I think I was 
meant to be in this business and I truly 
enjoy it. People ask me, what do I really 
enjoy doing, and I tell them I enjoy be-
ing in the working pens working cattle. 
That’s something I get a lot of enjoyment 
and satisfaction out of.” 

 
Reprinted courtesy of Texas Farm Bureau.

ELBURN COOPERATIVE
108 NORTH MAIN STREET

P.O. BOX 189
SYCAMORE, IL 60178

630-365-1424   
www.elburncoop.com

SMEDLEY FARM SRVICE
6909 W. STATE ROAD 60

CAMPBELLSBURG, IN 47108
812-883-5932

KRAMER’S MILL, INC.
905 S. 5TH ST.

HOLLAND, IN 47541
812-536-2918

CENTRAL FEED SERVICE, INC.
P.O. BOX 23

1406 7TH STREET N.
PRINCETON, MN 55371

763-389-2611   
www.centralfeedservice.com

YOUNG ENTERPRISES, INC.
25759 HWY. 161

NEW HARTFORD, MO 63359
573-669-5225   

www.youngenterprisesinc.com

SCHOTT FEED & SUPPLY
715 EAST PATTERSON STREET

ALLIANCE, OH 44601
330-823-7277   

Fax: 330-823-7278

MAYSVILLE ELEVATOR, INC.
10583 HARRISON ROAD
APPLE CREEK, OH 44606

330-695-4413   
Fax: 330-695-7261

WEST SIDE FEED SERVICE, INC.
1115 WEST MANSFIELD ST.

BUCYRUS, OH 44820
419-562-6806   

Fax: 419-562-4816

NOVA FARMERS SUPPLY, INC.
P.O. BOX 23

NOVA, OH 44859
419-652-3200   

Fax: 419-652-2291
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