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obehonest,|havealmostcrashed myvehiclemorethanoncetryingtofigureout

whata vanity license plate on the carin front of meis trying to say. Now imagine
my frustration tryingtocommunicate viatext message with my teenage daughter.
JK, LOL, BTW, IDK, and the list goes on.

Myaunt,whoisanelementaryschoolenglishteacher,tellsmethatgrammarand
spelling are alostartfor many of the kids growing up in this generation. A friend
ofminewhoisauniversity professorinsiststhebestwaytogetthewordoutabout
ameetingoreventistosendamasstextmessage,logontoTwitterand/or postit
on Facebook.

My point is, the way we communicate is changing and can be vastly different
depending upon your audience.

Theregistered cattle business has always been a people business. Sure, the cattle
must be able to WTW (walk the walk), but communication between buyer and
selleralwayshasbeenandalwayswillbethemostimportantaspectofthisbusiness.

To that end, it is more important than ever to understand the audience you
are trying to communicate (sell) to. Are you trying to sell the top end of your
replacement heifers to a fellow breeder, a commercial bull to a cow-calf man or
a show heifer to a junior? Chances are, the message and the way you choose to
communicatewiththatpotentialcustomerwillvaryaboutasmuchasthecattleyou
are trying to market.

Take this issue for instance. The annual June/July Herd Reference Issue is filled
with adsfrom breedersfromall overthe country.The products they are promoting
are as different as the breeders themselves, and so is the method they choose to
deliver that message.

Sure, they are all print ads, but some ads rely on eye-catching graphics and very
little copy to attract attention, while others focus less on graphics and more on
providing intricate details about their program and their genetics.

Whichisbetter?ltdependsontheindividualreader.After 15 yearsinthebusiness,
if lhave learned one thing, it is this. My favorite ad probably won't be your favorite
ad.Sometimesitishardtogetahusbandandwifeoranownerandmanagertoagree
onthebestwaytopromotetheirproducts.ltallcomesdowntopersonal preference
and what the prospective buyer is looking for.

If you don't know your buyers as well as you should, now would be a great time
to get to know them better. As Bob Hough's explanation of NALF’s Strategic Plan
points out, “The reason seedstock exist is to supply bulls to commercial cow-calf
producers, who—in turn—supply cattle up through the supply chain, including
backgrounders, feedyards, packers, wholesalers and, ultimately, consumers.”

Inotherwords,thesuccessorfailureofanybreedalwayshasandalwayswillbetied
toits ability to penetrate the commercial market. The tricky partis all commercial
cattlemen don’t want the same beast, so as a seedstock producer it is your job to
figure out what type of commercial produceryourbulls should be geared towards,
then attack that market with every resource at hand.

The success of your operation as well as the success of the breed depends onit.

WHYETHB

(We Hope You Enjoy The Herd Book)



