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53Y is in the top 5% of Wagyu bulls
in progeny carcass traits including 
marbling, rib eye and back fat while
his individual performance for feed 
efficiency (RFI) was also at the top
of his class. 

 
 

Zen 10 Cattle Co., LLC, Ocala, FL Clear Creek Cattle Co., Ocala, FL Bar R Cattle Co., Pullman, WA

OWNERS

PROVEN PRODUCER
(Total Package)

MOST PROFITABLE
(Do the Math)

BEST MARBLING
(Check the Meat)

Bar R  
Shigeshigetani 

30T

Bar R 2N

Shigeshigetani

FB13915  DOB 05/10/2011

Sanjirou

Haruki 2

Michifuku

Suzutani

Suzutani

Bar R Michisuru 2K

Michifuku

Bar R 18H

JVP Kikuchisa 19E

Bar R 68P

Bar R 321H

    
 

     

LATEST NATIONAL SIRE STUDIES INDICATE THAT
BAR R SABURO 53Y MAY BE ONE OF THE

TOP FIVE RANKED BULLS
IN THE WAGYU BREED

The RFI (residual feed intake) index 
measures economic efficiency of 
our bulls and when combined with 
ADG (average daily gain), which 
measures performance traits of the
animal, enables us to identify the 
most profitable of the breed. 

Better marbling scores than his sire,
Bar R Shigeshigetani 30T  

BAR R SABURO 53Y
ADD THESE SUPERIOR GENETICS

TO YOUR PROGRAM:

EMBRYOS – EXPORTABLE, DOMESTIC
SEMEN ($75.00)

LIVESTOCK - BULLS & HEIFERS

CONTACT
Bruce Ekstrom (352) 266 -5421  
Lucky Jurgens (352) 274 -5421
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Like Father
Like Son
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Editor’s Letter | WW   september/October 2017

Daunting Days 
In the last two months Mother Nature and life have served our nation some very 

rough days.  It started with the horrific hurricane that hit Houston, so many lives were 
changed forever and then there was the loss of life, livestock and those animals that could 
not out run the water.  The photos of the devastation were hard to take in and just the 
number of families that loss homes was just inconceivable.  Although the lasting photos 
that I will never forget were those where people just took it upon themselves to aid and 
bring relief to others with what little they had left.  Many of our own readership was on 
the frontlines, numerous Wagyu breeders in Texas put together an effort to help feed the 
displaced victims.

Right on the heels of Hurricane Harvey, Florida and southern regions took a hard hit 
from yet another hurricane, and once again it showed how amazing folks can be when 
they were right there to rescue and care for the sufferers.   Shortly after arriving home 
from the Wagyu convention in Kansas City the Las Vegas Shootings occurred on October 
1st.  Watching the footage left one with chills and heavy hearts and it seems the sadness 
only grew.  There is not one of us that didn’t say that could have been me or a loved one, 
and as a nation that always needs answers this sad event didn’t seem to have one.  

Just when you ask yourself what could happen next, the winds arrived during the middle of the night and by noon the 
gusts were well over sixty miles an hour, north winds in our region always arrive with unbearable heat and this one was no 
different.  Before the evening would end the numerous fires were escalating all over the state of California, unfortunately 
these wouldn’t stay in the confines of the hills and ranges they swept over neighborhood after neighborhood.  Watching our 
friends evacuate and run for their lives was overwhelming and the feeling of not being able to help was worst.  Once again 
just seeing how folks handled what happened and watching how our communities came together in support was once again 
remarkable.  There has been no shortage of tears these last two months, but with the tears come an incredible gratitude that 
we live in a country of people that when these type of disasters arrive so many step up and become unsung heroes.

The bright note from the last two months was the AWA convention and meeting in Kansas City, Missouri.  It was great to 
see the numbers up from the previous year and have the opportunity to see and visit with old friends and meet so many new 
breeders.  The AWA continues to grow and with that comes the good but it also brings those growing pains that any organi-
zation faces has their membership swells.  It would seem that the directors and the members running for the board this year 
have the credentials to handle it all.  This issue has something for everyone, this month we feature a young woman that really 
has the right stuff, and she has her own Wagyu ranch and continues to dominate the Wagyu show scene, read all about her in 
“A Strong Foundation”.

We head back to Missouri with the article titled “Ozark Mountain Wagyu” and meet up with the very engaging couple 
Marshall and Hillary Johnson, this is great piece and it ends with some amazing recipes. It seems that the word Johnes has 
been batted about quite a bit these past months, so that you comprehend what this disease is and how you control it we’ve 
included a very good piece called “Johnes 101” that is written in the way we all can understand it.  You won’t want to miss 
this month’s Out and About where we have a complete convention and meeting recap complete with photos.

Those are just a few of the articles that await you in this issue of very exceptional reads. As we head forward into fall 
and watch the color changes and the chills set in, we all need to take some time to reflect on our blessings and the family and 
friends in our lives.   
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Publisher’s Post | WW   

I continually say that Kansas City, Missouri is right up there in my top ten cities to spend time in, and 
once again it did not disappoint.  The AWA convention looked to be very successful, from the large turn-
out at the meetings to the fully loaded bus heading for “Top Golf”, an exciting experience for all.  It was 
great to catch up with old friends and have the opportunity to meet new people as well.  Hopefully around 
most of your regions the heat of summer is waning and the autumn colors are starting to surge forth, here 
in our part of California the smoke is just beginning to clear (literally) and today may actually be the first 
that we have a breeze with a hint of rain coming in behind it.  

Autumn has always remained one of my favorite times of year, from the foods we didn’t or couldn’t 
even think about during the summer months, to the colors that truly reflect the harvest feel of the season. 
We live smack dab in the middle of many row crops of sunflowers, chilies, tomatoes, squash and that 
doesn’t even hold a candle to the almond, walnut, assorted fruit trees, wine grapes and the olives trees that 
totally envelope the ranch.  So the harvest season has been in full swing for over 60 days now and showing 
little signs of slowing down, the last of the harvest will be the olive trees that can last long hours into the 
night.  Around here you never tell someone you’ll be right over, as the roads are crowded with every sort 
of tractor and harvester imaginable, not to mention long lines of almond harvesters that look like small 
spaceships heading down the roads.

It honestly is my most preferred season, and around here we decorate it to the hilt. I can’t even imag-
ine the number of pumpkins that Mercedes has adorned this ranch with, luckily most of them Matt, her 
husband raised in the garden this summer.  It is also the time of year to reflect about the blessings you’ve 
been provided and contemplate the opportunities and people that entered your life in the past ten months.  
Being true to my grandmother title I can genuinely say that my grandson continues to feel like a blessing 
every single day, during the tough days of the last two months that our country suffered, he was a real ray 
of light.

I hope to see many of you at the sale event in Fort Worth come December and it will be a fine time to 
then wish one another a very Merry Christmas.  Enjoy the fall and its festivities in your own home towns.

Sherry Danekas - Publisher
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Contributors | WW

DiscOvery
This Issue’s Four Contributors Share Themselves With Us.

kInDRa 
GORDOn

Rancher/ Writer 

JERI
tuLLEY

Writer

hEathER 
sMIth-thOMas

Rancher/ Writer

My favorite Halloween 
candy is… candy corn
To me, Fall…  To me, Fall 
is beautiful colors, crisp 
nights and sunny days, no 
more flies on the cattle and 
horses, and no more smoke 
from all the range fires and 
forest fires.
My family and I normally 
put up our Christmas 
tree… at my daughter’s 
house.  My husband and I 
let the grandkids decorate 
it and we just go and enjoy 
it without the effort.  We 
just passed along our 
many old sentimental tree 
ornaments (collected over 
the years from our parents 
and the homemade ones 
our kids created) to the next 
generation.

My favorite Halloween candy 
is… My favorite Halloween 
candy is a Twix.  Chocolate, 
caramel, and shortbread cookie 
crunch.  Who could ask for 
more? 
To me, Fall… To me, Fall is a 
time to get back into a schedule 
after a full summer of various 
activities, to look forward to 
cooler weather, and to celebrate 
being thankful with my family 
and friends.     
My family and I normally put 
up our Christmas tree… My 
family and I normally put up 
our Christmas tree on the first 
weekend after Thanksgiving 
while listening to Christmas 
carols and drinking hot 
chocolate with marshmallows 
even if it is still unseasonably 
hot outside (we live in Texas).  
Our tree is generously bedecked 
with lights and decorated with 
homemade ornaments, and it 
remains standing well after 
most are taken down because 
my oldest son, born in January, 
likes to receive his birthday 
presents under the tree.           

My favorite Halloween 
candy is… Reese’s Peanut 
Butter cups; chocolate with 
peanut butter was a great 
invention! 
 To me, Fall… is my 
favorite time of year because 
of the colors of the leaves, 
the cool evenings, and 
seeing the bounty of harvest 
across our communities and 
country.
My family and I normally 
put up our Christmas 
tree… the Sunday after 
Thanksgiving. December 
goes so quickly, I like to get 
us into the holiday spirit as 
early as possible.

My favorite Halloween 
candy is… Candy corn 
I’m sure it’s healthy!
To me, Fall… Fall is 
magical! 
My family and I normally 
put up our Christmas 
tree… We always put 
our Christmas tree up the 
week before Thanksgiving 
now with two grandsons 
the holiday season is even 
more special!

PEtE EshELMan
Wagyu Breeder / 

Entrepreneur
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$50
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  LMR YOJIMBO
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$35
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Semen
$35
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  LMR TOSHIRO 1-3 (723T) 
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$30
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10% DISCOUNT on 30 units or more
Discount applies to any combination of bulls featured in this ad.

FREE SHIPPING on orders over $600
Free shipping o� er applies to an order total over $600 after the volume discount has been applied.  

$25 handling fee applies to every order.

2017 Fa l l  Spec i a l  October 1 - November 30, 2017

Enter promo code 

ORIGENFA17 
at checkout

 when you order online at
www.ORIgenbeef.org

  WKS-LMR MICHIFUKU 3500A 
FB17483

Semen
$50

54
KB
13
6

Visit www.ORIgenbeef.org for over 
25 additional Wagyu sires.

ORIgen
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December 16th, 2017

ceLINA cAttLe cOmPANY
fullblood wagyu division

Production Sale
The

Will Rogers Memorial Center • Ft. Worth, Texas

top fullblood WAgYu females, 
herd sires embryos & semen

WWW.AbArNrANch.cOm

SeLLINg 
Over 100 

FuLLbLOODS 

for more information and to view 
the catalog visit:

www.jdaonline.com
Cade d. niChols

972-978-9296

LiveAuctions. TV
Live on the Internet, Live Audio, Video Bidding



    Wagyu World | September / October 2017    11

December 16th, 2017

top fullblood WAgYu females, 
herd sires embryos & semen

A Bar N Ranch/Celina Cattle Co. Personal Perspective-Dr. Jimmy Horner

I’ve been serving as a consulting nutritionist for almost 32 years to livestock and dairy op-
erations throughout North America, South America and the Pacific Rim.  In all these years 
of serving many first-class operations with high quality staffs, I must say I have worked 
with few that have been as enjoyable as the folks at A Bar N Ranch/Celina Cattle Co.  I’ve 
had the pleasure of serving as their nutritionist for over four years and my tenure with them 
has been highly productive and gratifying on many levels, primarily because of their ap-
proach to the cattle business along with their unwavering values and steadfast commitment 
to excellence.

In my professional opinion, A Bar N is easily among the top Wagyu beef and seed stock 
producers in the U.S. based on the consistently high quality of their beef.  They have man-
aged to build an exceptional herd of fullblood Wagyu cattle with offspring that grow out 
extremely well and grade extremely high on a consistent basis.  The female offspring they 
have developed from their breeding program are phenomenal milk producers which is 
highly unusual for the Wagyu breed, but I know this has been an area of emphasis of theirs 
from day one.  

The staff at A Bar N not only work extremely hard and pay close attention to detail every 
day, they are also “salt of the earth” individuals that can be trusted completely, place a high 
value on their relationships with others, and approach their business with utmost humil-
ity.  I can certainly say with full confidence that the folks at A Bar N Ranch/Celina Cattle 
Co. are the “real deal” and anyone doing business with them will undoubtedly come to the 
same conclusion.  It is indeed a tremendous honor and blessing to be associated with such 
a wonderful organization.  May this inaugural production sale serve as a vehicle to provide 
the industry with a prime opportunity to become more familiar with some awesome people 
and to benefit from the exceptional quality of cattle they have built.

Congratulations on a job well done to arrive at this day!

Jimmy L. Horner, Ph.D., P.A.S., Diplomate American College of Animal Nutrition
President and CEO 
Protocol Naturals, Inc., Protocol Technologies, Inc., Horner Industries, Inc.      

The Celina Cattle Company Advantage
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A Strong 
Foundation

By Heather Smith Thomas

Ranch Reach | WW
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W
hen you’re raised on a 650 
head ranch operation, on the 
western slope of Colorado, 

your parents and brother and self the 
only ranch hands, spending your sum-
mers in a mountain cow camp, without 
the usual amenities we’re all accus-
tomed to. Spending hours each day in 
the saddle moving cows you don’t just 
grow up physically strong, you’re also 
intellectually tough.
   When you meet Christina Hall for 
the first time, you realize instantly 
that this is one smart and dedicated 
woman wrapped up in a beautiful petite 
package.  There aren’t many women at 
the age of seventeen who become AI 
certified, run their own cow herds and 
from her first twenty cows learns what 
it takes to improve a herd.  
 Christina learned early that the cattle 
she raised had to be functional and also 
appealing in appearance, the whole 
package.  With her parents encourage-
ment she attended bull sales and was 
instrumental in helping research genetic 
options and determining the family’s 
bull selections.  Christina realized early 
that genetics are a key component to 
running a successful long-term opera-
tion.
 You can have average genetics and 
really good feed, and the cattle may do 
well, or really good genetics and really 
bad feed.  “4-H taught me a lot about 
nutrition, eye appeal and some of the 
marketing, and the ranch taught me 
about genetics in terms of what really 
works in the real world,” she says.  
Later while doing the bookkeeping at 
a feedlot that raised their own crops 
and silage, she was responsible for the 
bookkeeping in terms of cattle in, cattle 
out, cost of gain, when they sent the 
earliest fats, where they came from, etc.  
 There was a nutritionist there and she 
acquired a lot of knowledge about the 
nutrition end.  “This was a great part of 
my education because I think feeding is 
a huge aspect of the cattle business.  I 
got to be a part of this, watched those 
cattle for a few years, and then had the 
opportunity to start my own cow herd, 
using what I had learned—regarding 
what made the best cattle,”  she says.
 A few years after she got married, her 
parents sold their ranch.  “I bought my 
own cows at that point, utilizing heifers 
that were mates to the steers that graded 
the best and were most efficient for 
the previous three years.  I felt carcass 
was important and wanted to start my 

cattle operation with that in mind,” she 
explains.
 By that time she had started a family 
and also wanted her children to have 
the opportunity to show what they 
raised.  “I didn’t want to buy cattle that 
I knew nothing about and try to win a 
show.  For me it was more important 
to have the kids learning, every step 
along the way.  We showed what we 
raised.  Soon I had 100 cows, and I am 
still raising club calves, and I also have 
three beautiful children—all girls,” 
says Hall.
 “I was trying to create an animal 
that would grade as well as look good 
in the show ring.  I don’t want cattle 
that win a show and only grade Select.  
This is not what we want to create.  
Realistically, we are trying to give 
the consumer the best product we can 
produce—not necessarily how pretty it 
is in the show ring.  
 How it looks at the show doesn’t 
matter to the person eating it!  So I 
went a different route.  My goal was 
to place well in the show ring and then 
win the carcass contest.  There were 
carcass contests at every county fair 
where we were selling club calves for 
young people to show, and my club 
calves were winning the carcass con-
tests—and those paid a lot of money,” 
she says.
 This made good bragging rights for 
those kids.  “For me, it was not about 
more income on those calves I was 
selling, but to give those kids (who 
wouldn’t usually have an opportunity 
to do something besides show an aver-
age calf that would have been at the 
bottom of the class) a chance to excel.  
 Many of those families didn’t have 
enough money to pay more than com-
mercial price, so I would sell them 
club calves at commercial price and 
help them along the way—knowing 
that at some point they would come 
back for a great calf to win the show,” 
she explains.  She was building a good 
foundation for future business and to 
utilize the CMC Livestock business 
that she’d started for when her own 
kids were old enough to show.  Hall 
named her company CMC after her 
kids—Cassidy, Miranda and Carli.
 Most people know her mainly from 
the show ring, but Hall didn’t grow up 
just showing cattle; she grew up raising 
quality animals for beef, and she feels 
this is a very important part of her 
background.

GETTING INTO WAGYU 
 “Then I met a gentleman who needed 
some help showing Wagyu.  This was 
just before the first Wagyu show was 
started in 2012 at the National Western 
Stock Show.  He contacted me in the 
fall of 2010 and was visiting with me 
about what was happening and how I 
could be of assistance in showing his 
Wagyu.  I started spending time with 
his cattle and fell in love with the Wa-
gyu breed,” she says.
 “He was harvesting his Wagyu cattle 
at a facility on the western slope where 
my mom was managing that plant.  She 
kept telling me how amazing these 
carcasses were.  He then approached 
her and told her he was planning to 
show some cattle and needed someone 
who could show.  She told him that her 
daughter could do that,” says Hall.
 “I still had 100 head of club-calf 
cows, was selling cattle, and my kids 
were starting to show, but I started 
taking care of his small herd of Wagyu.  
I spent every extra minute educat-
ing myself about that breed—which 
cattle were great, which ones were not, 
what information had been gathered, 
etc.  There wasn’t much data about 
this breed and I realized that someone 
needed to do more about that,” she 
says.
 “These cattle were not very pretty.  
Your first impression would not suggest 
that these are beef cattle.  I found this 
very odd, considering what their car-
casses look like.  But looking at their 
carcasses took me right back to the fact 
that for me the carcass is the priority.  
The overall goal, however, is to have an 
animal that is beautiful on the hoof as 
well.  I felt this breed could get there, 
with the right genetics and the appro-
priate matings.  We just needed to go 
beyond single trait selection for meat,” 
she says.
 These cattle had so much to offer, yet 
they had areas that definitely needed 
some improvement.  “I felt that over 
the generations we could make them 
better, and that the best way to do that 
is with an embryo program.  This en-
ables you to change numbers dramati-
cally and also produce calves from the 
same dam or sire with different matings 
to see what you will get, rather than 
just one calf per year.”  This can speed 
up the selection process significantly.
 “The key for me was that you can 
visually assess those calves from vari
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ous matings, to help determine which 
mating would be best.  Those cows 
were worth so much money that you 
couldn’t justify having just one calf 
per year, at that point.  There had to be 
ways to change/improve the breed and 
justify the cost of the cows,” she says.  
With an embryo program a person can 
multiply the best genetics, quicker. 
 “If you can find the good ones and 
multiply them, you are bettering the 
breed and also increasing your chances 
for success.  So that’s what I started 
doing, and I now have a recip operation 
producing 300 ET calves each year.  I 
changed the genetics, had some help 
with the mating’s, and have been very 
successful showing them,” says Hall.
 “We won Houston and Denver in 
2016 with the same female, and won 
Denver and Houston in 2017 with the 
same female.  She ultrasounded—as a 
heifer—as good as the bulls did, and 
her mother is one of the highest milking 
cows in the breed.  I’ve had some great 
help with some genetic mating’s along 
the way and I feel the goal is to create 
a functional animal that doesn’t have 
to be fed any more than a typical beef 
animal.  It’s all about feed conversion, 
input costs, to raise a quality calf on 
grass or hay, without grain.”
 Her three children have been a help 
in the cattle program and they do the 
showing, along with one of their cous-
ins.  “We do all the work ourselves to 
get the cattle ready.  I have an embryol-
ogist who helps me put in the embryos 
but I basically take care of them from 
mating to harvest,” says Hall.
 She has a meat program, selling to 
high end restaurants, and also collects 
data on select sires that she feels will 
change the breed.  “Producing females 
from them, to show that these cattle can 
raise a calf as well as hang on the rail.   
 Christina believes a beef program 

is the key that you have to be able to 
show that these animals will still excel 
hanging on the rail.  She understands 
that some people will speculate that to 
win a show you can make them look 
however you want, but she explains 
“those cattle don’t necessarily do well 
on the rail.”  
 We want them pretty on the hoof in 
the ring, functional in the pasture, and 
an outstanding carcass every time.  We 
don’t want the outliers that are abso-
lutely phenomenal in one trait.  We 
don’t want that 1% extreme high or 
that 20% extreme low.  We want good, 
functional cattle that are right on center 
all the time; we want them dependable 
and consistent.
 She has a lot of help with the show-
ing and cattle work, now that her kids 
are old enough to help.  “Cassidy is 
14, Miranda is 11, and Carli is 9 years 
old.  They are such a big help!  I could 
not do what I’m doing, without them.  
They can calve cows, they understand 
how to pull a calf, and help with AI.  
They bring cows to the chute, and can 
do anything with these cattle.  They are 
my small army of helpers,” says Hall.
 The nice thing about Wagyu cattle 
is they are so user-friendly.  “My girls 
handle all the cattle, and half the bulls 
we have shown are broke to ride!  The 
girls ride them, lay on them, love on 
them.  They also have their show steers 
that they compete with, here in Weld 
County, which is the toughest county 
for showing,” she says.
 “Our little ranch is situated in an 
area of rolling hills, beautiful country, 
but also close to Denver.  Denver is a 
hub for shipment, if we need to ship 
anything.  We also work with Colo-
rado Genetics; my embryologist is Dr. 
Darrel deGrofft, and I couldn’t ask for 
a better team.  I also do a lot with Mr. 
Tom Waldeck with Emma Farms Cattle 

Company.  He is the person I got my 
start from, in the Wagyu business,” she 
says.
 Hall’s business is versatile.  She still 
owns 100 cows that are not Wagyu, 
puts embryos in those cows, and still 
raises club calves/show cattle for kids.  
“I want young people to learn about 
cattle, be able to see the signs of illness, 
or a calving problem, or learn about AI.  
I want them to know and understand 
their cattle and have a good learning 
experience,” she says.
 The chores involved in taking care of 
an animal are an important part of this 
experience.  “I learned so much from 
doing my own chores, taking care of 
my own animals, twice a day.”  This 
builds integrity, responsibility and a 
good work ethic, putting something 
else ahead of your own desires.
 “My oldest daughter gets up and 
feeds her cattle before she goes to 
school, and leaves for school at 7 a.m.  
She is only 14, but she has to do her 
hair, and she also plays volleyball.  
She’s also very successful in school.  
This makes a great work ethic.  She 
comes home at 5:30 after volleyball, 
we go out and do chores until 6:30 or 
7:00 and we have dinner and she’s up 
until 9 or 10 p.m. doing her homework.  
Yet she always makes sure everything 
is taken care of out at the barn, and her 
younger sisters are the same; they just 
aren’t in any sports because they are 
not old enough yet,” says Hall.
 These kids have a great foundation 
for responsibility.  “They recognize 
when there’s a sick animal or one that’s 
not eating right.  This is the goal.”  
Kids who learn responsibility at a 
young age will do well in life, whatever 
they end up doing later. 
 “It’s all about the kids—raising kids 
that will work and be an asset to our 
society and benefit our country.  This is 
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what the cattle business is all about, in 
my opinion.  We could probably make 
more money if we went to town and 
got a job, but it’s not about money.  Our 
chores and commitments raising cattle 
make us who we are,” she says.
 She has a strong commitment to the 
beef industry and to the Wagyu breed.  
“This is not a hobby, for me.  It’s not a 
second income.  It’s my way of living, 
and something that I take serious every 
day.  I love cattle!”
 She has some genetics now that she 
is very pleased with.  “As time goes on 
I hope I can show people the benefits of 
what they are and how they will change 
the breed.  I believe that the sons and 
daughters of anything you are mating 
should be better than their parents, if 
you are doing the right thing with the 
genetics.  
 I am not a fan of old genetics, 
because I think we should always be 
creating better offspring.  Improvement 
is always a work in progress—not that 
you can’t go back to those old genet-
ics at some point to change something 
if needed, but you should always be 
striving to mate younger and better 
animals,” says Hall.

MARKETING WAGYU BEEF
 She markets her beef to high end 
restaurants in the Denver area.  “We 
feel the best way to get customers is to 
take them a piece of meat, explain what 
it is and let them see it.  We cook it 
with them on the spot and let them taste 
it.  Then we know they actually tried it.  
We feel that if they will take the time to 
talk to us about it and cook it and taste 
it—and have something positive to say 
about it—then we leave it up to them.”  
Most of them will order more meat, to 
have it on their menu.
 “We are picky about who gets what, 
where, when and why.  We want to be 

well represented, just as they want to be 
represented.  We are not a large-scale 
supplier; we are small scale so we want 
to make sure that it all counts and that 
everyone who buys our meat is very 
happy with it.  Every piece counts and 
every contact counts,” she says.
 “It takes a long time for Wagyu 
to mature.  By the time you get one 
ready, you need to have it sold.  Wa-
gyu producers have a lot of time and 
money invested in these animals.  We 
don’t want to sell to just anybody, but 
to someone who has an appreciation for 
the meat.  There is a lot of Wagyu and 
Wagyu-cross beef, and there is a place 
for all of it.  Every consumer should be 
allowed to experience a better product, 
whether it has Wagyu in it or not,” says 
Hall.
 “Many people don’t realize what they 
are missing out on, in terms of a quality 
product at the grocery store.  If they’ve 
never tried Wagyu, they don’t have a 
clue.  I would rather have a product that 
everyone had an opportunity to try.  Not 
everyone loves the extra fat,” she says.  
There must be variety so there will be 
something for every taste.
 “I believe in the breed, and I believe 
there are a lot of ways to improve this 
breed.  Over time, I think this breed 
will take us many places.  We are just 
on the brink of something great, and 
with the right team behind the breed, 
we will really make an impact on the 
beef business,” Hall says.
 The American consumer also didn’t 
have a clue about this kind of beef but 
now they’ve heard about it and some 
have tried it and many are curious and 
willing to try it.  “We want to make 
everyone’s first experience the best.  
This is why we are picky about where 
our meat goes.  Wagyu is not cheap, 
on a menu.  Most of the time, when 
someone goes out to eat a meal, they 

order something they wouldn’t ordinar-
ily eat—because it’s a special occasion.   
 It’s a birthday, or an anniversary or 
some kind of celebration.”  They will 
treat themselves to something special.
“So when they go out to eat, and spend 
the extra money on Wagyu, if it’s not 
great, or puts a bad taste in their mouth 
because it wasn’t great, they are not 
going to do it again, and we’ve lost that 
opportunity.  They will never forget it, 
because it was a special occasion--so 
we want that experience to be good, not 
bad,” says Hall.
 “Just because it’s Wagyu doesn’t 
automatically mean it’s great.  We want 
to make sure it’s a quality product, no 
matter what it is, so this will be a good 
eating experience.  Any bad product 
will lose a customer.  Even just one 
customer, if you add that up—one a 
night, in every state—adds up.  This 
can give Wagyu a good name or a bad 
one.”  If it’s a good experience, word of 
mouth is the best advertising.  People 
will talk about a good experience, and 
recommend it to their friends.  This 
also benefits the restaurant.  
 “If someone comes to us and says 
they are interested in getting involved, 
we send them to a restaurant where we 
sell our beef.  We tell them to go there 
and try it.  It’s on the menu as our beef, 
and the restaurant tells the story about 
our beef.  Its farm to plate, and it’s 
important that we have control of the 
animal from start to finish.  I think this 
is key, though not every breeder has the 
opportunity to do this,” she says.
 “For us, however, the goal is con-
trol from conception to consumption.  
That, in time, would be great for all 
of us who produce beef, because there 
is definitely a difference in the meat,” 
says Hall.
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Ozark 
Mountain 

Wagyu
By Jeri Tulley

Living a life you love alongside your family is an ideal ingrained in Chef 
Marshall Johnson of Ozark Mountain Wagyu, in Rocky Comfort, Missouri.  
Born in Oklahoma, his parents have been major influences on his life’s path.  

Teaching him to cook at an early age, his mom shared her love of French-Cajun 
cuisine.  Marshall recalls, “She taught me how to cook Creole food.  I’ve always 
been into food as long as I can remember.”  While he was growing up, Marshall’s 
dad worked in various retail jobs and traveled a lot.  His dad’s influence can be 
seen in later choices in Marshall’s life.  
 After high school, Marshall pursued an education in the food industry, going to 
culinary school in Scottsdale, Arizona, at Le Cordon Bleu.  While Marshall was 
studying to be a chef, his dad was starting a new venture into the world of motor-
cycles – Pig Trail Harley-Davidson dealership.  Shortly after graduation, Marshall 
began working in the family business located in Northwest Arkansas.  
 At a BBQ at his parents’ lakeside vacation cabin, Marshall met his future moth-
er-in-law who later introduced him to her daughter, Hillary.  Wanting to impress 
Hillary while they were dating, Marshall cooked her filet mignon.  When asked 
how she liked her steak, she requested well-done.  
 Marshall eventually got her to try the medium-rare steak he prepared, and she 
loved it.  In 2008, they had a destination wedding in Turks and Caicos.  Hillary 
enjoys gardening, and she grows heirloom vegetables to add to their meals.  Eating 
good food made from high-quality ingredients is a shared passion that enriches 
and guides their lives.     
    The country surrounding the Harley dealership has lots of mountains and scenic 
roadways on which bikers like to daytrip.  Knowing that his family’s customers 
like to ride, listen to music, eat good food, and drink beer, Marshall pitched the 
concept for a restaurant that served bar food created with higher-end ingredients to 
his dad, and Rockin’ Pig Saloon was born!  Originally serving up aged steaks and 
wood-fired pizzas, Johnson kept trying to source more and better ingredients.  This 
led him on a quest for better beef, and that’s how he found Wagyu.  
 Johnson started sourcing Wagyu for the flavorful and juicy hamburger they 
would yield.  Marshall vividly recalls ordering some steaks online from a few Wa-
gyu breeders.  He was amazed by the quality of the meat.  Realizing that he would 
not be able to afford to serve Wagyu in his restaurant if he had to buy from outside 
sources, he decided then and there that he wanted to raise and slaughter Wagyu to 
provide for his restaurant.  This new idea would also allow him to capitalize on the 
popular farm-to-table movement.  
 Making the decision to get into Wagyu took only one moment, but the realities 
of beginning a ranch took a great deal longer.  Without an agricultural background, 
the barriers to entry were very high.  For a year and a half, the Johnsons looked for 
property on which to raise their desired Wagyu herd.  Most places seemed too 
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expensive to purchase, but when the 
real estate agent found a good deal, 
Johnson remembers asking himself, 
“What’s wrong with this place?  Why is 
it so cheap?”  
 They persevered through the process 
and finally found their current property.  
They sold their home in order to afford 
it, which increased Marshall’s commute 
to the restaurant to forty-five minutes.  
Describing their new acquisition as a 
“junky old farm,” Marshall took the 
next two years to remodel and renovate 
the entire place, including building new 
fences.  
 With hard work, the Johnsons turned 
that “junky old farm” into Ozark 
Mountain Wagyu, a beautiful 130-acre 
working ranch located in the heart of 
the Ozark mountains.  Close to Rog-
ers, Fayetteville, and Bentonville, 
Arkansas, large towns like Springfield, 
Missouri, are also within reach.  The 
ranch abounds with beautiful scenery 
boasting hills, pastures, steep ravines, 
and spring-fed creeks and ponds.    
 White-tailed deer, coyotes, wild 
hogs, and turkeys all make their home 
on the property.  Johnson says, “We 
enjoy it as a getaway, too.  It is not just 
for the cows.  I like to hunt there, but it 
is not so much about taking an animal 
every year, as it is about being in the 
outdoors.”       
 During the four years of finding and 
rebuilding the ranch, Marshall con-
tinued to research the breed.  Because 
meat quality was the key to his interest, 
in March, 2016, Johnson acquired sev-
eral fullblood and F-1 cross animals to 
experiment with the most efficient ways 
to produce the product he sought.  To 
find more information, Marshall started 
following Wagyu people on Facebook.  
He was surprised to find a lot of help 
from within the Wagyu community, 

as he was not used to such a friendly 
reception from chefs.  
 He commented, “You don’t just call 
up a chef and get any secrets.”  Recom-
mendations to buy and implant em-
bryos led to another learning curve for 
Johnson.  With those “challenges and 
speed-bumps,” as he put it, he gained 
experience and confidence, and set out 
to buy a few more cattle and raise his 
own embryos.  
 Being new to cattle and to Wagyu 
in particular, Johnson decided to focus 
on one area of genetics, the Japanese 
blacks.  He is building up his base 
herd for seedstock production, and he 
utilizes some animals for his restaurant.  
When Marshall slaughtered his first 
animal, he was thrilled with the meat 
quality.  Making the most of the whole 
carcass, Johnson serves steaks, burgers, 
French dip sandwiches from the sliced 
roast, and several other cuts.  “The side 
cuts are amazing,” Johnson exclaims.  
Johnson feels that serving Wagyu sets 
his restaurant apart from the surround-
ing restaurants and gives him an edge 
over his competition.
 Marshall calls Wagyu, “…a miracle 
cow.  I am amazed at the meat quality 
and the calving ease.  They are so calm.  
I have never raised any animals, and 
I’m able to be right in there with them.  
With their calm attitudes and perfor-
mance, at the end of the day, I can have 
more cattle per acre than other breeds.”  
 For the future, Marshall envisions 
having a higher-end concept restaurant 
to showcase Wagyu meat.  The John-
sons hope to acquire more land, grow 
their operation, and begin a family of 
their own very soon.  Just as Mar-
shall’s parents influenced him, their 
future child(ren) will surely experience 
Marshall and Hillary’s passion for good 
food - with Wagyu as the centerpiece.
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Flank steak marinade 

2-3 lb  wagyu flank steak 
1 cup fresh orange juice 
1/2 cup fresh lime juice 
1 cup avocado oil 
1/3 cup soy sauce 
2 tbsp chipotle pepper and adobo purée 
2 fresh jalapeños diced 
1 bunch of cilantro including stems 
washed chopped small
6 medium cloves garlic minced 
1.5 tsp ground cumin
1 tsp dry oregano 
1 small red onion 

Combine all ingredients and marinate 
4-6 hrs 

Grill over oak wood coals until nice 
crust on both sides and medium rare.  
Let rest covered with foil 5 min slice 
against the grain

Serve with sautéed bell pepper pablano 
aneihem peppers and corn tortilla with 
verde sauce and cilantro  . Grilled 
jalapeños cherry tomatoes and grilled 
limes. 

Tomatillo Verde sauce 

6-8 fresh tomatillos 
1 yellow onion large diced 
1 fresh jalapeño diced 
1 Pablano chile diced 
1 anehiem chile diced 
4 cloves garlic smashed 
1/4 tsp ground cumin 
1/2 tsp dried oregano 
Salt to taste 
Avocado oil 
2 tsp raw honey 
2 tbsp chopped cilantro 
1/2 lime juiced 

Place all items in roasting pan toss with 
avocado oil and salt 

Broil veggies until dark and charred a 
little and starting to become soft and 
releasing liquid.  

Pour in blender and purée veggies 

Add ground cumin lime juice honey 
cilantro and pulse until well blended.  
Season with salt to taste.

Mexican street corn 

5 ears fresh sweet corn 
4 to 5 tbsp salted butter 
1 tbsp chipotle purée
1/2 red onion diced 
1/2 red bell pepper small dice 
1 jalapeño small dice 
Salt to taste 
Lime juice and cilantro coijita cheese 
for garnish 

Cut all corn off the cob
Heat butter sauté onions bell pepper 
jalapeño 2 - 3 min until soft 
Add corn chipotle purée 
Sauté until corn is cooked 5 min 
Season with salt to taste 
Garnish with cojita cheese cilantro and 
a fresh squeeze of lime juice 

Wagyu flank steak fajitas with Mexican street corn
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Home Grown
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By Kindra Gordon
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J
osh Eilers grew up as a 
typical kid in the suburbs, 
and says while growing 
up he always dreamed of 

“doing something cool.” Two 
things came to his mind – being 
a soldier and being a cowboy.
 Through his can-do attitude 
and quest for adventure, the 
Texas native has accomplished 
both missions – and he’s not yet 
30-years-old. Eilers has served in 
active combat duty as an Army 
Ranger; has founded his own 
beef company Ranger Cattle, 
which sources Wagyu beef direct 
to consumers and restaurants; 
helps other veterans learn about 
opportunities in agriculture; and 
most recently jumped in to help 
with hurricane relief in Texas. 
 Of his accomplishments, Eilers 
remains humble and says he’s 
just having fun pursuing his 
dreams.

Early Ambition
 Eilers life path began to be 
shaped as a teenager when he 
enlisted in the elite Army Ranger 
program, and served four con-
secutive tours of duty – three in 
Iraq and one in Afghanistan. He 

earned a Purple Heart for inju-
ries sustained during combat.
 In 2010, after leaving the mili-
tary, he enrolled at the Univer-
sity of Texas at Austin through 
the GI Bill as a biology major. 
Through the money he’d saved 
during his time in the military, 
he decided to invest in a few 
head of cattle. He tells that his 
thought process was that being 
a cattlemen might help “pick up 
chicks.”
 He decided to purchase Wagyu 
after overhearing a bar conversa-
tion where a guy bragged to a 
pretty girl about spending $100 
on a Wagyu steak. The idea of 
beef being that valuable piqued 
Eilers interest and entrepre-
neurial spirit. He researched the 
breed, found local Wagyu breed-
er Larry Beard, and purchased 
16 bred heifers.
 Eilers grazed them on property 
owned by his mother, then began 
leasing pasture from Beard. 
Beard also introduced him to fel-
low Wagyu breeder Bubba Kay. 
Both Beard and Kay became his 
mentors.
 For the next few years, Eilers – 
the kid from the suburbs 
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– learned about dehorning, syn-
chronization protocols, pedigrees 
and embryo transfer. He pur-
chased a full-blood Wagyu cow, 
flushed her and transferred em-
bryos to his other females. His 
cowherd continued to grow with 
each calf crop, something he 
wasn’t full prepared for. He says, 
“It grew quicker than I realized 
with the calves. In four years, I 
had 65 head.”
Fortunately, during his last 
semester of college, an entrepre-
neurship class helped him figure 
out what his next step needed to 
be. 
 Eilers tells, “Our assignment 
was to set up a fake company, 
but I decided to do the real 
thing.” Eilers and a team of 
classmates developed the con-
cept for Ranger Cattle, the com-
pany that would market his Wa-
gyu beef to consumers in Austin 
and the surrounding area. Eilers 
launched the company as a real 
business in December 2014 – 
and it’s been growing ever since. 
The company now supplies Wa-
gyu beef to five farmers markets, 
a few online grocery sites, and 

20 local restaurants. 
 It’s even spawned a spin-off 
company. When Eilers lamented 
to friend and fellow veteran 
Mark Almeda that he needed an 
additional outlet for ground beef, 
Almeda flippantly said he’d start 
a food truck. He did and named 
it Wagyu on Wheels, also known 
as WOW for short. With the 
tagline “Burgers like no udder,” 
the 100% Wagyu, handcrafted 
burgers have been billed as Aus-
tin’s best. The food truck moves 
to various locations throughout 
Austin and specializes in cater-
ing corporate and private events.
 Of his experience in the beef 
business – and with Wagyu – 
Eilers says, “Nothing beats great 
beef with a great story.”
 Eilers says he’s learned that 
consumers care about where 
their beef comes from and how 
it was produced. That said, he 
notes that over half of his cus-
tomers were not familiar with 
Wagyu prior to buying Ranger 
Cattle beef. As such, Eilers 
believes there is ample room for 
continued growth in marketing 
Wagyu beef as people learn more 

about it.

Looking Ahead
 When asked what’s next, Eilers 
says he aims to continue “shoot-
ing for the stars every day.” 
Specifically, he says, “I want to 
continue to grow and corner the 
market here in Austin. I’d like to 
turn the 50 restaurants we supply 
beef to into 50.”
 He notes that being an inde-
pendent company, he has a lot of 
flexibility – and says, “We still 
do stuff because we think it’s 
cool.”
 In fact, that’s how he got in-
volved in the Texas hurricane re-
lief efforts during the 2017 Labor 
Day weekend. Eilers tells that he 
and his team were talking about 
ideas to help and decided to head 
to Rockport to serve burgers to 
first responders and others af-
fected by Hurricane Harvey. “We 
knew FEMA would be supplying 
aid, but we felt like we could get 
their faster,” says Eilers.
 Through a few phone calls to 
a network of beef producers, 
Eilers and his team were able 
to round up enough buns, let-
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tuce, tomatoes and beef to serve 
2,800 burgers at a few locations 
in and around Houston that were 
impacted by the hurricane and 
floods. He says, “It was probably 
more than we could afford to 
do, but people had just lost their 
houses and we were glad to help 
with something.”
 Looking ahead, Eilers says he 
plans to maintain the outside-
the-box thinking that has helped 
him be successful in life. “We 
will entertain any idea or new 
approach – whether that’s a dif-
ferent feed for our cattle or doing 
our business a little differently.”
 He predicts that within the next 
year country dances and wed-
dings will likely be hosted at the 
Ranger Cattle ranch as a new 
means of bringing in revenue – 
and connecting consumers with 
their beef producer.
 Presently, Ranger Cattle in-
cludes Eilers and four employees 
– all of them his friends whom 
he calls by first name. Kellen, 
the lone female on the team, 
he describes as “selling beef 
better than any of us.” Hunter, 
whom Eilers says has been his 

best friend his whole life, “does 
whatever he wants, we think 
he’s usually up to doing some-
thing good,” says Eilers. Cole 
is described as the lieutenant 
of the ranch, and Hector is his 
helper on the ranch. Eilers says 
he spends most of his time in 
meetings, “trying to move more 
beef.”
 Eilers admits that raising cat-
tle, starting a beef company and 
finding the marketing avenues 
are not easy tasks. He notes, “We 
recognize we are often only a 
few decisions away from go-
ing out of business.” He also 
expresses that getting anyone in 
the retail sector to call him back 
about carrying his beef has been 
virtually impossible.
 But in spite of all that, Eilers 
is passionate about what he’s 
doing. He says, “The military 
taught me that life ain’t that bad; 
you’ll be all right…We have a 
saying in the Army, ‘Love the 
suck.’ That means the worse it is, 
the more you gotta love it.” And 
Eilers says he does.
 As an example, while serv-
ing burgers during the hurricane 

relief he says, “We didn’t shower 
for four days, and conditions 
weren’t great. But overall, I said, 
‘This ain’t that bad.’”
 Likewise, Eilers says he will 
always remain grounded – an-
other lesson he learned from 
being an Army Ranger. He tells, 
“Elite soldiers will never talk 
about how cool they are. And 
business is the same way. Even if 
I make it big someday, I’d rather 
stay humble. I’ll be the last one 
to buy a big fancy house. I’m go-
ing to ride my old pickup truck 
into the ground and invest in my 
cowherd.”

Josh Eilers has worked with the 
Farmer Veteran Coalition and 
Capital Farm Credit to get his 
start in the beef industry. He has 
shared his story with other veter-
ans and often invites them to the 
ranch to help with the herd and 
enjoy the peaceful setting. Learn 
more about USDA programs 
and services for new farmers at: 
https://newfarmers.usda.gov/. 
Learn more about Ranger Cattle 
at: www.rangercattle.com.



    Wagyu World | September / October 2017    25



26     Wagyu World | September / October 2017

By Pete Eshelman

Culinary Perspective | WW
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ur farm’s job is to create a consis-
tent, timely Wagyu product for our 
restaurant. Our restaurant’s job is 
turn that Wagyu into a profitable 
star on our menu. Understand-

ing both of these concepts will enable 
you to show a chef and restaurant how 
utilizing a whole carcass can be more 
profitable than just selling luxury cuts.
 As a restaurant that raises our own 
Wagyu, we manage all stages from 
“pasture to consumption.” The key 
from our farm to our restaurant is deliv-
ering consistency of quality. We created 
a partnership between our farm and our 
restaurant where both entities make
money.
 Consistency for our restaurant 
requires approximately 50 plus head 
annually or 4-6 head per month. Our 
sweet spot on the Japanese grading 
scale is an A-4 with a BMS score of 
8-10. Our Wagyu are harvested be-
tween 30 and 33 months of age, while 
being fed our special Japanese diet of 
grains for 720-810 days.
 Crossbreds are great but we have 
found that the consistency of our 
Fullbloods are almost 100% reliable. 
The added benefit of Fullblood is that 
they offer more nose to tail luxury cuts 
because of their genetic capacity for 
tenderness throughout the body. Over 
the past 10 years our Wagyu program 
has evolved from F1 to F2 to Fullblood 
for our restaurant. In this evolution, our 
customers’ palettes have grown with us; 
just as one’s palette develops to enjoy
fine wines.
 I believe Wagyu has unlimited cu-
linary potential, yet unexplored in the 
U.S. Like making wine, the variables 
of genetics, where and how they are 
raised, and how they are fed, all create
different flavor profiles and culinary 
opportunities. So why do most Wagyu 
producers sell parts, and not whole 
carcasses to restaurants? I see two 
issues: First a lack of knowledge of 
carcass utilization and second, a lack 
of understanding how to turn a carcass 
into profit.
 Here’s how we do it as an example.
Our restaurant buys the entire carcass 
raised on our farm for $10,000 and 
then turns that $10,000 into $40,000 of 
value on the menu. The relationship be-
tween the $10,000 restaurant cost and 
the $40,000 menu value translates into 
a 25% food cost. ($10,000 ÷ $40,000 = 
25%.) Our fine dining restaurant targets 
a 30% food cost. Anything better adds 

to profitability. This is the secret to how 
a restaurant makes money.
 Every Wagyu producer can sell 
tenderloins, strip loins, and ribeyes but 
are constantly challenged to sell rumps, 
chucks, ground, etc. This is principally 
because most restaurants don’t know 
how to utilize all cuts. While the Japa-
nese are masters of carcass utilization 
our U.S. chefs are not. 
 When chefs discover the potential of 
carcass utilization and learn fabrication 
skills, the doors open for new culinary 
and financial opportunities. The Wagyu 
has 600 muscles, each with its own tex-
ture, attributes and flavor profiles. Once 
chefs understand this they can exploit 
the potential value of the carcass.
 Let’s go back to how a restaurant 
makes money. In its most basic form, 
a restaurant’s profit and loss structure 
operates on four financial benchmarks: 
Food & Beverage Costs, Labor, Operat-
ing Expense, and Profit. All restaurants 
are different. Fast food has much lower 
food and labor costs than fine dining, 
but since Wagyu is a fine dining prod-
uct, let’s focus on fine
dining from a financial perspective.
 Let’s say a restaurant generates $5M 
in annual revenue. In order to achieve 
a 10% pretax profit, the restaurant must 
manage the following financial goals:
Gross Revenue: $5M
Food & Bev. Cost: $1.5M 30%
Labor: $1.5M 30%
Operating Expense: $1.5M 30%
Profit: $ .5M 10%
To further understand food costs, let’s 
look at some examples.
 How does a restaurant make money 
selling wine by the bottle? Depend-
ing on the quality of wine, there is an 
industry standard mark-up of 3-4 times. 
The restaurant buys the bottle of
wine for $10, then sells it for $30-$40. 
A little more complicated, how does a 
restaurant make money selling a fine 
whiskey? The restaurant buys a 25oz. 
bottle for $50 and charges $12 per
1.5oz. standard pour which grosses 
$192 equaling a 26% beverage cost. 
($50 ÷ $192 = 26%.) Got it?
 So how do we achieve a 30% food 
cost with Wagyu?  Let’s take the Wa-
gyu tenderloin. As you know, there are 
2 tenderloins, but for this example
we use one. The gross weight of our 
Wagyu tenderloin averages 6 pounds. 
We pay $60 per pound or $360. After 
removing the silver skin, fat, and siz-
ing, this tenderloin is cut into 18 5-6

ounce portions and sold on our menu 
for $85 a portion. 
 The restaurant turned the $360 cost 
into $1,530 of menu value which 
translates into a 24% food cost. ($360 
÷ $1,530 = 24%.) By the way, we use 
the one pound of trimming to make 
Wagyu tartar and our tartar is served in 
2oz. portions. We charge $6 per ounce 
which is $96 per pound. So, the real 
food cost for the tenderloin is about 
22%. A great deal for our restaurant.
 This same methodology can be ap-
plied to all parts of the carcass. Selling 
a Fullblood Wagyu carcass for $10,000 
can result in $40,000 of financial value 
or a 25% food cost for the restaurant.  
 The utilization of the entire carcass 
gets more complicated because it 
involves all parts of the animal. As a re-
sult, we have created two tools for our 
restaurant to help us manage carcass 
value:

1. Joseph Decuis Carcass Management 
Manual – this is essentially a business 
and financial plan utilizing all parts of 
the carcass. It takes each primal, identi-
fies its unique character and flavor 
profile, and our signature fabrication 
& cooking techniques, recommended 
portion sizes, and costs and profitability 
ranges for each.

2. Joseph Decuis Carcass Manage-
ment Spreadsheet. This is an Excel tool 
which allows our restaurant to manage 
carcass utilization, menu pricing and 
profitability in realtime. This is a great 
tool for menu planning and carcass 
profitability management. 

 In full disclosure, it has taken us ten 
years to get to the point of managing 
carcass profitability. First, we had to 
create our signature Wagyu product 
to be provided to the restaurant on a 
timely and consistent basis. Second, 
we had to discover the value embedded 
in the entire carcass. Third, we had to 
develop the fabrication, cooking skills 
and techniques for all parts of the car-
cass (we’re still experimenting.) Last, 
we had to establish a financial manage-
ment system to provide benchmarks 
for a disciplined approach to carcass 
utilization. In the next issues of Wagyu 
World, we will share these tools. Stay 
tuned!

By Pete Eshelman
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Wagyu Sales, Shows, and Other Happenings
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PRIMED FOR THE FUTURE, the 
2017 American Wagyu Associa-
tion’s sold-out annual convention 

held in Kansas City, Missouri, at the 
Westin Crown Center hotel began on 
Wednesday, September 27, 2017, with 
George Owen, the AWA’s new Execu-
tive Director, welcoming everyone to 
a Wagyu 101 presentation by briefly 
introducing himself.  He went on to 
share several new rules that have been 
put into effect by the AWA’s Board of 
Directors.
• In a clarification of eligibility of 
fullblood animals, the AWA considers 
fullblood black Wagyu animals to be 
animals with black coats.  Fullblood red 
Wagyus have red coats, and fullblood 
red/black Wagyu animals may have a 
red or black coat.  
• Beginning January 1, 2018, all 
purebred Wagyu animals applying for 
registration must be DNA parent veri-
fied.
• Every animal must have a permanent 
number ID with the year code and as-
signed Herd prefix in the form of a tat-
too or brand.  That permanent ID may 
have a maximum of 9 total digits, and 
the official name of the animal should 
appear as follows:  Herd Prefix + given 
name by first owner + Herd ID tattoo/
brand + year letter code.  The example 
given was:  AWA Mr Wonderful Wagyu 
101E. 
  Jerry Reeves started a discussion 
that the ears of the animals are not big 
enough to hold all of the required tat-
toos, clips, and EIDs.  He also pointed 
out that after a hard winter, some of his 
animals are missing ears and therefore 
their ID.  Several ideas for identifica-
tion were suggested, such as using 
implanted chips similar to dogs and 
cats and using a nose print like the 
Japanese.  
  However, Owen explained that 
permanence and ease of ID in the field 
were the deciding factors for requiring 
ear tattoos and that missing information 
would be handled on a case-by-case 
basis.       
• Embryo transfer calves’ sire and dam 
must be DNA parent verified and tested 
for genetic recessives and any known 
genetic defects.
• For AI programs, there are two op-
tions for the AI owner to choose from 
regarding registration of progeny.  The 
first allows the owner of a bull to sell 
semen without the need of an AI certifi-
cate for registration of the offspring of 

the bull.  The second option is for each 
calf to be recorded from the individual 
or firm supplying the semen.  A cer-
tificate of service must accompany the 
application for registration.  
• When leasing an animal, all lease 
periods must include a beginning and 
ending date.  No open-ended leases will 
be accepted.  All animals involved in 
the lease shall be included on the lease 

form by their registration number and 
name.  
• For sales of animals, every animal 
must have a legible tattoo ID matching 
the registration certificate. 
• When registrations are being trans-
ferred, it is the duty of the seller to 
complete and sign the application for 
transfer of the animal within 45 days of 

the sale, even if the buyer pays for the 
transfer.  If the owner sells the animal 
without registration papers, include that 
information in the contract and submit 
the registration paper to the AWA with 
“Sold without transfer” in the notes.
• If there is a dispute between active 
members, excluding collection matters, 
please refer to the handbook for steps 
for resolution.
  Martha Patterson, the AWA’s Office 
Manager and Registrar, presented 
the DNA submission and registration 
process and gave tips for filling out the 
registration form.  For DNA samples, 
the AWA encourages tissue sample 
collection, because testing can be 

performed using the liquid in which the 
sample is stored.  After use, the liquid 
is then replaced, making an almost 
infinite sample.  
  Martha’s tips for filling out the form 
included writing legibly, double check-
ing for accuracy, and including any 
extra notes.  She reminded everyone 
that there are new mailing instructions 
for samples – everything goes to the 
AWA now, not to the lab.       
  Wagyu 101 was adjourned for mem-
bers to make their way to the rooftop 
patio to enjoy socializing under the 
stars while eating street tacos, beef ka-
bobs, a variety of cheese and crackers, 
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nuts, and fruit and looking out over the 
twinkling, multi-colored lights of the 
city.  
  Thursday’s activities began bright 
and early with the annual general meet-
ing (AGM).  The 2016 AGM minutes 
were approved, and Janell Henschel 
gave the Treasurer’s report.  Although 
income from the 2016 Coeur d’Alene 
convention was significantly lower than 
the previous year’s convention in Flori-
da, she pointed out that genetic testing, 
livestock registration fees, and mem-
bership were all increasing, and that 
income should be also increasing for 
the future.  Any member may request 
access to the association’s financials by 
contacting the AWA office.      
  AWA President, Weldon Mahan, 
spoke about George Owen and the 
AWA board working together to pre-
pare a foundation for the AWA’s future 
with the new rules and with the imple-
mentation of Digital Beef, IGS/Bolt (a 
new EPD tool), and Complete Animal 
Reporting (CAR).  He explained that 
these systems will make our association 
more efficient and also more familiar to 
the American cattleman.  
  With these systems in place, mar-
keting will be a top priority for our 
Executive Director in the coming year.  
Mahan announced that the prime spots 
in the Breeders Guide went quickly this 
year and that those spots will be offered 
based on a lottery system next year.  He 
also stated that an AWA scholarship 
program is in the works.        
  The microphone was passed to 
George Owen, who started by sharing 
a quote from one of the many signifi-
cant cattle events he has attended in the 
previous year.  At the BIF conference, a 
professor said, “Marbling is King of the 
industry.”  
  Grinning at the AWA members, 
George proclaimed, “That makes us 
the King of the Kings.”  George then 
went on to say that parent verification 
does not hold the breeding value as it 
once did.  EPDs and performance data 
trump parent verification.  As breeders, 
we must put value on the registration 
certificate and the cattle in the open 
market by providing data as proof of 
Wagyu’s performance.  He pointed out 
that commercial cattlemen are our larg-
est market and that they want to see an 
immediate improvement in quality with 
that first cross - and they want Wagyu’s 
calving ease.  
  Age to harvest is a critical area of 

improvement for the breed.  An anony-
mous executive from another breed 
shared his opinion with George that 
“the Wagyu breed has the ability to fun-
damentally change the cattle industry if 
the F1 calves will finish high choice or 
prime in 20 months or under.”  For the 
near-term future, Owen would like to 
create precision marketing campaigns 
utilizing select national publications, 
short courses, and social media.  He 
ended by saying, “Rising Tides Lift 
All Boats,” with his point being that 
although there are lots of varieties in 
this breed, everybody has the ability to 
succeed, and that to the best of his abil-
ity, he is working so that whatever you 
are doing with Wagyu cattle, you are 
going to win.
  Ralph Valdez then gave a very thor-
ough and detailed timeline of events 
outlining the progression of events 
leading up to the board of directors’ 
decision to cancel the lipid study.        
  Following Ralph’s presentation, 
Article 11.10 was introduced to the 
membership.  It states that a superma-
jority of the BOD would be required 
for the registration of any animal where 
DNA parent verification is unknown, 
unavailable, in question, or challenged.  
After some discussion, Article 11.10 
was voted upon and passed.      
  Justin Jackman, AWA Vice President/
Secretary, took the floor to call for 
nominations for the board of directors.  
He explained three seats on the board 
will be open for election, as the terms 
of Ralph Valdez, Martin Anderson, and 
himself are expiring in January.  

Nominees included:
  Don Brown of Triangle B Ranch 
nominated by Larry Tebben
Bryan Drury of Drury Cattle Company 
nominated by Ken Tew
Pete Eschelman of Joseph Decuis Wa-
gyu Farm nominated by Tom Moon
Christina Hall of CMC Livestock 
nominated by Tom Waldeck
Justin Jackman of Jackman Cane and 
Cattle nominated by Julie Tew
Tom Moon of Tennessee Wagyu nomi-
nated by Pete Eschelmen
Ralph Valdez of Crescent Harbor 
Ranch nominated by Ken Tew
  All nominees were allowed to intro-
duce themselves and speak briefly to 
the membership.  
  The final discussion was about the 
possibility of creating a Wagyu Beef 
Grading, Labeling, and Classification 
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  Participants viewed data charts 
showing how the biopsy process can 
favorably impact their bottom lines in 
several different ways.  Matt claimed 
that the biggest benefit his customers 
experience is having a calf that meets 
their needs instead of tying up their 
money in a nine-month pregnancy to 
get less than exactly what they want.                
  The next topic presented by Chip 
Kemp from International Genetic Solu-

tions (IGS) was the Future of the AWA 
EPDs.  He posed the question, “Why 
does a breed association exist?”  His 
answers were, “It exists to grow the rel-
evance of the breed and its breeders in 
the industry OR it is to grow the power 
of the club of people who want to get 
together and hang out.”  He challenged 
the AWA to be first answer, rather than 
the latter, by gathering and utilizing 
EPD data.  

system.  Opinions were widely varied, 
and no consensus was reached.  
  After a brisket lunch, Joseph Massey 
PhD and CEO of DigitalBeef, LLC, 
spoke about, and gave a demonstration 
of, the capabilities of the DigitalBeef 
program.  All members should have 
received an e-mail from the AWA on 
9/19/17 with login information and a 
link that will take you to the AWA’s 
Digital Beef system.  If you have any 
questions while working in 
the program, please contact 
the AWA. 
   Members then had the 
opportunity to board a bus to 
have a ball at Topgolf KC, 
where those who chose to 
play hit micro-chipped golf 
balls that track each shot’s 
accuracy and distance while 
awarding points for hitting 
targets on the outfield in one 
of a 100+ climate controlled 
hitting bays.  With live music 
and a full-service restaurant 
and bars, including a rooftop 
terrace with a fire pit, there 
was a spot for everyone to 
relax and have some fun.
  Friday morning’s meetings were 
kicked off with a presentation entitled 
“Evolving World of Genomics” by 
Matt Barten of Embruon, LLC.  Matt 
spoke about national embryo transfer 
statistics and how his core belief that 
every embryo is a sacred entity guides 
his treatment of embryos and how it 
has positively impacted his company’s 
conception rates.  

  Kemp claimed that the IGS system 
has the most accurate and reliable 
EPDs on the planet, with robust indices 
that keep profit at the center of seed-
stock selection.  It has comparable 
EPDs across all breed types and com-
posites.  With twelve breed associations 
from North America and Australia 
already involved in the program, it is 
the largest beef genetic evaluation on 
the planet.  

  Kemp believes that 
breed complementar-
ity and heterosis (hybrid 
vigor or the tendency of 
a crossbred individual to 
show qualities superior to 
those of both parents) are 
paramount for the success 
of commercial cattlemen.  
While other breeds are 
focusing on advancing 
only within their breed, 
Kemp suggested that 
using EPDs to prove the 
advantages of cross-
breeding Wagyu cattle 
to our biggest potential 
customer, the commercial 

cattleman, would advance our breed.  
  Kemp urged attendees to think 
outside the box by stating, “We suc-
ceed in ways others can’t, because we 
operate in ways that others won’t.”  He 
implored members to be honest in their 
data collection and to seek data ag-
gressively, as it is a capital investment.  
In particular, reproductive culling 
codes are crucial, along with weaning 
weights, birth weights, and carcass 
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data.  Kemp stated that with just twelve 
carcasses on a sire, you are pretty clued 
in as to his genetic potential, and he 
suggests investing in a relationship 
with a commercial client as a way to 
collect that data. 
  The next speaker, Dr. Antonio Elias 
Calles, gave an informative presenta-
tion on the Akaushi breed and its his-
tory.  The Akaushi breed began in the 
1900’s with the Japanese intentionally 
selecting breeds to cross with its native 
cattle to engineer an efficient animal.  
In 1944, Akaushi attained breed status 
and was designated as the national 
breed of Japan and one 
of its national trea-
sures.  
  This breed’s heritage 
includes hundreds of 
years of scientific data 
that has been cap-
tured in a meaningful 
way and put to work.  
Breeding decisions 
have been and are 
being made based on 
multiple trait selec-
tion to obtain the most 
economic gain from 
the animals.   
  Important traits of 
a fullblood red bull 
include high BSE 
scores, high libido, and 
high servicing capac-
ity.  Females reach 
sexual maturity at a 
very young age, having 
high conception rates 
and a high re-breeding 
percentage.  Produc-
tion cycles of the cows 
are above eighteen 
years of age, and bulls 
can produce viable, 
freezable semen above 
fifteen years of age.  
Other desirable traits are the moderate 
size of the animal, calving ease, high 
heterosis, longevity, predictability, and 
meat quality.  
  Dr. Calles stressed that we, as pro-
ducers, must apply science knowledge, 
maintain genetic diversity, select for 
functional efficiency and conforma-
tional traits, and minimize stress during 
the ENTIRE life cycle to maximize 
potential for intramuscular fat deposi-
tion.  
  After lunch, Jerry Reeves spoke on 
the lines of black Wagyu.  He began 

with a story of picking an animal based 
on a much sought-after and impres-
sive lineage.  When he got the bull 
home, the calves produced left much to 
be desired.  The moral behind Jerry’s 
story is, “Don’t base everything on the 
lineage – look at the data.”
  Jerry spoke about how to conduct 
a progeny test so the data can best be 
used in developing reliable EPD and 
explained that a contemporary group 
is a set of animals born within a ninety 
day window that are weaned together, 
fed together, and slaughtered together. 
  Brian Vander Ley’s, DVM PhD 

DACVPM presentation on Building 
Momentum: Preventive Health Plan-
ning for Cattle, was next on the agenda.  
Brian said that the most important 
thing he recommended was to engage 
a veterinarian you trust.  He then spoke 
about the different mindsets of disease 
promotion (focus on what we can give 
them so they don’t get sick) vs. health 
promotion (what I can do for them to 
help them – animal husbandry).  
  He recommended weaning your 
calves on the ranch for at least forty-
five days to keep your calves healthy, 

changing footwear before entering your 
property, keeping your trailer clean, 
using practical quarantines to keep new 
arrivals separate for at least thirty days 
and utilizing vaccines only when neces-
sary.  For more information you can go 
to Brmtool.cfsph.iastate.edu.
  After a short break, a panel of 
industry experts discussed marketing.  
Shane Lindsay of Mishima Reserve 
talked about the importance of fitting 
the needs of your customer base.  Tami 
Tibben of Imperial Wagyu Beef drove 
home the point that, as a producer, you 
have to have a plan and know your 

market to be able to sell 
your product.    
 Cade Nichols of A 
Bar N and Celina Cattle 
Company told how he 
has made a branded 
meat company work for 
him, and Patty Birdwell 
from Diamond T Ranch 
spoke about humane 
treatment of cattle and 
urged the producers to 
be proud of your cows 
because they are yours. 
  Making the 
Most of a “Changing” 
Beef Business was the 
final presentation of the 
conference by Marty 
Ropp of Allied Genetic 
Resources.   
  Marty 
started with an example 
of how slowly changes 
in genetics emerge.  He 
encouraged attendees 
to resist arguing over 
breed purity, claiming 
that genes are what 
matters most, to make 
improvements that can 
be quantified and guar-
anteed, to place your 

focus on customers and their custom-
ers, and to maintain and grow down 
chain relationships instead of a legacy 
of industry segmentation and distrust.
  The conference ended with a steak 
dinner and a fundraiser auction with 
Paul Redner as auctioneer.  With his 
witty comments and some crowd antics 
that included a mother and daughter 
bidding war, Paul kept the audience 
laughing the night away.  Please plan 
to join us for more fun in Fort Worth, 
Texas, at the AWA annual general con-
vention next fall.          
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Save the DateUpcoming Events

AUTHENTIC
AMERICAN

This logo has been created for the use of all Wagyu 
breeders. If you would like to utilize this artwork to 
market your Wagyu beef, please contact 
mkerby@aol.com

2017
NOVEMBER
15 North American Livestock Exposition
 Wagyu Show
 Louisville, Kentucky

20 N.W.S.S. Wagyu Show Entry Deadline
 Denver, Colorado

DECEMBER
16 A-N’s Celina Cattle Company
 Production Sale
 Ft Worth, Texas

2018
JANUARY
17 National Western Stock Show 
 Wagyu Show
 Denver, Colorado

17 Mile High Wagyu Experience Sale
 Denver, Colorado

MARCH
4-7 Houston Livestock Show and Rodeo
 Wagyu Show
 Houston, Texas

APRIL
20-21 Texas Wagyu Association
 Membership Meeting & Annual Steaks    
 are High Sale
 Salado, Texas

MAY
19 Bar R Cattle Company Production
 Sale
 Pullman, Washington

SEPTEMBER
29 Vermont Wagyu Female 
 Production Sale
 Springfield, Vermont

In the News
2017 BOD Nominations.

The AWA board of directors announced the cancellation of the lipid study 
in the annual general meeting.   Ralph Valdez explained reasons for the 
early termination of the study by walking attendees through a detailed 
time-line outlining the scope and sequence of events that lead the board 
of directors to this decision.   

At the 2017 AWA annual general meeting in Kansas City, nominations 
were accepted for three open positions on the board of directors.  Many 
thanks to Martin Andersen, Ralph Valdez, and Justin Jackman for their 
service on the board and for the time they have dedicated to making the 
AWA better.

Nominations included:       
Don Brown of Triangle B Ranch nominated by Larry Tebben
Bryan Drury of Drury Cattle Company nominated by Ken Tew
Pete Eschelman of Joseph Decuis Wagyu Farm nominated by Tom Moon
Christina Hall of CMC Livestock nominated by Tom Waldeck
Justin Jackman of Jackman Cane and Cattle nominated by Julie Tew
Tom Moon of Tennessee Wagyu nominated by Pete Eschelmen
Ralph Valdez of Crescent Harbor Ranch nominated by Ken Tew
Dr. Susan Engwall of Ironwood Farms was nominated by Martin Ander-
sen

Voting will be accomplished by ballet sent to your home address on file 
with the AWA.  Only paid members will be allowed to participate in vot-
ing. 
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By Heather Smith Thomas

health & husbandry | WW
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WHAT CAN YOU DO IF YOUR HERD 
IS INFECTED? 

 “There are protocols to address bio-containment 
within herds,” says Grotelueschen.  “This takes a 
team effort to address effectively, involving the local 
veterinarian and a diagnostic lab.  There must be a plan, 
and some goals set for dealing with an infected herd,” he 
says.
 “There are choices to make and some options.  The 
best option may not the same for everybody.  Johne’s 
can be eradicated from a herd, but takes a good plan and 
diligent execution of that plan to accomplish it,” he says.
 Geof Smith says the key is minimizing exposure of 
young calves to contaminated conditions—especially 
manure from older cows.  “In the dairy industry we can 
isolate the calf as soon as it’s born, but that’s more dif-
ficult in beef herds.  We mainly recommend minimizing 
confinement and crowding,” he says.
 You also try to minimize the number of Johne’s 
cows in the herd, either by testing and culling, or buy-
ing replacement heifers (and bulls) from herds that are 
certified free.  “Some states still offer 5-year programs 
to help with control.  You must either do the blood test 
or fecal culture on all or most cattle every year—and get 
rid of the positives.  If the blood serology or ELISA test 
comes back positive and then you do the fecal culture 
and it comes back negative, you can consider that cow 
negative and not have to get rid of her,” says Geof 
Smith.  This is the basis of most state testing programs.  
Once you get to the 5th level your herd is certified free 
or unlikely to have Johne’s disease.
USDA-APHIS-Veterinary Services’ goal is to curtail 
spread of Johne’s to non-infected herds and reduce dis-
ease prevalence in herds currently infected. VS has a co-
operative Federal–State–Industry program that provides 
producer assistance by performing risk assessments for 
transmission, and developing herd-management plans 
to mitigate those risks.  VS is also working to provide 
funding for research to develop and validate control 
measures, and coordinates State activities, and monitors 
current levels of infection in the United States.
Dr. Steve Hendrick has worked with a number of 
seedstock producers who spent a lot of time and money 
to clear it from their herds—by testing and culling, and 
doing their best to minimize contamination of pastures.  
“They stopped selling seedstock for 5 years, and worked 
through it—to the point where for 2 or 3 years we found 
no positives, no sign that there was any disease--and 
now those producers are selling seedstock again,” says 
Hendrick.  
“It’s almost impossible to guarantee that a herd is 
completely free of Johne’s, but in this scenario it would 
definitely be very low prevalence, if indeed there is 
any infection left.  These producers have regained their 
customers, because customers realize that there is very 
low risk in buying an animal now from these herds,” 
explains Hendrick.
 Everybody’s biggest fear is to admit that they have a 
problem, thinking this would turn away customers, but 
if they have gone though testing and culling, their herds 
would probably be much safer to buy seedstock from 
than an untested herd.
 “For awhile people were talking about a mandatory 
certification/eradication program for Johne’s,” says Geof 
Smith.  “There are still states with voluntary programs 
but we see more dairies doing this than beef herds.  
There used to be more money available for these pro-
grams, and the states would pay for testing.  But due to 
the economy and the fact that Johne’s is not looking like 
it’s linked to Crohn’s, most of that money disappeared.  
There are only a few herds still actively engaged in these 
programs.”

DETERMINING STATUS 
OF A HERD 

 
 “It’s possible to fairly accurately classify the status of 
a herd,” says David Smith.  “If you test feces from some 
of the cattle, you only have to find one positive culture 
to know that the disease exists and is circulating in that 
herd. You can do this several ways.  Some people do en-
vironmental samplings, particularly in dairies—running 
a swab through the alleyway.”  If they find the bacteria 
in the culture they know that at least one cow is shedding 
it.  
 “In beef herds it’s more likely you’d use serology 
first.  Any animal that tested positive on the serology 
could be followed up with a culture or PCR test on feces.  
Again, you only need to find it in one animal to know the 
herd is infected.  Then you are back to trying to find the 
individual, and this is very hard to determine,” he says.
 A positive culture is bad news.  The good news we 
look for is to figure out which animals or herds don’t 
have the disease.  “We need to spend more effort iden-
tifying herds that do not have Johne’s disease.  These 
would be good sources of seedstock.  If you buy bulls 
or females from herds that have been regularly tested, 
showing they test negative for this disease, you’d have a 
fairly good idea that they are not infected.  
 This approach works; you identify uninfected herds 
and give them a certificate showing that we didn’t find 
it, and we tested well enough that if we didn’t find it, 
there’s a good chance they don’t have it.”  That producer 
could keep a closed herd from that point on, or only buy 
animals from tested herds.
 “The thing that would make this system work would 
be if other producers would be willing to pay a little 
more for an animal they are confident about—one 
that comes with the assurance of being free of Johne’s 
disease.  And this hasn’t happened yet.”  
There have been programs in the past 15 years to try to 
do this.  
 “Different states have had different ways, and some 
had Johne’s programs where you could certify your 
herds as being free from the disease.  But most people 
lost interest because they had to bear the expense of the 
testing, for no added value to their cattle.  They gained 
no benefit from it.  It’s similar to buying certain genet-
ics.”  If something is going to cost you more, you need 
to know it will make you more money, or you won’t do 
it.
 “If you buy heifers and they have documentation that 
they are not likely to have Johne’s, they should be worth 
more.  Otherwise, the person who has to do the testing to 
achieve that documentation is only putting himself at a 
competitive disadvantage,” explains David Smith.
 If you want to make sure you are not bringing Johne’s 
into your herd, buy animals from a known source.  Seed-
stock breeders who are testing for Johne’s would be a 
safer bet than buying bulls or females from breeders who 
don’t test.

SASKATCHEWAN SCREENING AND 
CONTROL PROGRAM

 Wendy Wilkins, DVM, PhD, Saskatchewan 
Agriculture, says the Provincial Johne’s Screening and 
Control Program is open to all purebred beef producers 
in Saskatchewan.  “We are targeting purebred breeders 
because Johne’s is primarily spread from herd to herd by 
introduction of infected animals,” she says.  Most pro-
ducers purchase new bulls, and some buy replacement 
heifers, so seedstock producers are a good place to start 
in attempting to control this disease.
 “Under the current program (open to purebred 
producers), we do a blood test on all animals in the herd 
that are over 2 years of age.  The tests are not perfect, 
but may pick it up in some of the older animals.  Another 
way to test is to do PCR or culture on feces, though 
these tests are not covered under this program,” she says.
 “The problem is cost.  As a herd test, however, either 
test will work if you test all the animals, because if the 
whole herd tests negative you can be fairly confident 
you don’t have the disease.  On the other hand, if you 
get any positives in whole-herd testing, you can be fairly 
confident that you do have Johne’s.  So at the herd level, 
the tests are adequate.  For the individual animal, they 
are not so good.”
 If a producer finds a few cows positive on blood 
tests, the next step would depend on how many positives 
there are.  “If he has 100 head, and one positive cow, 
we would re-test that cow, using the fecal test, just to 
confirm it.  
 If that comes back positive, the producer must decide 
what to do with that cow.  Any cow that is shedding the 
bacteria, we recommend getting rid of her as soon as 
possible—because she is spreading it to other animals.  
Under the provincial program, we also provide up to 
$500 for the producer to consult with their veterinar-
ian and do a risk assessment and management plan to 
work on 2 or 3 specific areas initially, to reduce risks.”  
You wouldn’t want any shedding cows on the calving 
grounds, or upstream from the rest of the herd, for 
instance.  
 “One of the first things to do when trying to manage 
Johne’s is keep young calves in clean areas--away from 
positive animals and manure contamination.  Don’t be 
calving your cows in a pen where you’ve had sick ani-
mals, or on winter feeding areas where there’s buildup of 
manure,” says Wilkins.
 After figuring out the risk assessment and manage-
ment plan, it’s a long-term commitment to get rid of 
this disease.  “If they don’t do anything to reduce risks, 
Johne’s incidence in the herd will only get worse.  Pro-
ducers have to make a decision.  Also, if they are consid-
ering testing, they need a plan regarding what they are 
going to do if a test comes back positive.”  The purebred 
breeder wants to be able to assure his customers that the 
animals are negative for Johne’s and should work toward 
that goal.  
 “Customers want to have confidence in their 
seedstock supplier.  If a breeder is seen to be proactive 
in preventing Johne’s, the customer will have more con-
fidence,” says Wilkins.  Some people tend to avoid the 
issue, however, or don’t want to know whether they have 
the disease in their herd, but that’s the worst way to deal 
with it.  If it’s there and they don’t do anything about it, 
this disease will infecting more and more animals in the 
future.
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manure.  But if beef herds are confined 
at calving they may develop a bigger 
problem.
 THE DISEASE 
 Johne’s disease is caused by Myco-
bacterium paratuberculosis, a bacterium 
similar to the one that causes tubercu-
losis in humans.  It affects ruminants 
(cattle, sheep, goats, deer, elk, antelope, 
bison, etc.) and the bacteria are shed 
in feces of an infected animal, picked 
up by susceptible animals ingesting 
contaminated feed or water, or by a calf 
nursing a dirty udder.
 Incubation period—between the time 
of infection and when clinical signs 
(diarrhea and weight loss) appear is 
relatively long.  Cattle generally do not 
show signs until they are at least 2 to 5 
years old.  Someone buying bulls, heif-
ers or young cows may inadvertently 
bring home Johne’s disease.
 Calves can be infected before birth 
if the dam has Johne’s.  Holsteins were 
often used as embryo transfer recipi-
ents, but not so much anymore, since 
Johne’s can be passed to the fetus, or to 
the calf through colostrum and milk.
“If you purchase an infected pregnant 
female, there is a risk for the offspring 
to be infected,” says Grotelueschen.  
There is also a risk if you use colostrum 
from an infected dairy or buy a dairy 
calf, or an older dairy cow to use as a 
nurse cow for orphan calves.
 There is always risk when bringing 
in new animals, because we still don’t 
have a good way to detect this disease 
in young animals.  Infection usually 
occurs early in life.  The animals that 
break with clinical Johne’s disease as 
adults probably became infected as 
young calves.  
 “It is important for producers to 
understand that the number of cows in 
a herd that are skinny and have diarrhea 
is not representative of the problem,” 
says Geof Smith.  A producer might 
have only one or two cows each year 
that become thin and get culled.  But 
for every one of those thin cows, there 
are at least 4 or 5 other cattle in some 
stage of the disease, and they may be 
already shedding bacteria.
 “They call Johne’s an iceberg disease 
because you only see a small tip of it.  
Most of the problem is still hidden.  If 
a producer is simply selling the cows 
with diarrhea, this is not addressing the 
real problem,” says Geof Smith.
 Clinical signs include weight loss for 
no reason.  The cow appears healthy 

and still has good appetite.  “These 
cows are not sick.  They just have a 
thickened intestinal wall and can’t 
absorb nutrients; feed goes on through.  
Any adult that eats well but has watery 
diarrhea and is losing weight is prob-
ably a Johne’s animal,” he says.
 There are 4 stages of the disease.  
Stage 1 is subclinical and generally 
not detectable with current tests.  The 
infection progresses slowly and it may 
take months or years for the animal to 
reach stage 2, in which it becomes a 
subclinical shedder.  Stage 2 cattle are 
usually more than 2 years old and ap-
pear healthy, but shedding enough bac-
teria to be detectable by fecal culture, 
though blood tests may not pick it up 
yet.  Animals in stage 2 pose a hidden 
threat unless a producer is checking for 
Johne’s with fecal cultures.  
 Stage 3 is clinical disease, with diar-
rhea and weight loss (due to gradual 
thickening of intestinal lining).  These 
signs usually don’t show up until after 
2 years of age, but in some instances 
occur as early as 12 to 14 months.  
Usually the younger an animal breaks 
with symptoms, the higher the likeli-
hood of high infection rate within the 
herd—and greater level of contamina-
tion.  Some animals don’t show symp-
toms until they are 7 or 8.  Many dairy 
cows aren’t kept past about 6 years of 
age and may not show clinical signs yet 
by that time.  Beef cows, by contrast, 
may stay in a herd until they are 12 to 
18 years of age.
 There is no effective treatment--the 
disease does not respond to antibiot-
ics, and is always fatal.  As the animal 
enters stage 4, it becomes more emaci-
ated.  Diarrhea is watery, the animal be-
comes weak and often develops “bottle 
jaw” (edema and swelling between 
the lower jawbones).  A fluid-filled 
lump under the jaw can also be a sign 
of parasites, liver damage, or brisket 
disease, so a person might not suspect 
Johne’s.
 Sometimes stage 3 (appearance of 
symptoms) is brought on by stress, such 
as calving.  A few animals that break 
with diarrhea may seem to recover 
temporarily, relapsing again the next 
time they are stressed.  Diarrhea and 
weight loss is easily misdiagnosed as a 
parasite problem.  The infected animal 
might respond favorably for awhile to 
parasite control if it is infested with 
parasites along with Johne’s disease.  
The recovery, however, is brief and the 

Johne’s disease (paratubercu-
losis) is a sneaky enemy that 
cattlemen won’t notice until 
it is already well established 
in a herd.  You don’t see 
symptoms (diarrhea and 
weight loss) until the animal 

has been infected for a long time.  For 
many years, beef cattle breeders were 
not aware of this disease, or they 
thought it only affected dairy cows.  
Nearly 70% of the beef producers sur-
veyed in 1997 by the National Animal 
Health Monitoring System (NAHMS) 
had no idea what it was.  
 Ten years later, the beef industry 
was more aware of it; a 2007-2008 
NAHMS survey of cow-calf produc-
ers showed that only 45.7% had never 
heard of Johne’s, and 14.8% were fairly 
knowledgeable.  The information gap 
is narrowing, but we’re still a long way 
from having a handle on this disease.  
Dr. David Smith, an epidemiologist at 
Mississippi State University, says that 
today more producers have heard of it, 
but it’s still a disease that many people 
become aware of only after they experi-
ence it in their herd.
 Dale Grotelueschen, DVM (Director, 
Great Plains Veterinary Education Cen-
ter, University of Nebraska-Lincoln and 
former Technical Services Veterinarian 
with Zoetis) works with preventative 
health strategies in the beef industry.  
He says biosecurity measures to keep 
Johne’s out of herds are important, 
and chairs a working group of NCBA 
called Herd Health Security, which was 
formed in 2012.
 “We work on herd health security 
issues, biosecurity and bio-containment 
strategies.  Only a few beef herds are 
infected with Johne’s, which may lead 
some people to believe it’s not an im-
portant issue.  The industry is currently 
in a herd rebuilding period however, 
with more females purchased—and 
more risk for introduction of diseases 
like Johne’s,” he says.  Almost all beef 
breeders purchase bulls, so it is doubly 
important that seedstock producers 
make sure their animals are free of 
Johne’s disease.
 Dr. Geof Smith (North Carolina State 
University) says about 10% of beef 
herds have at least one positive cow.  
“By contrast, about 25% of all dairy 
herds have one positive cow.”  There’s 
less incidence in beef herds partly 
because these animals are generally 
spread out more, with less exposure to 
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animal soon goes downhill again.

TESTING
 “There are some new diagnostic 
techniques, but they still are not as 
good as we’d like,” says Geof Smith.  
Currently, in the live animal, fecal 
detection tests (culture and polymerase 
chain reaction methods (PCR)) are 
the most accurate tests.  However, 
on a herd basis only about 40% of 
infected cattle will be disclosed by 
even the most sensitive fecal culture 
technique.  Sensitivity of fecal culture 
is low because some infected cattle (in 
stages 1 and 2) do not shed the agent 
in their manure and some animals shed 
bacteroa only intermittently and can be 
missed at testing time.  
 In addition, this bacterium is slow-
growing.  Fecal culture on solid media 
requires 3 to 4 months for results.  New 
liquid culture systems have reduced 
this time to 5 weeks.  PCR methods 
can detect the presence of the bacte-
rium without its having to be grown; 
it takes less than 3 days and may not 
be affected by strain variations but has 
the disadvantages of higher cost and 
potentially missing animals shedding 
low quantities of bacteria.  
 Serum antibody tests are the cheap, 
quick alternative but not completely re-
liable.  “These tests have low sensitiv-
ity, which means we only find a small 
fraction of the animals that are actually 
infected, particularly in the early stages 

of the disease.  Even in a 2 or 3-year-
old animal, we don’t find the majority 
of actual infections,” David Smith says.
 “Our tests still have limitations; we 
have to wait until the animal has an 
immune response, or starts shedding 
detectable levels of the organism in the 
feces, and by that time the animal is an 
adult.  It would be a huge breakthrough 
if we could tell which animals are in-
fected, at an early age, before they start 
shedding.  We really can’t find them 
until they are already spreading the 
disease to other cattle,” he says.
 “The closer that animal gets to being 
clinical (showing signs of disease), 
the more likely we will be able to get 
a positive test result.  Unfortunately 
the test results are most reliable when 
animals have become thin and have di-
arrhea, and by that time all the damage 
is already done,” says David Smith.  
 “When we use tests for pre-purchase 
screening—testing healthy animals 
that you want to bring into the herd—it 
doesn’t really matter whether we use 
fecal culture or PCR, or serology.  We 
miss most of the infected animals.  It 
doesn’t give enough information to 
stop you from unknowingly bringing 
an infected animal into your herd.  It’s 
almost like doing no test at all.  A nega-
tive test result is almost meaningless.  
 A positive culture result means the 
animal is positive, but a positive serol-
ogy result (unless it’s a herd that has 
lots of animals being screened) is also 

inconclusive because most of the 
animals that test positive don’t 
have the infection,” he explains.
 “The idea of using the tests 
we have now, as a tool to check 
animals before you buy them, is 
a false sense of security.  Veteri-
narians and producers who take 
this approach will still fail when 
trying to keep this disease out of 
a herd,” he says.
 “In terms of control, we still 
recommend testing (a blood test 
every year to check for antibod-
ies), particularly for seedstock 
breeders,” says Geof Smith.  “If 
they get a positive on the blood 
test (usually an ELISA) they need 
to do a fecal culture.  There can 
be some false positives with the 
ELISA test.  I don’t recommend 
culling every cow that blood tests 
positive, but if a cow is positive 
on the blood test and positive on 
the fecal culture, she should be 
culled,” he explains.

 If it’s a very valuable cow, the owner 
may opt for surgery before culling, 
taking a biopsy of the intestine.  “A 
special test on that tissue can give a 
more definitive diagnosis.  You can get 
the same answer from a necropsy, if 
you euthanize the cow.  If the blood test 
and fecal culture are both positive we’d 
send the body to the diagnostic lab to 
confirm the disease,” says Geof Smith.  
Without control efforts, incidence of 
Johne’s gradually mushrooms; within 
10 years of the disease entering a herd, 
young cows (3 to 4 years of age) could 
be dying.

REDUCED WEANING WEIGHT
 Dr. Allen Roussel (Texas A&M) and 
a team of researchers looked at the 
effect of Johne’s on weaning weights 
in beef herds—comparing calves from 
dams testing positive for Johne’s with 
calves from uninfected cows.  The 
study was funded by USDA.  “We used 
data from the National Johne’s Disease 
Demonstration Herd Project, which 
compiled a great deal of data over a 6 
year period from herds in 18 states,” 
says Roussel.
 The study looked at differences in 
205-day adjusted weaning weights of 
calves from cows that tested positive in 
fecal cultures, and cows with a strong 
positive serum ELISA blood test, com-
pared with calves from test-negative 
cows in those same herds.  “It turned 
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out to be about 60 pounds and 50 
pounds less, respectively.  
 This is a substantial loss, in 
calves from cows that are either 
shedding bacteria (in feces) or 
high positive on the blood test.  
These are cows in late stages of 
infection, dropping in milk pro-
duction even though they may not 
have diarrhea yet, nor substantial 
weight loss.  They are clinically 
affected, however, even though 
they don’t look sick,” explains 
Roussel.
 “If a herd has high prevalence, 
more calves are weaning light.  If 
you have low prevalence, only 
a few calves are weaning light,” 
says Roussel.  This study was the 
first to show how Johne’s might 
affect production in a beef herd, 
beyond the loss of lower fertil-
ity, longer calving intervals, and 
having to cull clinically-affected 
cows prematurely. 

REDUCING RISK 
 The most important thing is to not let 
your herd become infected, taking bios-
ecurity precautions to avoid introducing 
animals that might pose potential risk.  
“Since most cattle coming into herds 
are bulls, it is important that seedstock 
breeders control it within their herds,” 
says Roussel.  
 “Internal control and testing is more 
important for them than for com-
mercial cattlemen, partly because the 
animals are more valuable.  They are 
not worried about losing 60 pounds at 
weaning; they are worried about losing 
a very valuable animal prematurely or 
selling one to somebody and dealing 
with those consequences.”  Seedstock 
producers don’t want to send problems 
to customers’ herds.
 “From the commercial standpoint, in 
extensively-reared beef cattle (spread 
out in large pastures), Johne’s disease 
does not have as much economic 
impact.  In seedstock, and in any herds 
more intensively managed, it can have 
serious economic implications,” says 
Roussel.
 Dr. Steve Hendrick. Coaldale Veteri-
nary Clinic, Coaldale, Alberta (former-
ly at University of Saskatchewan) did 
his PhD work on Johne’s disease.  In 
observing herds with Johne’s and herds 
without it, he found that if a producer 
is using intensive grazing, this is a risk 
factor.  “Those herds tend to have more 

positive animals,” he says. 
 This is one of the risks in doing mob 
grazing or management intensive graz-
ing unless you have a closed herd with 
no chance for Johne’s to be introduced.  
If a large number of cattle are jammed 
into small areas of pasture, they have 
more risk of ingesting fecal material.  
It’s a very efficient way to use grass, 
increase stocking rates and pasture 
health, but you must practice good 
biosecurity and make sure you don’t 
bring in an animal that could infect 
your cattle.
 Hendrick has seen beef herds where 
the producer set himself up for trouble.  
‘In one herd, for instance, the rancher 
had a pen next to his calving ground, 
where he wintered a cow that wasn’t 
doing as well as the other cattle.  She 
became a little thin and he was trying 
to feed her better.  Then at calving time 
he put all his cows through that pen.  A 
few years later he had a problem with 
Johne’s.  It’s important for people to be 
aware of Johne’s and be thinking about 
biosecurity issues,” says Hendrick.
 David Smith says the best way to 
minimize spread of Johne’s in a herd 
is to make sure no thin cows or cows 
with diarrhea are present in the calving 
herd.  If some animals have low body 
condition when the rest of the herd 
looks good, this should arouse suspi-
cion.  “Those animals deserve a closer 
look and should not be present during 
calving, to protect the rest of the herd,” 

he says.
 Two important factors are animals 
that look like they might have the dis-
ease, and water sources that might be 
contaminated with manure.  Don’t put a 
suspicious cow upstream from calving 
cows.  Even if you take her out of the 
main herd, this won’t help if she’s still 
defecating in a water source.
 “In a study we did in 73 Nebraska 
beef herds 12 years ago, producers 
whose herds had Johne’s disease often 
had pre-weaned calves drinking from 
water sources that cattle could defecate 
in,” says Smith.  Fencing off ponds, 
ditches and sloughs, and having a 
piped-in source of clean water can help 
prevent this disease. Producers need to 
pay attention to animals that would be 
the source of infection, and the oppor-
tunity for calves to be exposed.
 “Producers should consult with their 
herd health veterinarians to figure out 
the best options for their own herds, 
and also when trying to reduce risks for 
introducing Johne’s,” says Grotelue-
schen.  “Some seedstock herds have es-
tablished levels of confidence (through 
testing) so customers know that Johne’s 
is not an issue.  Information about the 
herd you are considering purchasing 
from can be very valuable.”  Even the 
knowledge there have been no animals 
that have had clinical signs of Johne’s 
is better than nothing when evaluating 
risk.  Do some checking before buying.
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The Most Economical E-blast System Reaching 
All Avenues of the Beef Industry

Contact Us Today for Pricing!
530-668-1224

√ An Event 
√ A Herd Sire
√ Animals for Sale
√ Embryos/Semen for Sale

In just seconds you can reach thousands to promote:

and so much more!

Price includes 
artwork design!

Wagyu
Adds Value

Experience

“2008 International  
Auctioneer Champion”

C.D. “Butch” Booker
Auctioneer

809 N. Main 
Colfax, WA 99111
(509) 397-4434 

Cell: (509) 989-2855
Email: cartha@colfax.com
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P.O. Box 8629 Woodland, CA 95776P.O.Box 8629
Woodland, CA 95776

530/668/1224
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Support all Wagyu Juniors & 
the First Wagyu Junior 

Showmanship Class at the 
N.A.I.L.E.

November 14 -15
Louisville, Kentucky

contact to see how you can sponsor and 
support this exciting event

850-619-1119

Desi Cicale
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Pearsall, TEXAs

BULLS FOR SALE
2 YEARS OLD

100% GRAss fed
100% all natural

FULL BLOOD WAGYU  • WAGYU 

• ANGUS  •  WAGYU • BRANGUS

travis hurt    

830.965.6075
Clarence J. Kahlig, II    

210.260.2121

H WAGYU H

P.O. Box 8629
Woodland, CA 95773

(530) 668-1224
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Thank you

the dispersion   october - 21 - 2017

Muddy Flats would like to say 

to everyone involved & for participating 
in the Dispersion 
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Thank you

the dispersion   october - 21 - 2017

Muddy Flats would like to say 

to everyone involved & for participating 
in the Dispersion 



44     Wagyu World | September / October 201748     Wagyu World | January / February 2017

c/o James Danekas & Associates, Inc.
P.O. Box 8629
Woodland, CA 95776

WAGYU WORLD PRST STANDARD
U.S. POSTAGE

PAID
Tucson, AZ

Permit No. 271


