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AN.A. Projest ~ 2525-98

ANALYSIS OF THE SITUATION

A. General Beef Cattle Situation:
1. At the begimning of 1959, appreximately 760,500 head of beef
cattle were reported on Virginia farms. They were classified as follows:
Beef Cows 322,000 42.3%
Calves 206,000 7.8

Stears -~ 1 year old or older 130,000 17,13
Heifers -~ 1-2 years old 85,000 11,28
Beef Bulls - 1 year old 17,500 2.3%

2. The general trend has been for beef cov numbers to remain about
the same for the past four years,

3. With a 16 percent inerease over 1958 in number of heifers froa
ome Lo two years old, indieations are that a small inerease in beef covw num-
bers is in store.

4.  The number of ealves and steers kept for yearling feeder cattle
production continues to show a gradual inerease.

5. The interest in feeding cattle continues to grow, particularly
in the Eastern part of the state, but indications are that this growth will be
gradual ,

B, Feeder Cattle Sales Organisation:

1. The State Teeder Cattle Sales Committes, comsisting of seven
members, is elected by the individual sale groups from the seven arbitrarily-
chosen produetion areas in the state.

The State Meeder Cattle Sales Committes continues to operate
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vith a great deal of enthusiasm and has eontributed & great deal to the over-
all feeder cattle sales program in the state.

3. The State "eeder Cattle Sales Committes collected spproximately
$20,000 from the feeder cattle sale consignors in 1958 on the basis of sach
consignor eontributing 50 cents per head sold through the special state-
sponsored sales, The advertising and promoting of the speeial feeder cattle
sales vas earried ou by the executive seeretary of the Virginia Beef Cattle
Produeers' Association under the direet supervision of the State FPeeder Cattle

Sales Committee,

c. Fall Feeder Calf Sales:
1. In 1958, there were 26 Feeder Calf Sales held in the state which
wvas one less than was held in 1957,
(a) One sale was dropped from the calf sale group in 1958

because of laek of interest and consequent smal) number
of calves from the ome counmty imvolved.
2.  The number of calves sold through the Pall Feeder Calf Sales in
1958 wvas up slightly from one year sarlier.
3.  The Tall Fesder Calf Sales continue to be & rather important
part of the total beef cattle marketing program sinee:
(a) There 1s & need for assistance by some of the newer and
smaller sales which have heen added to the program,
(b) There is a contimuous change in demand by the buyers at-
tending and supporting the sales.
D. Fall Yearling Steer Salest
1. The yearling steer produstion program makes up the seeond
largest segment of the State Feeder Cattle program,
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. In 1952, thers were 17 specisl state-spomsored Yearling Steer
Sales held in the state.

(a) In addition to the 17 state-sponsored sales, thers wvere 5
sales sponsored by livestosk market operators in vhich the
cattle vere graded by state graders.

3. A total of 11,973 head of cattls were sold through the state-
sponsored yearling steer sales vhich was just slightly above ome year earlier.
4L, Tarmers from 45 of Virginia's 98 rural sownties econsigned
cattle to ome or more of the Yearling Steer Sales in 1958,
E. Spring Pesder Cattle Sales:
1. During the month of April, 1958, five Spring Feeder Cattle
Sales were held,

(s) This was one less than vas held in 1957 due to the lack
of eattle available for the Dublin sale.

(b) There were approximately 5 peresat more cattle sold in
the 1952 sales than in the 1957 sales.

7., Slaughter Cattle Marketing:
1. A total of ten speeial-graded Slaughter Cattle Sales were held

. Plve of these sales were held at Fredericksburg, and four at
Riehmond,

3. A total of 704 head of eattle were sold through these sales,
vhieh was 45 pereent belov the mumber going through the 1957 sales.

(a) The reduction in number of eattle going through these

sales vas due mainly to drought eonditions and fewer eattle

on feed in the area.
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Livestoek Auetion Markets:
1. The present organisation for livestoek suetion market operators

has in the past concerned itself more with defensive tectics, partieularly

along the politieal lines, than with concentrating on being a progressive and
suggestive organisation.
2, The relationship between individual market operators and Rx-
tension personnel is improving.
H, VWork with Other Ageneies:
1, |Most all of the Extension Marketing Programs are in eccoperatiom
vith representatives of the Stats Department of Agrieulture.
(a) The Department of Agrieulture is responsible for the gred-
ing of live animals in the state.
(b) The State Department of Agrisulture representatives handle
the livestoek market news distribution in the state.
The State Veterinarian and his assistants cooperate in the
health program of the speeial sales,

OBJECTIVES
A, Feeder Cattle Sales Urganisatioms
1. Get the individusl sale groups to more fully understand the
operations of the State Peeder Cattle Sales Committee.
2.  Develop more confidemee in the state committes by the individual
sale groups.
3. Get more ideas on the long-range program of expanding speelal
foedar cattle sales in the state.

B. The Demonstrational Feeder Cattle Sales:
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1. Get mors partieipation and ineressed consignment in the
nresent] y-establ ished demonstretional sales.

2, Inerease the mumber of yenrling sf:sr sales East of the Hlue
Ridge by at least one sale.

3. Get the five presently market operated yearling steer sales
into the state-sponsored sale organisatiom,

4. Add one additional spring Feeder Cattle Sale.

5. Make the demonstrational sales & more useful guide in enter-

prise selestion for the livestoek farmers.
6, Make the sales a more useful giide for produstion and menage-

ment practioes,
€. Slaughter Cattle Marketing:

1. Get more consigmmert participation in the presently-organised
Slaughter Cattle Sales.

2., Get the presently-organised Slaughter Cattle sales better or-
ganized so that the sponsoring orjganisations, the Stete Department of Agrieul-
ture, and Extension Service persomnel will easch more fully reeognise the
speeifie part they will play in carrying on thess sales.

3. Make sure the presently-sstablished sales will:

(a) Create s good, sound competitive system of bidding on
slaughter cattle.

(b) Make it possible for farmers and feeders to more olosely
evaluate thelr own oatile by having all the sattle graded
on the U.5, Standards for slaughter eattls.

Ald farmers to more clearly understand the kind of eattls
that are in demand by packers,
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D. Livestoek Auetiom Market Operators:

1. Develop s stronger Livestoek Market Operators Assoeistion with
progressive programs for lmproving livestoek suetion market faeilities,
methods, and sspeelally their publie relstions with farmers and others with
vhom they deal,

2. Dewelop a eloser working relationship between livestosk market
operstors and Extemsion persomnel,

3. Develop a better understanding between livestoek producers and
market operators.

4. Set uwp a Livestoek Market Operators Clinie,

E. Vork with Other Agenel==:

1. Develop a more thoroxgh understanding of the fislds of work of
the State Department of Agriculture, partieularly the Market Expansion Seotien,
and its eomneotion vith lxtension Serviee programs and persomnel .

2. Create s oloser working relationship between Extension Service
personne)l and representatives of the Market News Seetion of the State Depart-

ment of Agrieulture.

WVORK TO BEZ DONE AND PRODENURE
The Peeder Cattle 3ales Organisatioms
1. Vork elosely with this organisation by
(a) Attending all their scamittes meetings,

(b) Keep this committee informed with fasts on ehanging market
demands and feed eonditions throughout the Bastern part of
the United States.

istablish a procedure vhereby old members eannot suseeed
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themselves on this eommittes in order that nev members
with nev ideas will be sleeted to this group,
« Esep all the individual sale growps informed on the setivities
of the State Feeder Cattle Sales Committes byt
(a) Distributing the summary of the minutes of each State
Committes moeting to each individual sale growp through
their respective eounty ageats.
(b) Attending all the individual sale group meetings possible,
4. Vork with eounty agents in strengthening the weaker Feeder
Cattle Sales Committees.

B. The Demonstrational Peeder Cattle Sales:

1., Get outlook information om prices of feeder cattle to eounty

agents, especially during July and August,

2. Publieise through all channels swvailable the results of sash
individual sale immediately after the sale,

3. Make avallable the results of all ecooperative Feeder Oattle
Sales in Virginia to the publie through the use of mimeograph material, with
eounty agents aoting as dispensers.

4. The results of the year's sales will be analysed by the spee~
ialist for trends on buying habits, demands of the buyers, and other informe-
tion which ean be used for guldance by the speeialist and eounty agents in
making recommendations on beef eattle produstion progrems.

5. Analyse the sales over a several-yesar period to get more con~
erete facts to base long-range sale planning om,

6. Ineourage county agents in the areas vhers nev sales are needel
to point out the advantages and possibilities of the sale program vhere sver




and vhenever possible,

7. Through meetings and personal contacts, emeourage yearling
steer producers to take s more aotive part in plamning and organising their
sales,

c. Slaughter Cattle Marketing:

1. |Meet with county agents in their distriot meetings and discuss
the slaughter catt.. marketing program with them,

2, Distribute the results of each of the fat cattle sales to the
county agents in the area involved,

3. Make sure the county agents are kept informed on rules and
regulations pertaining to the sales,

4. Analyse the resulis of all slaughter cattle sales held in the
state during the year and to distribute this informetion to county agents and
others upon request.

5. Make full use of redio programs and newspaper articles to ao~
quaint people with the program.

D. Livestock Auetion Markets:

1. Assist the Auection Market Operators Assceiation in planning
the program for their 1952 annual meeting.

2. Suggest the use of Extension Serviee personnel and other in-
dividuals connected with V.P.I, as spenkers on their program.

3. Representatives of the Virginia Livestoek Auction Market
Operators' Assoelation will be asked to partieipate in the anmual Animal
Husbandry Staff meeting held each year,

4. The specislist vill sdvise county agents to use market operators

on eounty committees and to inelude them in more Coumty Agricultural planning
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E. Work with Other Agencies:

1. The specialist vill work with repressntatives of the State De-
vartment of Agriculture and endeavor to point out to these representatives
vhat programs the Extension nersomnel cam best do and, at the same time, make
sure that the Extemsion Service persomnel do not perform duties whioh right-
fully belong to the State Department of Agriculture, Market Expansion Seotion
and Livestoek Grading Seotion.

2, County Extension persomnel will be asked to work with members
of the State Department of Agrieculture, Market News Serviee, sspecially in
obtaining the results of the special sales and assisting in getting this in-
formation into the Market News Office.

3. The specialist will make available to representatives of the
United States Department of Agriculture and any state group requesting infor-
mation about the organisations) setup and the operstions of the Virginia Feeder
Cattle Sales. The results of ssch set of spesial sales will be distributed
to the ixtension livestock Specialists in the surrounding states.

RESULTS EXPECTED AND PLANS FOR MEASURING PROGRESS
1. The results of the three types of demonstrational Feeder Cattle
Sales can be meawured by comparing the prices received in Virginia with Feeder
prices in some of the larger terminal markets.

. Records will be kept on the number of cattle and percentage of

cattle going to the various states and price records will give a good indice~
tion of results and trends.

3. Changes in the kind and quality of eattle, as indicated by the
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measure as to producers' response to the higher
w11 offer & -
for the

o stleination and growth of the warious types of sales will

greding, yher quality,

nrices paid

)
be

s of thelr souniness and the farmers' bellef in them,

good indl
be & sbllity of the local eommittees and market operators to

5.
smttle sales without assistance from the specialist will be

conduct ”.:)pou in organisational work,

8 BOASETY o ogress in Extension end Market Opereter relations sen be
the participetion of market operators om local market and produc-
208010000 and also their cooperation with Extension persomnel.
¥ 7.  Improvement in market news can be measured by the promptness
e state-wide redio and newvspaper reports,
2, The number of cattle consigned and the interest shown by
armers vill be the measure of the enthusiasm of the feeders for such orgenised
Slaughter Cattle Sales.
9. Effectivencss of better marketing committes organisation will
be reflected by the efficleney of each loeal marketing setivity.
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grading, will offer a good measure as to produsers' response to the higher
wrices paid for the better quality,

. The partieivation and growth of the warious types of sales will
be a good indigation of their soundness and the farmers' belief in them,

5. The ablliity of the local committess and market operators to
conduct special ecattle sales without sssistance from the speclalist will be
& measure of progress in organisatiosal work.

6. Progress in ixtension and Market Operstor relations can be
measured by the marticivetion of market operators on loecal market and produc~
tion eommittees and also their cooperstion with Extension persomnel.

7. Improvement in market news cam be measured by the promptness
of the state-vide redio and newspaper reports.

8. The nmumber of cattle consigned and the interest shown by
farmers will be the measure of the enthusiasm of the feeders for sueh organised
Slaughter Cattle Sales.

9. [Effectivencss of better marketing eommittee orgsnisation will

be reflocted by the efficieney of each loeal marketing setivity.
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