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Cooperative Marketing of 
Range Livestock 

COOPERATIVE marketing of liV'9stock has been cwed on in 
the United States to some extent for over 150 years. The first 

local shipping association was organized in southern Nebraska as 
early as 1883. This movement gradually grew and developed, first 
with the orgft.llization of hundreds of local shipping associations and 
later with the establishment of large-scale commission or sales agen
cies in terminal markets. 

This bulletin deals principally with the growth and development of 
cooperative livestock-marketing associations in the westem range 
States. It is based on a study of the various problems involved in 
the marketing and financing of cattle and sheep produced in thia 
territory. As a background for presentation of the results of this 
study, a brief statement of the development of livestock cooperatives 
throughout the United States is included here. 

RISE OF COOPERATIVE LIVESTOCK 
MARKETING 

THE FIRST successful cooperative terminal commission associ&.
~ tion was established in 1917 at Omaha, by the Nebraska Farmers 

Union, but it was after the World War that the greater growth of 
cooperative sales agencies occurred. The period from 1921 to 1926 
was one of rapid expansion; in 1925 there were 28 cooperative com
mission associations in operation. By 1935 there were 49 terminal 
cooperative sales agencies operating on 37 public markets and 6 
regional or State associations operating direct sales units at other than 
terminal markets. In 1935 these cooperative associations handled 
nearly 12,000,000 head of livestock with a total value of approximately 
$216,000,000. 

Aakoowlodgment is made o,t.hG assistanceandadvioeofO. G. RtmdeU. Principal Agrieultunl Eoon~ 
In the preparatlGn of this bulleUrlI, and of the helpful coopon.t1on of Ute «IQ~ agencies in mak1n& 
available tor It.udy tOOirrecordsand ot.bec Information.. Cred,ltis also due Miss Lois Ma.hIn rorusistano& 
In the preparation of Illatt!tial. Much of tho eeonomloinCOl'matJou pnanted In the buJleUn wu obtaiDe4 
hID. Ute Bu.reau or Agrkoultura! Eoouom1~ and the J'ore5, Set\1.oe. U. S. Dep&rtmmt; 01 AcrIcultme. 
Int .. 'fMn also supplied by the U. S. Dep&rtmmtof tJ.1nteriGr. 
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2 FARM CREDIT ADMINISTRATION 

The number of associations and the tota.! volume htuidled by these 
agencies from 1918 to 1935, inclusive, appea.rin table 1. Thenumber 

• T£RMutAi.. ASSOClAnOMS 
'" TEIMIItAl. 82AHCH: AGENOES 

• OTHER 1'MAN TaMlIIAL ASSOOA11OttS 
@SEVSW. AGEHOES 0PEMTlH6 

ON ONE MARKEl 

FIGURE I.-LOCATION OF CooPERATIVE LIvESTOCK-MARKETING 

AGENCIES IN THE UNITED STATES, 1935. 
In 1935 cooperative associations ~ in operation on 37 of the principal mar

kets of the United States and served all major livestock sectiom. of the country 
except Oregon and Washington. 

of agencies increased from 3 in 1918, to 55 in 1935, while the livestock 
handled increa.sed from 189,535 head in 1918, to 15,570,932 in 1933 and 
dropped to 11,870,885 in 1935. In 1935 there were 43 large-scale 
livestock cooperatives with 12 branch agencies in operation. Of 

NUMBE • 
50 1--1 a''-1Nn --.--- - -

TcnniMJA~. 

- - - -

30 - - - - - - - - - -

20 - - - - - - - - - - - -

10 - - - - - - - - - - - - -

o ... ~ 
FIGURE 2.-NUMBEII. OF COOPERATIVE MARKETING AGENCIES HAN

DUNG LIVESTOCK, 1918-1935. 
Cooperative agencies increased from 3 in 1918 to S5 in t 935. Of this number 

49 operated at terminal markets and 6 operated as direct marketing units. 
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these, 37 operated as terminal associations and 6 were classed as 
regional associations not operating at central markets but conducting 

~D _______________________________________ ~=_----_, 
MlIlio.u-

_ II Othr fINn T."mn.u Ag.nciN ____ _ 
.4 • 7wrniMI A~. 
12 

101-------

el-----

bl------

41-----
2 1--_-.__.-- - - - - - - - - - - - -

o~w~~~v~~~~_~~~~~~~ 
FIGURE 3.-L1vEsTocK HANDLED BY COOPERATIVE MARKETING 

AGENCIES, 1918-1935. 
Volume of livestock handled by cooperatives increased from: 189,535 head in 

. 19)8 to 11,870,885 in 1935. 

a direct-to-packer or direct-to-feeder business. These 37 terminal 
associations controlled 49 independently operated sales agencies 
located at 37 central markets, ... shown by figure 1. The growth in 

--
[l""''' w ... II .... O-

• . 

• c--

• -- --f--

-• 

HI r -

• Ii J I .r tl ~ HI •• •• ... .. "" , ... .,. .. .. .. "" "" "" 
FIGURE 4.-UVESTOCK REGEIVED BY TERMINAL-MARKET COOPER

ATIVE SALES AGENCIES, BY SPECIES. 1918-1935. 
Cooperative cattle and sheep volume increased while hog volume decreased 

during this period. ]n 1924 approximately 75 percent of the eooperatives~ 
receipts consi.strd of hogs, 1 S percent cattle and calves, and 10 percent sheep; 
while in 1935, 37 percent were hog'S, 25 percent cattle, and 38 percent sheep. 

the number of terminal and regional associations from 1918 to 1935 
and the volume of livestoek handled by the nssociations for the same 
period are shown in figures 2 and 3; the distribution by species of the 
volume received, in figure 4. 



TABLE l.-LIVESTOOK HANDLED BY COOPERATIVE SALES AGENCIES IN THE UNITED STATES, 1918-1935 1 

Temlinal market agencies Other cooperative 
agencies 6 

All cooperative 
agenci .. 

Year Number Livestock received :I 

of 
agencies Cattl.and Hog. Sheep calves 

1918 •...•......... 3 30, 528 139,483 7,548 
1919 ..••...•••.•... 4 63,876 381, 127 23,940 
1920 ...•..•.•.... 4 85,313 536,380 29,676 
1921 ...........•.. 6 163,361 912,095 103, 101 
1922 ............ 16 736,982 3,414,016 352,861 
1923.. ............ 23 1,409,322 7,732,437 733,552 
1924 ..•.••..•••••• 26 1,893,326 9,239,070 1,202,616 
1925 ............... 28 1,881,241 7,377,084 1,350,311 
1926 ..... -- --- 27 2,003,014 6,687,296 1,581,882 
1927 •...........•.. 28 1,678,094 7, 149, 561 1,598,465 
1928 ...••• _. . .. 28 1,751, 599 8,483,413 1,686,889 
1929 •. _._ ......... 28 1,904,066 8,054,184 2,093,136 
1930 ....... _ .... _ .• 30 2,088,411 7,259,731 2,609,604 
193L. .. ____ . _. 35 2,238,514 7,216,259 3,040,043 
1932 ............... 39 2,183,532 6,496,061 3,265,466 
1933 ...•...• _" • 42 2,329,246 7,623,235 3,396,859 
1934 •.........•.... 44 2,548,710 6,153,275 3, IS9, 668 
1935· ..... . - 49 2,512,142 3,660,742 3,750,041 _ .. 

I.M here used. an agency mean. a OOlnplet.e operating unl~ with Itl own manager, 
• taa of pleemeD, ant! ll.OOOuntiog "stem. Some eaeocIatlollS D'lIlllltaln &geodes on 
mtJre thaD 1 market. 

I Inclndo88ome livestock IIOld for yard trad6ll. 
• I1'lc1udMUveatoell: not segragated by kind. 
, IncludeeUvestook J)W'Chased or aold In the OOtllltry. 

Total live- Number Number 
stock hall- of Liv .. tock of Liv .. tock 

Total • died • agencies handled agencies handled 

189,283 189,535 -------- -.-------- 3 189,535 
563,383 571,887 ------~~ ---~------ 4 571,887 
748, 255 754,805 -------- -----~----

4 754,805 
1,310,628 1,352,660 1 44, 783 7 1,397,443 
4, 727, 056 4,813,406 1 43,204 17 4,856,610 
9,933,445 10,037,373 1 48, 721 24 10,086,094 

12,382,304 12,624,343 2 81,635 28 12,705,978 
10,666,069 10,954,219 3 301,313 31 11,255,532 
10,333,307 10,661,323 3 443,892 30 11, 105, 215 
10,426,120 10, 793, 681 3 554, 009 31 11,347,690 
11,921,901 12,339,000 3 629,036 31 12,968,036 
12,051,386 1~, 755,647 3 786,792 31 13,542,439 
11,957,746 12,857,965 3 926,451 33 13,784,416 
12,494,816 13,422,677 5 1,182,995 40 14,605,672 
11,945,059 12,925,756 7 1,279,016 46 14, 204, 772 
13,349,340 14,304,705 7 1,266,227 49 15,570,932 
11,891,653 12,818,274 7 892,675 51 13,710,949 
9,929,699 11,141,317 6 729,568 55 11,870,885 

, 

IIncludBli IIlinola LlveI!Itock Marketing A~ocfution, National Order Buying 00 .• 
Iowa Live Stock Marketing Oorporation. California. Farm Bureau Marketing .uao. 
cl&t1on, Pac11lc Stnt.es LJvwtock M8I'keting AssociatiOn., Mon1.u.na. Llv«Itock Marketing 
A.Qoototion. and Soutb Dakota Oooperatlve Livestock Marketing AaoeJation . 

I Tbe volume of :1 888OC.IatioD8 was esUmo.ted. 

II>-
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The 1934 and 111.35 volume wa.s less than that of 1933 largely because 
of the drought and the reduction program of the Agricultural Adjust
ment Administration which, together, reduced 1934 and 1935 live
stock supplies available for sale at all public markets. For the 
entire 18-year period, however, substantial growth has been made 
by these cooperative agencies. 

During the early years of their existence, livestock cooperatives 
obtained much of their volume from local shipping lISSoCiatiOns, 
most of it consisting of hogs from small producers. In recent years, 
however, this condition has changed. Cooperatives have built up 
their cattle and sheep departments substantially and new lISSOCia
tions have been established throughout the western range territory 
(table I, fig. 1). 

ECONOMIC FACTORS AFFECTING 
PRODUCTION AND MARKETING 

OF RANGE LIVESTOCK 

N UMEROUS factors, such as the supply of livestock on western 
farms and ranches, the demand for such livestock from feeding 

and consuming areas, prices, droughts, seasonal marketings, and 
control of publie-grazing lands, all exert important influences upon 
the production and marketing of western livestock. Some important 
changes in these respects have taken place throughout this western 
territory since 1920. 

For the purpose of tracing the changes which have occurred in 
livestock production in this area since the World War, a comparison 
of cattle and sheep numbers on farms and ranches by 5-year periods 
and by regions was made. 

DECREASE IN NUMBER OF BEEF CATTLE IN WEST 

It is apparent from table 2 and figure 5 that the trend in beef 
cattle productioll in the 17 western States since 1920 has, for the 
most part, heen downward. Sharpest declines occurred in the south
western range area, which includes the States of Texas, New Mexico, 
and Arizona. Beef cattle numbers in this area dropped from 
10,097,000 head on January 1, 1920, to 7,295,000 on January 1, 1935. 

The western plains area, including the Dakotas, Nebraska, Kansas, 
and Oklahoma, experienced the next heaviest decline in numbers, 
from 9,235,000 head in 1920 to 7,738,000 in 1935. The intermountain 
area, consisting of the six Mountain States of Colorado, Montana, 
Wyoming, Idaho, Nevada, and Utah, also showed a substantial 
reduction, from 5,241,000 head in 1920 to 4,448,000 in 1935. 
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The smallest decrease occurred in the Pacific coast area. Here the 
decline was from 2,552,000 head in 1920 to 2,245,000 in 1935, with 
California showing the largest decrease. 

The chief factors which have influenced production and marketing 
of cattle in the West during the last 15 years are low cattle prices, 
drought conditions, and an increase in sheep production in this area. 

TABLE 2.-BEEF CATI'LE ON FARMS AND RANCHES IN 17 WESTERN STATES 

BY SPECIFIED AREAS, 1920-1935, AS OF JAN. 1 

State and area 1920 1925 1930 I 1935 

I 
Southwestern range States: 'pxJ""'" 1.(XJ(JM~ 1,000 head 1,1)00 btad 

Arizona ________ ___ ____________ ___ 1,585 1,263 723 785 
New Mexico ______________________ 1.642 1,226 1,113 1,014 
Texas __ .. ___ . ___________________ . 6,870 6,115 5,070 51 496 

TotaL _____________________ . ___ 10.097 8,604 6.906 7,295 

Intennountain range States: COlorado _________________________ 
1,527 1,209 1,138 1,263 

Idaho ___________________________ .. 597 490 385 533 
~ontana _________________________ 1,222 1,153 996 1,281 
Nevada _________ .. ________________ 516 460 293 315 lftah ____________________________ 

484 420 328 281 VVyonilng ________________________ 
895 729 705 775 

TotaL _____________________ . __ . 5,241 4,461 3, 845 4,448 

Pacific Coast States: Caluornia ________________________ 1,493 1,395 1,207 1,332 Oregon ___________________________ 
691 579 476 593 

VVashington ______________________ 368 307 237 320 

Touu __________________________ 
2,552 2,281 1,920 2,245 

VVestern Plains and Corn Belt States: 
]{an .... ____________________ , ____ .. 2,280 2,308 2,137 2,316 
Nebraska _________________________ 2,619 2, 689 2,239 2,333 
North Dakota ____________________ 905 821 631 536 
OklahoDla _______________________ . 1,510 1,113 1,133 1,643 
South Dakota _____________________ 1,921 1,530 1,097 tnO 

Total _______________________ . __ 
9,235 8, 461 1,237 7,738 

Total I? western States __________ 27, 125 23,807 19,908 21, 726 

Touu lfnited States _____________ 48,870 40, 798 33,047 37,291 

Compiled from figures auppUed by the Bureau of Agricultunt.1 Eeonomks, IT, S. D&partmeJlt of Agrieul~ 
IW'L 
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Overexpansion at relatively high levels during the World Wa.r WIlS 

followed by forced liquidation at low prices from 1920 to 1925. 
Cattle numbers continued to decline from 1925 to 1929, although 
prices improved materially beginning with 1926 and extending into 
1929. Depressed business conditions from 1930 to 1934 caused low 
prices and again forced liquidation of western range cattle. Figure 6 
shows the changes in cattle prices from 1920 to 1935. Drought con
ditions brought about overgrazing and short feed supplies in much 

°"20 1m 1920 2 •. 

F,GURE 5.-BEEF CATTLE ON FARMS AND RANCHES FOR SPEClFlED 

AREAS, ·5-YEAR PERIODS, 1920-1935, AS OF JANUARY 1. 
The number of beef cattle declined sharply in the southwestern range and 

western plains areas because of the drought and liquidation brought about 
by economic conditions during this period. 

of this territory from the period 1930 to 1934, with most serious resulte 
in 1934, when the Federal Government purchased 7,217,513 cattle 
in 16 of the 17 western States from June 1934 to February 1935, as 
shown by table 3. 

A swing from cattle to sheep production by many ranch operators, 
because of more favorable prices for sheep and lambs, caused an ex
pansion in sheep numbers and reduced the range available for cattle
grazing purposes. 
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FIGURE 6.-SLAUGH'IER AND FEEDER CATrU! PRICES 1920-1935. 
Low cattle pri= from 1921 to 1925 and from 1930 to 1934 were respoosibh: 

for much cl the Iiquidatioo in wes<cm breeding herds. 

TABLE 3.-GoVER.. .. ME>iT PmtCHASES OF CATrU! AND SHEEP IN 
16 WESTERN STATES 

State 

AJizon& __ •. _ •••..... _ ••.......•••••••••... _ .. . 
~orn>a_ ............................. _ ..... . 
~o. ••. _ .......•...•....... _ .........•... 
Idaho_._ ... _ ............................ _ .... . 
~-- .................................. -.. 
14ontan&-................................. _ .. . 
!ieb<aska __ ..•.•........•.•.......••..•... _ .. . 
lieVlOia_ ..................................... . 
lie ... 14exico __ ........... _ ......... _ .. _ .... _ .. . 
!iorth Dakota ................... _ ........ _ .. .. 
()ldahODla-••.••••..•.••••.....•••••• _ •• _ •..•.. 

~n-----.-.............. _ ................. . 
South Dakota. _. __ .......................... .. 
1:ezaa._ ................... _ ...............•... 
titab ____ ........... ___ ... __ .............. _ .. . 
lfyooning __ ...•.. _. ____ •... _ ........... _ ..... . 

1:o~_ ........ __ ......... _ ... _ ......... . 

1:o~ for ~nited States .. __ ......... _____ ... 

Cattle pur
chased Juue 
4,1934, to 

Feb. 1, 1935 

Ull,390 
19, 784 

289,588 
41,807 

521,171 
349,989 
480, 881 

36,272 
547,248 
970, 997 
503, 458 

12, 482 
915, 039 

2, 015,615 
126, 09S 
285,697 

7,217,513 

8, 280, 145 

Sheep pur
ehased 8ept. 
15,1934, to 
Feb. 28, 1935 

n,347 
23, 206 

207,195 
145, 664 

9,569 
491,775 
24, 671 
99, 260 

299,341 
84.023 
2,270 

162, 779 
148, 900 

1,091,346 
205, 551 
586,768 . 

3, 593, 665 

3,609,662 

n.ta ~ Ir'Om. tbe npcn. OIl mule Uld sbMp f!IeIItUkatloD blued by the oI!k!eolllle ~ 
PW4 ADdR 8eedoa. ~ AGJ I Adm! r tbn. _<II laD. at aDd Mat ...... 
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INCREASE IN SHEEP PRODUCTION 

Unlike beef cattle, sheep population in the West, after a decline 
from 1921 to 1924, increo.sed rapidly during the period 1925 to 1930. 
Since 1930 a moderate reduction ha.s taken plaqe in the intermountain 
and Pacific Coa.st States while in the Southwest, and the western 
Plains States, numbers continued to inerea.se until 1934. Table 4 
and figure 7 show the relative changes in sheep a.nd lamb numbers 
by areas for 5-year periods from 1920 to 1935. 

FIGURE 7.-8TOCK SHEEP AND LAMBS ON FARMS AND RANCHES FOR 
SPECIFIED AREAS, 5-YEAR PEIuODS, 1920-1935, AS OF JANUARY 1. 

The Dumber of sheep in most of the western States inc:reued substantially from 
1920 to 1930. Although some li'l.uidation ~ during the years 1931)-
1933, tho 1935 totals were apPl"OXlDUItely the same as th_ of 1930. 

The greatest increase in numbers took place in the Bouthwestern 
range area. where sheep numbers rose from 6,960,000 head on Janu
ary 1, 1920, to 10,472,000 head on Januaxy 1, 1935. Most of this 
inerea.se occurred in Texas, as AIUona showed 8. moderate decreass 
during the period. 

Next to the Southwest, the intermountain area. showed the largest 
lnerea.se in numbers; from 12,459,000 head in 1920, sheep numbers 
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iDcreased to 15,029,000 in 1930, but then declined to 14,345,000 on 
January 1,1935. States in this region showing the largest gains were 
Montana, Colorado, and Wyoming, with Nevada showing a loss each 
year while Utah, after showing a gain from 1925 to 1930, declined 
sharply from 1930 to 1935. 

TABLE 4.-STOCK SHEEP AND LAMBS ON FARMS AND RANCHES IN 17 
WESTERN STATES BY SPECIFIED AREAS, 192()-1935 " AS OF JAN. 1 

State and area 1920 1925 1930 1935 

Southwestern range State.: - 1,1JOO_ 1,1JOO heG4 1,1JOO_ 1,1JOO .... 
Juizona __________________________ 1,350 1,164 1,070 920 
New Mexieo ______________________ 2,250 2, 100 2,507 2,460 Texas ______________ . _____________ 

3,360 4,014 6,304 7,092 

To~ __________________________ 
6,960 7,278 9,881 10,472 

Intermountain range State.: COlorado _________________________ 
989 965 1,715 1,671 Idaho ____________________________ 

2,380 1,960 2, 151 2,169 
~ontana. ________________________ 

2,420 2,474 3,940 3, 740 1<evad& __________________________ 
1,330 1,090 1,053 869 lJtah ____________________________ 
2,380 2, 255 2,750 2,452 vryODlll>g ________________________ 
2,960 2,613 3,420 3,444 

To~ __________________________ 
12,459 11,357 15, 029 14, 345 

Pacific Coast Sts.te.: 
CaJuornia ________________________ 

2,440 2,670 3, 214 3, 155 Oregon ___________________________ 
2,225 1,989 2, 530 2,440 vraahington ______________________ 

695 534 695 710 

To~ __________________________ 
5,360 5, 193 6, 439 6,305 

vrestern Plain. and Western 
Corn Belt State.: ](ansas ___________________________ 

285 220 359 385 1<ebraska ___________________ ~ _____ 
241 ISO 258 280 

North Dakota ____________________ 299 286 760 725 OklahoDla ________________________ 
105 54 143 190 

South Dakota _____________________ 754 593 979 1,235 
To~ __________________________ 

1,684 1,333 2,499 2, 815 

To~ 17 vrestern States._c _______ 28,463 25, 161 33, 843 33, 937 
To~ lJnited State. _____________ 37,228 34, 469 45,577 46,640 

rSbeep and lambs on feed are deducted from total sheep and lambs OIllarm! and ranches. For number 
of Ih8ep and lamba on reed tor these }'881'S. *'C table 6. 

,~ 

C'MDptlml from ~ supplied by tho Bureau of Agricultural Economle9. U. S. DoP8rtmeut or 
Aiflculture. 
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TABLE 5.-SHEEP AND LAMBS ON FEED IN THE UNITED STATES BY 

SPECIFIED AREAS, 1920-1935 AS OF JAN. 1 

State and area 1920 1925 1930 1935 

Southwestern range States: JIJ()()Aead ',Il00 IIta4 ',Il00_ IINJ"_ 
~ona __________________________ 

-------- -------- 10 22 
New Mexico ______________________ -------- -------- 20 38 
Texas _________ . _. ____ .. __________ -------- -------- 83 60 
To~ ______________ . ___ . ____ . __ 

--.----- -------- 113 120 

Intermountain range States: 
COlorado __ . __________ . ___________ 975 1,600 2,035 1,085 Idaho ____________________________ 

90 80 129 200 
~ontana _________________________ 

30 105 180 155 
~ev8da __________________________ 

10 10 35 11 Utah ____________________________ 
30 100 150 83 

Wyoming. ______ ____ MM. _. __ • _____ 40 87 120 155 
Total. ~ _______________________ . I, 175 1,982 2,649 1,689 

Paoifio Coast States: 
California. __ ________________ __ ___ 100 30 86 106 Oregon ___________________________ 

25 50 55 75 VV .. hington ______________________ 15 36 40 64 
To~ __________________________ 

140 116 181 23S 

Western Plains and western 
Corn Belt States: 

]{anoas ___________________________ 
220 164 300 460 

}iebrasks _________________________ 509 600 960 530 
North Dakota ____________________ 

--.----- 25 42 30 Oklahoma ________________________ 
-------. 10 42 175 

South Dakota _____________________ 90 89 210 130 
To~ __________________________ 

819 888 1.544 1.325 

Corn Belt and Eastern Stato&: 
Illino~ ____________ . ______________ 

130 169 149 301 
Indiana __________________________ 105 85 113 170 
IO~B _____________________________ 

275 169 290 760 
Mi<:lhigan _________ __________ ______ 249 236 279 160 
~innesota ________________________ 

80 41 110 3SO 
~~uri _________________________ 

140 94 140 110 
New York ________________________ 30 30 60 SO ()hio _____________________________ 

210 196 275 280 
lVwconsiu ________________________ 62 68 95 81 
1ro~ __________________________ 

1.281 1,088 1.601 2.242 
To~ United St&to& _____________ 3, 415 4, 074 5,988 5,611 

Compiled h'om l\rllrM 5IIpplkKl by the Bureau or AKricoltunJ. Eeonomica. U. S. DepartmDOt of 
Aarlrulluno, 
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The Pacific coast area, after a minor decline durUig the 5-year 
period from 1920 to 1925, showed substantial increases from 5,193,000 
head in 1925 to 6,439,000 in 1930. Since 1930 the totals decreased 
slightly to 6,305,000 on January 1, 1935. 

The western Plains States, while the lowest of the western areas in 
numbers showed rather substantial gains since 1925, increasing from 
a low point of 1,333,000 head on January I, 1925, to a high point of 
2,815,000 on January I, 1935. The Dakotas, Oklahoma, and Kansas 
experienced the largest gains in this region. 

The number of sheep and lambs fed from year to year varies 
widely, depending upon the supply and cost of feeds and of feeder 
stock. This is especially true in the range and western Plains States 
which are subject to crop failures because of drought. 

Table 5 shows the relative importance of lamb feeding in the 
various States and areas for 5-year periods from 1920 to 1935. It 
is noted that the States of Colorado and Nebraska were consistently 
those of heaviest lamb-feeding operations while States such as Kansas, 
Montana, Utah, and Wyoming appeared to show the wider degree 
of change. In recent years lamb feeding has increased quite rapidly 
in such States as Iowa, Kansas, Oklahoma, Texas, Minnesota, and 
the Dakotas, partly because of heavy liquidation from western 
drought areas, the use of winter wheat field pastures and surplus 
supplies of cheap feeds in the Corn Belt States. 

Some factors influencing changes in sheep numbers from 1920 to 
1935 were improved prices during a part of the period, the influence 
of drought, short range, and the scarcity of other feeds. Unlike 
cattle production, which reached its high point in the cattle cycle in 
1918, sheep numbers on farms and ranches reached an extremely low 
point in 1922. For that reason prices for sheep and lambs recovered 
quickly, after experiencing a break in 1921, and advanced steadily 
until 1925. Prices declined moderatsly in 1926 but were maintainsd 
on a relatively high level until 1930, as shown by figure 8. From 1930 
to 1934 low prices and depressed business conditions were responsible 
for heavy liquidation in the intsrmountain area with minor reductions 
in the Pacific Coast States. This was not true, however, as far as the 
Southwest was concernsd, since production continued to increase in 
Texas from 1930 to 1934. 

Drought, short range, and feed conditions were also factors causing 
reductions in some of these areas from 1930 to 1934, the intermoun
tain region again being most affected. Government purchase of 
~heep in 16 of the 17 western States from Septsmber 15, 1934 to 
February 28, 1935, totaled 3,593,665 head, as shown by table 3. 
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FIGURE 8.-8LAUGHTER AND FEEDER LAMB PRICES 1920-1935. 
After a drastic decline in 1920-1921, lamb prices recovered in 1922 and 

remained on a fairly high basis until t 930. Over-expansion, drought, and 
dc:plT.ssed economic conditions were responsible for the sharp decline starting 
in 19)0. 

FEDERAL CoNTROL OF PuBLIC LANDS 

An important factor which has affected and will continue to 
influence livestock production in 11 western range States is Federal 
control of the national forests and of the public domain (fig. 9). 
Overgrazing of some of these areas under former conditions led to 
regulations reducing numbers of both sheep and cattle in national 
forests in most of the range States during recent years. 

The Taylor Grazing Act (48 Stat. 1269). approved June 28, 1934, 
promises to exert a far-reaching influence upon the 'production of both 
cattle and shoop grazed on the public domain. This act places in the 
hands of the United States Department of the Interior legal authority 
to administer grazing upon the pUblic domain. The United States 
Department of Agriculture e,-.:eroises similar authority over grazing 
in the national forests. 

The purpose of the act is stated as follows: 
To stop injury to public grazing lands by preventing overgrazing and soil 

deteriora.tiont to provide for their orderly use. impro~~ent, and development; 
and to atabm., the livestock industry dependent upon the public range. 

The main provisions of the act are concerned with: (1) Formation of 
grazing districts; (2) trades or exchanges with owners of private lands 

182SS--.36-2 
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or State-owned lands; (3) additions to national forests; (4) sale of 
isolated tracts of 760 or more acres in extent; (5) leasing isolated 
tracts of 640 acres or more. 

While it is too early to determine what effects such control may have 
on the livestock industry, it is safe to assume that it will be instru
mental in better preserving the range and, by so doing, help to stabilize 
the industry". In the long run, it is believed by many stockmen, that 
intelligent Federal control of all public lands should be of great help 
in the development of a sounder livestoek industry in the West. 

FIGURE 9.-HEREFORD Cow AND CALP HERD ON HIGH SUHMER RANGE 
IN WESTERN WYOMING. 

National forests provide grazing for thousands of well·bred beef cattle. 

INCREASED POPULATION IN PACIFIC COAST STATES 

Another factor which has influenced livestock marketing from much 
of this western range territory has been the rapid increase in human 
population since 1920 in the Pacific Coast States, especially in 
California. 

Table 6 shows that the growth in population in the Pacific Coast 
States has been much greater than in the country" as a whole. The 
result of this rapid increase has been to strengthen the demand for 
both feeder and fat stock from the other western States. Practically 
all cattle west of the Continental Divide now move westward while, 
with the exception of a short period in the spring when early Cali
fornia lambs move eastward, there is a strong demand from the west 
coast for fat feeder and breeder sheep and lambs. The increased 
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demand from the Pacific Coast States has been instrumental in narrow
ing the price spread between values in the western range area and 
those at midwestern markets. 

TABLE 6.-GROWTH IN POPULATION IN PACIFIC CoAST STATES AND IN THE 

UNITED STATES, 1900-1930 

Popula- Popula- fl Popula-
~5 

Popula-
Il,S 

.:J .. .:JI! 
State tion in tion in tion in ~ .. tion in "<> 

Ig00 1910 8" 1920 8;$ Ig30 8~ 
k'- ... - ... -
~'O ,,- ,,-

~o ~o 

Califomia ______ 1,485,053 2,377,549 60. 1 3,426,861 44. 1 1;,677,251 65. 1 
Oregon ________ 413,536 672, 765 62. 7 783,389 16. 4 953,786 21.8 
Washington ____ 518,103 1,141,900 120. 4 1,356,621 18. 8 1,563,396 15.2 

TotaL ___ 2, 416, 692 4,192,304 73. 5 5,566,871 32. 8 8,194,433 47.2 

United States." __ 75,994,575 91,912,266 21. 0 105,710,620 14.9 122,775,046 16. 1 

1900 1910 1920 1930 

Pacific Coast States as a percentage of 
United States _______________________ 3.18 4. 56 5. 27 6. 67 

Complied. from publlmtloDlJ (If the U. 8. Bureau of the CeD5ta. 1900. uno. 1920. and 1930. 

SEASONAL MARKETING OF WESTERN CATTLE AND SHEEP 

Because cattle and sheep production in the West is so largely 
dependent upon range pasture, which is direotly affected by rainfall 
and feed conditions, the marketings from most of these States are 
quite seasonal, as shown by tables 7 and 8 and by figures 10 and II. 
The heaviest marketing period for cattle from the intermountain 
States is during the fall from September to November. The heaviest 
movement from California occurs during the spring and summer, 
from April to July, since the winter and spring seasons in Clilifornia 
are the principal grazing periods, as contrasted with the summer 
season in most of the other Western States. In April and May large 
numbers of cattle move out of Te.'<as to Kansas and Oklahoma 
pastures and grass-fat cattle move from south Texas to markets. A 
heavy movement of feeder cattle and calves from west Texas also 
occurs during October and November. 

In figure 10 are also indicated those States which carry on winter
feeding operations, as these fed cattle are marketed during the winter 
and spring months, from December to March. Nebraska., because of 



TABLE 7.-AVERAGE MONTHLY MOVEMENT OF CATTLE ANO CALVES FROM 17 WESTER>! STATES, 1925-1929 

Percentage of total moved during indicated month-

State 
Janu- Febru- March April May June July August S.~tem- Octo- Novem-ary ary er ber ' ber 

- P.,- P"um Pet_ Pmtm Plreenl Puunt Petunj P,rc'lIt PtrCl1U Ptrum 
Arizona~ __ ~ ~ __ ~ ____ 6.5 4.2 3, 7 4.2 8.4 6.2 2.4 2, 9 5.6 17,8 25.1 CaWornl,,_ ••.. __ ••• 5.3 4.0 6.3 9.2 13. 7 lol6 11.3 10.0 8.4 6. 5 5.7 
COlorado._ ......... 8.4 5. 7 8.1 7.7 6.5 3.9 2.9 3.7 7.2 18. 2 Ill. 3 
Idaho •••••.. """ 9.8 6.8 8.7 6.0 3.5 2, 8 3, 7 6.0 12.0 17. 1 14. 1 
Kan .............. _. 8.1 6.7 6.4 6.3 5.4 4.8 7.8 11. 9 13.5 13.4 8.5 Montana _______ ._._ 3, 5 1.9 2, 2 2.4 1.8 1.2 2, 8 11.5 21. 9 29.9 16. 4 
Nebraska. """' __ 8, 8 7. II 11.7 8.7 9.7 11.3 7.6 6, 9 g, 1 9.9 6,2 
Nevada. __ ._._ ••••• 10.8 9.4 9.4 4.\1 2.1 2.3 1.6 8.4 lol 3 16,6 14. 8 
New Mexieo ........ 4.4 2.2 1.7 1.8 6.3 4.4 1.9 2.0 7. 9 25,6 30. 7 
North Dakota._. __ . 4.1 3.4 4.7 3.6 4.4 6.0 10.7 12.6 12.7 19,7 12. 8 Oklahoma •• ____ • __ • 7.4 5.6 6.9 ol3 3.8 6, I 11.3 15,2 15.3 11. 7 6.7 Oregon _ ... _____ . _~ ... _ 7.7 5.9 5.2 ol 1 ol3 5.7 8.6 11. 2 12,5 15. I 11.2 
Bouth Dakota. _ .... 8.1 6.2 6.9 6.0 5.3 5, 9 7.3 9, I 12,5 15.6 11.4 
T ...... __ ." _""'" 6.0 4.3 4.8 8.0 9, 1 8, 7 8.9 8, 6 9.0 12,3 12. 3 
Utah._ •....••••••• 15.0 12.4 11. 6 5.6 2, 9 2.6 2.2 2.5 ' 5.6 12,3 15. 2 W ... hington __ ...... 6.3 ol7 5.2 5.6 7.4 9,9 10.2 11. 0 11.8 11,4 9,3 
WyonOng._ •••.•... 8.0 1.3 1.9 1.6 1.4 .8 1.9 8,7 22, 1 31. 6 20. 5 .. __ . 

---~--

CompUed from data sbowlns rooeiPIa or lIva800ck at publlo markots. obtoJned from tbe Bureau ot Agrlculturlll EooDomic.s, l.J. S. Departmen t of AJrJculture. 
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FIGURE 10.--'sEASONAL MARKETINGS OF CATTLE AND 
CALVES FROM 17 WESTERN RANGE STATES. 

The seasonal character of marketings. from numerous Western States is due to climatic 
and feed conditions. 

h .... vy winter feeding in ~at territory, shows the most evenly dis
tributed marketing of any of the western States, while New Mexico, 
Wyoming, and Montana have a marketing season largely restricted 
to the three fall months. 

Table 8 and figure 11 show even more strikingly the highly seasonal 
character of sheep and lamb marketings from most of the western 
States. Again, as in the ease of cattle, the intermountain range 
States show the most seasonal marketings, largely during the fall 
months from September to November. 

However, in addition to this fall movement, there are several dis
tinct marketing periods for sheep and lambs, the most important of 
which are: (1) April and May, during which occur the early spring
lamb marketings from the Sacramento-San Joaquin and Imperial 
irrigated valleys of California and the Salt River Valley of Arizona; 
(2) June to September, the months of early summer, when fat lambs 
move from the shed-lambing districts of Idaho, eastern Oregon, and 
southern Washington; (3) January through March, when the heavy 



TABU! S.-AVERAGE MONTIILY MOVEMENT OF SHEEP AND LAMBS FROM 17 WESTERN STATES, 1925-1929 

Percentage of total moved during indicated month-

State 
January Febru- March April May June July August Settem- October Novem-

ary or ber 

Per,,,,, Pmm/ Per"'" Pttet1l1 Per"'" Pt,t:t1Il Per"'" Pmm/ Per"'" Perunt Perettlt 
Arizona ___________ . 

4.1 5.5 5.9 15.5 21. 0 5.6 3. 8 5.6 9.0 10.5 10.3 {}alilom"-__________ -- --. .2 1.7 16.3 69.3 5.5 2.0 2.7 .7 .7 .6 Colorado ___________ 
6.3 11.9 17.8 16.5 6.8 1.0 1.3 2.4 10. 1 18. 7 4.2 Idaho ___________ ' ___ 
2. 5 2.2 1.5 .4 1.3 15.3 18. 4 23. 0 17.6 7.8 5.9 ](aDBaB ____________ 

14.8 ll.2 7.8 6.9 7.4 8.5 5. 7 6.5 5.2 5. 6 8.0 Montana ___________ 
8.0 6.4 3. 5 1.4 .3 .4 1.8 4.5 22. 1 35.6 9.5 

Nebraska __________ 12.5 13. 1 17.2 12.1 6.1 3.4 2. 7 2.8 3.4 5.3 8.8 
New Mexico ___ ~ ____ 1.4 .9 1.2 1.4 2.0 .5 .2 .9 1.4 52.9 34. 6 Nevada ____________ 

4.0 2.5 1.5 .9 .8 1.7 7.0 17.0 32. 8 24. 1 2.9 
North Dakota ______ 3.\) 2.3 1.7 .4 .2 .3 1. 1 2.4 8.3 35.8 33.3 
Oklahoma __________ 15.4 9.0 4.6 3. \) 7.0 9.5 9.7 8.9 10. I 5.4 6.2 Oregon ____________ 2.3 2.2 1.2 1. I 3. 2 10.8 15.4 24. 9 23. 1 9.4 3.9 
South Dakota ______ 14. 2 8.2 4.2 2. 2 .8 1.0 1.6 3.6 12.4 19.0 16.6 Te""" ______________ 

4.0 3.9 5.7 10.7 14. 2 12.2 7.7 5.8 12. 1 13.3 5.8 Utah ______________ 
8.3 6.8 3.9 4.4 5. I 2.4 1.7 4.3 26.2 25.8 4.9 Washlngton ________ 2. I 1.5 1.8 1. 1 1.6 4.7 15. 4 20.8 27.5 15.6 5.2 Wyoming __________ 4.0 3.3 3.1 1.6 .4 .3 .6 11.5 35.4 33. 1 4.2 

CompUed trom data tumlsbed by Bureau of Agricultural Economics, U. B. Department ot Agriculture. 
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FIOURE tt.-SEASONAL MARKETINGS OF SHEEP AND 

LAMBS FROM 17 WESTERN RANOE STATES. 

~t;iilII .. itiI 
°.1MM./SH 

Marketing of sheep and lambs is more seasonal than that of cattle. For example~ 
California and New Mexico each market over 85 percent of the year's volume 
within a 2wmonth period-Califomia in the spring and New Mexico in the faU. 

winter fed lamb movement occurs from the States of Colorado, 
western Nebraska, and Kansas; and (4) two distinct marketing pe
riods in the case of Te.'<as, one during the spring months from April 
to June when grass-fat lambs and yearlings are marketed, and a 
September and October movement of feeder lambs. 

The States showing on the whole the most seasonal marketing 
periods were California, with 85 percent of its marketing during 2 
months, April and May; New Mexico, with 87 percent during October 
and November; Wyoming, with 68 percent during September and 
October, and North Dakota, with 69 percent during October and 
November. States which showed the most even distribution througb
out the year were Kansas and Oklahoma, due to their diversified 
farm-flock, winter-feeding, and wheat-pasturing operations. 

Such highly seasonal marketings offer a real problem to the opera
tion of a cooperative marketing association located in the western 
range territory, as the cooperative must handle the bulk of the year's 
business in a short period of time. 
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SOME CHARACTERISTICS OF WESTERN RANGE 
LIVESTOCK-PRODUCING SECTIONS 

T HE MAJOR portions of 12 western ra.nge States, including 
Texas, and sizable pa.rta of five Great Plains States constitute 

the principal breeding and grazing grounds for cattle and sheep in the 
United States. On January 1, 1936, according to estimates of the 
Bureau of Agricultural Economics, approximately 44 percent of &II 
cattle and 54 percent of the beef cattle, as wen as 72 percent of the 
sheep and lambs on farms and ranches in the United States were 
located in 17 western States. 

The distribution of beef cattle and e&!ves, and sheep and lambs in 
the 17 western States, as of April 1, 1930, is shown in1igures 12 and 13. 

FIGURE 12.-BEEFCATTLE ON FAJUIS AND RANCHES 
IN 17 WEnERN STATES, APRIL I, 1930. 

This .."...", I'q!ion is the principal '-<ding ground fur boo{ cattle: in the United 
Sral<!S, producing appn>Ximately 54 P""<""'t cl the country's __ These Sta ... 
run.w. most cl the _ -... cattle and cal..,. fattened in the Com Belt. 
(Bued 011 data ob<aincd from Jlweau cl the Oemus, U. S. n.partmeDt cl 
Commerce.) 
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This vast area includes some 172,084,580 acres of public domain, 
134,028,732 acres of national forest reserves, 53,976,026 aenlS in 
Indian reservations. and 53,124,825 acres in Stste lands, most of 
which are utilized largely for the grazing of cattle and sheep (table 9). 

FtCUR.& 13.-SHEEP AND LA..... ON 
FAlUoIS AND RANCHES IN 17 WESrERN 
STATES, APRIL 1. 1930. 

Seve>ty-two p<rant of the "'- iD the United Sta ... are 
pradu«d in this ~OD. Do:sUabk _ sb<cp aDd !ambo 
fatru><d iD the Com Bdt as wdl as a large numbtt of 
gnss-fat lambs come from ...... Sta.... (Ilao<d em data obtained from the ~u of 
the Census. U. S. Department of c.ommen:e.) 

The western StAtes. with the exception of California and Washing
ton. produce more cattle and sheep than they consume. For that 
reason this area may be considered a surplus-producing area of feeder 
and grass-fat cattle and sheep. Each year it must. find outlets and 
markets for large numbers of its cattle and ealv .... sheep and lambs 
in midwestsm. eastsm. and Pacific coast markets. Figures 14 and 
15 indicate the fact that producers in this area are forced to market 
a high percentage of their surplus in distant markets, principally in the 
Middle W ... tandEast. 
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TABLE 9.-AcREAGE OF PuBLIC DOMAIN, STATE LANDS, NATIONAL FORESTS, 
AND INDIAN RESERVATIONS IN 17 WESTERN STATES, 1935' 

State Public State National Indian res- Total 
domain I land" forests " ervationsi- acreage 

A ..... A" .. A.,." A,,"" ACT" 
ArizOfi& _________ 13,203,600 8, 138, SOO 11,389,464 22,237,608 54, 969,172 
California _______ 16,576,463 797,954 19,163,818 417,908 36, 956, 143 
Co1orado ________ 7,545,773 3, 182, 102 13,547,537 458,298 24, 733, 710 
Idaho __________ 10,510,421 3, 343, 359 19,675,239 477, 785 34,006,804 
l{&nB&8 _________ 

----------- 47,364 ----------- ---------- 47, 364 
Mont&na _______ 6,176,931 4, 861, 998 16,157,372 6,209,339 33,405,640 
Neb_a _______ ----------- 1,601,549 206,026 ---------- 1,807,575 
Nevada _________ 51,270,277 113,218 4,980,334 1,039,132 57,402,961 
New Mexioo ____ 13, 078, 285 12,633,813 8, 537, 036 5,'085,460 39,334,594 
North Dakota ___ 146,301 1,855,045 ----------- 1, 106, 444 3, 107, 790 
OklahoDla _______ ----------- 987,657 153,760 3,156,032 4,297,449 
Oregon _________ 13,012,158 720, 686 13, 525, 795 1,623,212 28,881,851 
South Dakota ___ 516,680 2,814,851 1,066,622 5,787,829 10, 185, 982 
Texae __________ 

----------- 3,601,290 ----------- ---------- 3,601,290 
Utah __________ . 25,011,021 2,500,000 7,540,807 1,828, 869 36,880,697 
Washiogton _____ 709,646 2, 336, 667 9,612,900 2,540,232 15,199,445 
Wyoming _______ 14,327,024 '3, 588, 772 8, 472, 022 2,007,878 28,395, 696 

Total _____ 172, 084, 580
i
53, 124, 825 134, 028, 732 53, 976, 026 413,214, 163 

1 Iu cases where 1935 data were Dot avai1sble the latest. authentic ftgures obtainable were used. 
t Circular No. 1306,. General Land oroce. Department of the In~or, Jul¥ I, 1933. 
j A3sem.bled from State reports, August ]9M. 
, Forest 86rviee, u. S. Department of AgriwJture. June 30. ]935. 
'Commissioner of indian Affairs. Department of the Interior, Oet. 15. 1m . 
• U. S. Department of .A.grlenIture. Farm Lands A vailab1e for Settlement. Farmer's BnlL l27l. See 

p.38. 

For mtmy years the marketing of cattle and sheep surpluses was 
done largely on an individu.u basis to speculators, private commission 
agencies, and direct-to-packer buyers. Only within recent years 
have cooperatives become estahlished in much of this region. In 
view of these conditions, this territory offers a fertile field for the 
development of strong cooperative marketing associations which can 
efficiently and economically market the livestock produced here. 

PRINCIPAL MARKETS FOR LIVESToc]{ FROM WESTERN STATES 

Livestock producers in the 17 Western States have access to a large 
number of markets, both eastern and western. Table 10 and figure 16 
show the principal public markets for cattle and calves from these 
States for the year 1933. It should be pointed out, however, that 
there is some duplication of shipments, especially to Utah markets, 
such as Ogden lind Salt Lake, and to Denver (fig. 16) where a con
siderable part of such livestock stops for feed and water Ilnd is diverted 
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to midwestern or west coast markets. Numerous markets, other 
than those shown in table 10, receive some livestock from these States 
bllt not in large numbers; also, 8. sizeable volume (not included in 

CATTLE & ,..,;~~ '-.1-,"""<,.--1 
TMOUSAND HEAD 

I.ODO~-2.: 
200- . 

o 0 DEFICIT 

FIGURE 14.-SURPuJS AND DEFICIT AB1;.AS OF CATTI.E PRODUCTION BY 
STATES, 1930-1933. 

With f~w exceptions, surplus cattle comes from States west of the Mississippi 
River. Nebraska, Kansas, Iowa, and. Texas produce the greatest surplus for con .. 
sumption in the eastern deficit States while- most of the surplus produced in the 
west~rn mountain region moves to California and Washington. 

TitOl.ISAJtO HEAD 

2000~OOO 
500- . ·-1.000 

o 

FIGURE 15.-SUR.PLUS AND DEFICIT AREAS OF SHEEP AND LAMB PRODUC
TION BY STATEs, 1930-1933. 

With the exception of Kentucky and the Virginias, surplus shttp production is 
located la=ly ..... of the Mississippi River. Montana. Idaho, Wyoming. 
Oregoo, ana Texas produce the greatest surplus, althougb most of the western 
range and Plains States are of considerable importance. The greatest deficit 
area is located in the Dorlhcastem section with a small deficit area. in California 
and Washington. 



TABLE IO.-PERCENTAGE OF TOTAL SHIPMENTS OF CATTLE AND CALVES SHIPPED TO lNDICATED STOCKYARD MARKETS FROM 
EACH OF 17 WESTERN STATES, 1933 

! cO 
8 15 ! cO 

i ~ i 
.~ ~ ~ ~ .. 

Market 1 ~ ·s 
i 

~ 

j :::J ~ J :; 'il 
! ~ ~ ~ .g ~ ! ::il 1 ~ ~ l ... :::J z 0 E-t P J;:: - - - - - - - - - - - --- -----------------,-Californie. markets______ 94. 7 99.6 ______________________ ._ 97.1 40.8 __________ 34.5. ____ 11.0 50. 40 ________ _ 

Chicago _____ ;______________ 5. 6 _____ 3. 4 31.3 7.3_____ 9.2_____ 10.9 _________ _ 
Denver_____________________ 68. 8 _________________________ 14. 5 _____ _ ______________ 121.3 
Fort Worth _______________ .: ______________________________ 14.5 .. ___ 57.8 ___ __ 

KaDB88 City________________ 4. 7 _____ 66.5_____ 4. 3 _____ 19.8 _____ 24. 1_____ 15. 7 ___ .. 
New Orleans________________ _____ _____ _____ _____ _____ _____ _____ _____ _____ _____ 5. 2 ___ __ 
Oklahoma City______________ _____ _____ __ __________________ 46.1 ____________________________ __ 
Omaha_____________________ 11.1_____ 69.5_____ _____ _____ _____ _____ _____ _____ 56. 1 
Portland____________________ a\. 6 _____ _____ _____ _____ _____ 62.8 ___ .. ________ .. 20.3 ___ __ 
St. Joseph ____________ ._ .___ 12. 0 ______ .. _______ ...... __ __ ______ .. _________ _ 
St. WUiB ___ w __ w_w w_w _ ______ 1 ___ _ wlw __ • _1 _____ 1 _____ 1 _____ 1 _____ 1 _____ 1 _____ 1 _____ 1 ____ _ 

St. Paul. __ -- -______________ 1 _____ 1 __ .. __ 1 ____ ~I _____ I ___ ~ 

Seattl. ____________________ _ 
Sioux City ______________ .... 
Sioux Falls ... ________ .. _ .. __ 
Spokane _______ .. ___________ __ _____________ .. ___ 12. 4 _ .. __ _____ _____ _____ _____ 54. 6 ____ _ 
tltah markets ____________ .. _ __ ________ 48.8_____ 2.6 _____ _____ 47.2 ___ ._ 6.1 
Wichita ______ ._ .. __________ __ _____ .. _ 12. J _ .. ___ .... _____ .... _ 8. 8 "___ ___ .. ______ .. __ 
Allothers .. _________________ 5. 3 .4 9.8 6.9 6. 0 16. 3 6.8 .3 10. 4 .8 10.9 2.1 1.1 10. a 2. 4 3.3 8. 8 

12. 8, ___ __ 

10.1 ____________________________ __ 
30.61 _____ '-- ___ 1. .. _-' 74. 5 _________ 10.6 ________ _ 

----- - ___ • __ .. ___________ 21. 8 __ • __ 
9.41 12.11 _____ 1 _____ 1 15. 5 _____ 48. 9 _____ • __ •. 7.7 

.... _ _____ 22. 5 .. ______ __ 

CompUed from damobt.o.lned from Bureau of Agricultural BooQomJes, U. 8. Department ot AgrIculture. 
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TABLE It.-PERCENTAGE OF TOTAL SHIP""NTS OF SHEEP AND LAMBS SHIPPED TO INDICATED STOCKVARD MAIUU!T1I FROio! 
EACH OF 17 WttrERN STAn.., 1933 

0 !l !l 0 

i 
u 

~ ~ .. 
1 

.. .. 'x .. 
.11 Market .. 'il 

J 
.; '2 .. ~ ~ " § ~ ~ ~ ., .c 

~ '" ~ '" ~ 
~ " ~ ~ ~ t! .! ~ 

!l ~ "0 0 0 S ~ ; I;) '" ::;: Z Z 0 1-< :;;, Ill: ~ ---------- ---- -_. -_. ------ ._-------
PMC#IJ Perctflt Peteem Ptr«nI. Pereetll Pertrol Pm.trd Pt'lct1II. PtrUfll PnUN P,rctnl Pm:tnt Prrunt Ptrt<'fIl Ptrct'lll. PtrCMll Pt<mllt 

California markets __ •••.••••• 48. I 21.2. •••••••••••••••••••••••• 50.2 6.9 .•••.•••.• 26.6 .•••• _ •••• 34. 5. ..•..•.•. 
Chicago •••••••••••••••••••••••••••••• 15.0 5.0 •••.• 29.7 11.4.... 11.6..... 11.4 ••••.••••. 35.624.4 
D.nv.' __ •• _ ••..•••••••••.•. 16.2 '16.2 52.0 26. 9 .••.. _.... 3.9 48. 2 .....•..•. 13.7..... 5.7 12.3 ••.•• 27.9 
Fort Worth ......... _. __ ...... __ •• _._. "'" .. __ • ..... ..... • ...... __ • _________ . 49.2 ________ __ 
x:an .... City ___ ._._. _____ ... 34. 0 ___ .. 14. 3 ... __ 62. 7._.__ 22.7. ••.• 13.2_ ... ______ 27.0 ? 6 ." __ 
New Orlcan"' ...... ~ ~ ........ ~ .. _ .. ~ ........ _ .... ~_~ .. ~ ______________ _ 
OklahomaClty ......... _ ••.• ____ • ____ •• ____ .. __ • ___ __ 68.0, _____ ______________________ • __ 

Omaha ___ . _____ .. _______ ..... ___ 8. 6 6. 0 12.2 ___ __ 66. 6. _____ 1 _____ 1 ____ _ 7.4 11. I _____ _____ _____ 34. 2 
Porlland .... _ ........ _ ......................... _ .. _ .. ~_ ............. ______ .. ~ __ .. : .... _____ ~ .. _ .. _I_ _1 _____ 1 __ .. __ 11.0 _________ . ____ . 7.3 ____ _ 

St. J"""ph ..... _ ... ___ ... _ .... __ • 3. 4 11. 0 4. 8 14. 7 .... _ 10.1, ____ . 
St. Louis .... _. _____ • __ .. __ • _______ •• _____ .. _____ • _____ ...... . 

4. 0 ____ . 4. 4 _____ _____ 3. 0 
6. 0 ____ • _________ _ 11.9

1

-----4.3 ___ __ 
St. Paul ..... _ ..... _______ .• _ .. _ •• _._ .... __ .. __ ... __ 48. I •• __ • 74. 5, _____ , ____ _ S. 71~~ ___ 1_~_~_ 32.2 ____ _ 
Beattle ______ .. ______________ • __ .... __ .. ______ ._ .• ___ • _______ __ 9.6 ___ __ 
Sioux Clty ___ •••• __ • __ •• _ ... ____ •••• _ •• _._. ___ ..... _. 3. 3 9.0..... 13.8_ •••• ,_ •••• 
Sioux FaIIs ..... ___ • __ •• _______ ............... _ .. _ .. ______ •• ______ ... _ .. ___________ _ 68.51.----1.----1----- 6. 0 9.8 ___________________ _ 
Spokane __________________ • ____________________ • ____ •• ____ ._ ........ __ ._ ••• ___ • ___ _ 9.6 ___ __ 
Utah markels._ .. __________ • _____ 44. 2 _____ 46.3 ... _. S. 2 .• ___ 38.3 ____ • __ ..... __ .1 30.51. __ .. 1. ____ 137.0, .. ___ , ____ _ 

~c~::;;_:::::::::::::::::: ""2'_7 '-6'_4 ""i'-7 ""4:ii I! ~1-io:71"-ii:gl--7._61--~-ol---._i I~: :1' -ii: iil- -. '-51' .;;: ;;1- -s.-61"-6._ 81-- ii._ii 

OOmpUed trom chta obtaloed. Ctom Bnread ot Aarteultuml EOOlIomJ.., U. S. Dopt,Ument or All'lculture, 
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these figures) moves <lirect to west coast and midwestern packers from 
these States. 

Principal markets for sheep a.nd lamb shipments from 17 Western 
States are shown in table 11 and figure 17. It will be noted that a 
larger percentage of sheep a.nd lambs tha.n of cattle a.nd calves moves 
to midwestern markets. This is because most of the western ra.nge 

Based on Total ShIpments to Public 
Stodyard Marteb dutinS 1933 

FIGURE 16.-PRINCIPALMARKETSTOWHICHCATTlE 
AND CALVES WERE SHIPPED FROM 17 WESTERN 
STATES, 1933. 

Most of the cattle produced west of the Continental Divide move to Pacific coast mar
kets while those east of the Divide move to Corn Belt markets or feeders. 

States are heavier producers of sheep tha.n of cattle. Here again, 
however, considerable duplication occurs through reshipments from 
Utsh markets, such as Ogden and Salt Lake, Rnd from Denver to mid
western and west coast markets. The percentage of shipments of 
sheep and lambs from California to out-of-State markets is high 
because a large volume of California early fat lambs moves to eastern 
markets or direct to packers. These tables and charts, however, do 
provide a fairly accurate picture of the marketings from these States 
to the principal public markets. 
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Based on Totol Shipment. to Public 
Stocky.ord Mer1<eb durin51933 

FIGURE 17.-PRINCIPAL MARKETS TO WHICH 
SHEEP AND LAMBS WERE SHIPPED FROM 17 
WESTERN STATES, 1933. 

Sheep and lambs from thit an=a. move both to west coast and to midwestern 
market!. Many shipments to the Utah markets of Ogden and Salt Lake are 
diverted to mid·w~tern and west coast markets. 

DEVELOPMENT OF COOPERATIVE 
MARKETING IN THE RANGE TERRITORY 

COOPERATIVE marketing of livestock was slower to develop in 
the range States than in the Midwest and East because of con

ditions peculiar to this area. Early attempts of western livestock 
prpducers to organize and operate cooperative sales agencies were 
not unifonnly successful. 

Among the most important of these early organizations was the 
C'Qoperntive Livestock C<>mmission Co., Qrganized under Colorado 
law in 1906 by the American National Livestock Association, N .... 
tional Wool Growers Association, Corn Belt Meat Producers Associa
tion, Texas Cattle Raisers Association, and Colorado Livestock Asso
dation. This association Was organized in April 1906, and started 
operations in September 1906. Agencies were established at Chicago, 
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Kansas City, and South St. Joseph. After operating for about 2~ 
years, however, the association was forced to close its agencies in 
1909, largely because of discrimination on the part of traders and 
buyers. 

The first successful livestock cooperative established on a west
ern market was the Fartners Union Livestock Commission of 
Denver, which was organized in July 1919, by the Colorado Farmers 
Union, and the Nebra.ska Farmers Union (fig. 18). This agency ha.s 
operated successfully for the last 17 years. Much of .its business 
comes from fanners in the diversified farming and feeding areas of ea.st
ern Colorado and western Nebraska, rather than from large ranch 
operators. 

In the southwestern range territory the Cattle Raisers and Pro
ducers Commis.ion Co., Fort Worth, Tex., was organized in 1922. 
This agency operated until 1928, when it discontinued business on 
account of lack of support and decreased volume. 

The Producers Commission Association, Oklahoma City, Okla., 
was organized in 1923 by livestock producers in Oklahoma. Lack of 
producer support, coupled with discrimination on the part of other 
agencies on the market, compelled the association to suspend opera
tions 'in February 1926. 

The Producers Cooperative Livestock Marketing Association, Los 
Angeles, Calif., was organized October 15, 1924, by the Millard 
County Farm Bureau, of Fillmore, Utah. It operated on the Los 
Angeles market for about 8 months. Its doors were closed on June 
10, 1925, because of lack of volume. 

FlO\1RI! tB.-TyPICAL MARKET SCENE IN THE CATTLE DIVISION OF 
THE DENVER STOCKYARDS. 

Thowands of fat ud feeder cattle from the intermountain region are marketed 
througb tbe .. yard. annually. 
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On the Pacific coast members of the California Cattlemen's Ass0-
ciation organized, in 1925, a coopera.tive sales agency to sell grass-fat 
cattle from California a.nd adjacent territory to Pacific coast packers 
located in California. This association W1IS known as the Western 
Cattle Marketing Association. It operated from 1925 to 1934, when 
it was reorganized as the Pacific States Livestock Marketing Ass0-
ciation, which agency is still in operation. 

The California Farm Bureau Marketing .Association was organized 
in 1918 by representatives of local county farm bureaus in the Sa.n 
Joaquin Valley a.nd is still active. This association, which maintains 
its headquarters at Hanford, Calif., operates a number of loe&l hog 
auctions throughout this territory. While, in the past, sales have 
been restricted almost entirely to hogs, there is a growing demand for 
the association to ha.ndle other species of livestock. 

SLOW GROwrH OF WESTERN LIVESTOCK COOPERATIVES 

Indiuidualistic Chmocter oj PTodl/CeTS 

Probably in no section of the United States is the spirit of individ
ualism more dominant tha.n among the large cattle a.nd sheep pro
ducers of the range States. This pioneering spirit, while commend
able in many ways, has been one of the major fectors in retarding the 
development of cooperative enterprises. Unlil.."& farmers in the Mid
dle West, range operators market their ea.ttle and sheep in full carloads 
and some-times even in tnUnloads. Because of climatic conditions, 
this stock has to be marketed during a short period each year, usually 
in the fall. On llCCOunt of the size of their operations, range producers 
were catered 'to by livestock commission firms on the large central 
markets and frequently were given preferential service in the form of 
market information and sales. Many of these large producers felt 
that they did not need the assistance of a cooperative in the disposal 
of their stock. 

During this period the mountainous nature of the territory, the 
great size of the ranches and the consequent lack of communication 
served to isolate many ranchmen for months at a time and they, 
therefore, had little in common with their fellow ranchmen. It was 
only at the fall or spring round-up, at spring shearing corrals, or at a 
few large stockmen's meeting« during the winter months that they 

.llad an opportunity to discuss matters of mutual interest with each 
otli~'3;..L~uch a condition did not tend to develop a cooperative spirit 
but ,:' ,er to intensify an individualistic attitude toward cooperative 
efforts. \ . 

i8268'~ 
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Few Local Marketing Associations in Area 

The local shipping-association movement, which was the founda
tion for cooperative sales development in the Middle West during 
the period from 1911 to 1922, had little effect in this western territory. 
Accorrung to information in the files of the Cooperative Division of 
the Farm Credit Administration, there were 20 local shipping associa
tions operating in 12 western range States in 1921 and only 23 such 
associations in 1934. Of this number nine were located in Montana 
and :five in Colorado. The rest were in Idaho, California, Texas, 
Wyoming, and Oregon. Much of the suC1!ess of the present terminal 
livestock marketing associations in the Middle West is attributed to 
the experience gained by producer-members in the operation of local 
associations. This experience was for the most part la,eking in the 
range territory. 

Divergent Interests of RaTldunen and Farmers 
With the development of irrigation and of dry-farming projects 

in the West, hundreds of small farmers from the East and Middle 
West took up homesteads or bought irrigated tracts and started 
farming operations. Many of these farmers gradually worked into 
the livestock business on a small scale. Frequent misunderstandings 
developed between the large range operators and these small farmers 
and stockmen because of the fencing of water and range. Some of 
this divergence in interests still persists and, as a result, it has been 
difficult to interest the large and small producers in working together 
in a cooperative enterprise. 

The opposing interests of sheepmen and cl<ttlemen of the West 
also hindered progress in cooperative marketing in much of this area. 
Disputes occurred over grazing territory and water rights. Some 
cattlemen felt that sheep were responsible for ruining the public 
range, and they became especially bitter toward the hundreds of 
so-called tramp sheep operators who owned not.hing but their flocks 
and roamed over the public domain at will. However, in recent years 
many ranchmen have diverSified their operations, running both 
cattle and sheep. Also, with the passage of Stste grazing laws, with 
the control of national forests, and the passage of the Taylor Grazing 
Act, some of this difficulty should be reduced or eliminated. 

Injluel1£t of Commercial Interests 
Western range operators, as a whole, because of the size and ext 

of their operations, have required large amounts of credit from oeal. 
banks, from midwestern stockyards, and from eastern banj.· . Offi
cials of these institutions usually were uninformed as to the Po dvantages 
of cooperative marketing and were in some cases actually opposed to 
any such methods. Some of these credit institutions w ·re owned or 
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controlled by stockyards compa.n.ies, livestock commission agencies, 
Mid packers, many of whom did not look with favor upon the co
operative method of transacting business. Furthermore, it was 
reported that some credit institutions received 8. commjssion for 
originating business for certain private marketing agencies. 

Interest rates ch8.lged the growers were in many cases very high 
and creditors often exerted considerable influence over the stock
man's method of production and marketing. 

In addition to the inlluence of credit institutions, established 
private livestock commission agencies in the 18.lge western and mid
western markets, as well as 18.lge speculators operating in the west
ern territory, were very strongly opposed to the development of 
cooperative marketing agencies in this area. 

While this inlluence on the part of bankers and established com
mercial marketing agencies has waned to some extent in recent years, 
it has been a potent factor in retarding the growth of cooperative 
marketing among stockmen in the West. 

Direct Buying and Feeding by Packers 

There is little doubt that the packers' system of direct buying and 
of feeding livestock has been another handicap to the growth of 
cooperative marketing throughout the West. 

The direct buying methods of packers, especially on the Pacific 
Coast, also has contributed to the lack of cooperative marketing 
development there. Packer-buyers deal directly with the ranchman 
on his ranch and, as a result, the ranchman feels that the element of 
uncertainty as to price is eliminated. Furthermore, many of these 
large operators have access to radio and other market information 
and consider themselves as capable of selling their stock as a trained 
salesman. They fail to take into consideration, however, the fact 
that the well-informed packer buyer who is buying livestock daily is apt 
to be a better judge of weights, dressing percentage, shrink, quality, 
grode, and market values than the producer who sells his cattle or 
lambs once or twice a year. Packers are better informed on supply and 
demand, as well as geners! conditions affecting prices of livestock. 
They also have more information on short-time trends and prospects. 

Western packers have for years purchaaed thousands of cattle and 
sheep in feeder condition and have finished them in their own feed 
lots, the reasons advanced being that they could not rely upon the 
uncertain supply of rat stock from the adjacent areas. While there 
has been, no doubt, some foundation for this contention, many stock
men feel that the packers' main reason for carrying on feeding opera
tions is to exert SOme control over the price paid for all livestock. 
To offset this supply situation, increased feeding is being developed 
in the West by ranchmen and farmers. 
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Short Marketing Season 
Climatic conditions have a tendency to force marketings of live

stock from much of the range area into a limited period in the late 
summer and fall. It has been difficult for a cooperative to exist on 
this highly seasonal business. However, winter feeding in irrigated 
sections throughout the West and on the Pacific coast is increasing, 
and this highly seasonal movement is not 80 much of a. problem as it 
has been in the past. 

CoNDITIONS TENDING TO FuRTHER CooPERATION 

Need for EjJiJ;ient Marketing and Credit Systems 
The fact that the western range States produce large surpluses of 

cattle and sheep, most of which must be marketed to midwestern and 
eastern consuming sections, points to the need for an economical as 
well as an efficient marketing system. In the past, much of this 
marketing has been handled by large speculator-buyers and packers 
who either contracted for livestock for future delivery or purchased 
it at the time growers found it necessary to sell. In the case of feeder 
stock, frequently the same animals changed hands several times 
between their original sale by the producer and their final purchase 
by the Com Belt feeder. As a result, so much extra cost was added 
that the possibility of the Com Belt feeder making a profit on his 
feeding operations was likely to be very limited or altogether lacking. 
Feeder stock shipped to public markets frequently was sold and 
reshipped to other markets, changing hands several times before 
reaching the feeder. Not only did this method of handling increase 
the spread between producer and feeder, but it frequently caused 
stock to contract disease or become sick from other conditions. 

limitations in Direct Marketing by Indiuiduals 
In order to reduce this unnecessary expense between producer and 

feeder, severa! of the larger cattle ranchers, particularly, in the south
western range area in Texas, s~ selling their cattle and calves 
direct to Corn Belt feeders. To carry on this type of business satis
factorily, however, it was necessary for this feeder stock to be graded 
ca.refully as to quality and weight, since Corn Belt operators who fed 
only a load or two of cattle or lambs desired a uniform lot which 
would be ready for market at the same time. 

Another advantage of this type of marketing was that livestock 
shipped direct from the range was less apt to contract disease. Fur
thermore, stock handled in this manner was more uniform in quality 
and breeding, and the individual animals out of the same herd or section 
were easier to handle than those from different herds and sections. 

When such business was carried on between individuals who were 
thousands of miles apart, certain difficulties arose: The two individ-
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uaIs were usually not acquainted with each other; the ranch producer 
could seldom go to the feeding districts and find an outlet for his 
stock; the ranch producer hesitated to ship his stock to a feeder 
whose reliability was unknown. From the feeder's standpoint, he 
desired as & rule only a load or two of cattle or lambs, while the grower 
might wish to dispose of his entire year's output at one marketing 
transaction. All of these factors were real obstacles limiting the 
growth of the direct-to-feeder business between individual growers 
and feeders. 

Influence oj Com Belt Feeder Pools 
With the growth. of cooperative marj<eting associations in the 

Middle West the opportunity for service along these lines presented 
itself to the marketing associations. By means of pooling orders of 

FIOUIlE 19.-LoADINO 4,400 POOL LAMBS, AN ENTIIlE TRAINLOAD, 
AT WAWStrrrER, WYO. 

Ea<:h fal~ _em cooperativeo pool thousands 0( lambs owned by memben for 
lhipment direct to Corn Bell and eastern feeden. 

their members, Corn Belt associations were in a position to deal 
directly with large ranch producers on entire herds of cattle or sheep. 
The first such attempt by cooperatives on a sizable scale occurred 
in the fall of 1925 when the Producers Commission Association of 
Kansas City, Mo., cooperating with several other Corn Belt agencies, 
established a cattle and calf pool and purchased approximately 3,400 
head from Texas ranchmen. 

During this same fall a lamb pool was organized by the Producers 
Livestock Conunission Association of East St. Louis and the Chicago 
Producers Commjssion Association. During that season approxi
mately 68,000 lambs were purchased on the ranges iII Wyoming and 
Montana and shipped direct to Corn Belt feeders (fig. 19). A more 
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detailed discussion of the growth and development of feeder pools is 
given later in this bulletin. (See pp. 53-54.) 

This system of marketing feeder stock direct from ranch to feed lot, 
while having its limitations, appealed to many western ranchmen. 
It was apparent that it could be operated best through an association 
rather than by individuals. This was one of the principal reasons 
contributing to the organization of cooperatives in the range territory 
by western ranchmen. 

Disadvantages oj lrulividual Selling 

In order to meet the welhorganized direct-buying system of packers 
in many sections of the West, the need for cooperative selling agencies 
to protect the growers' interests became apparent. This was espe
cially true in sections where the west coast packers bought most of 
their livestock direct. Ranchmen who were more or less isolated and 
out of touch with market values and grades for long periods of time 
learned that, except possibly during periods of steady markets, they 
could not hope to 'compete advantageously with well-trained packer 
buyers who were kept closely informed as to .market prices and 
market demand. 

During periods of rapidly rising or falling prices the seller is at a 
distinct disadvantage. This was well demonstrated during the late 
winter and early spring months of 1934-35 when many stockmen sold 
their cattle to buyers as much as $1 to $2 per 100 pounds under their 
market value. Many producers have learned that they need the 
services of a. well-informed and trained sales agency to sell their live
stock, whether it goes direct to the packer from the ranch or is sold 
Olle a central market. 

Lack oj Deperulahle Financing 

Follo~ the World War, during which livestock prices had risen to 
fictitiously high levels and ranchmen had accumulated heavy indebt
edness, both for breeding stock and for ranch properties, many pro
ducers were hard hit and were foreed to liquidate their herds. Others, 
in order to save their holdings, incurred additional indebtedness. 

This period of liquidation in the cattle business continued from 
1921 to 1925, during which time cattle numbers in the West were 
sharply reduced. Decreased numbers and improved industrial con
ditions caused cattle prices to rise sharply during 1927 and 1928 and 
continue on a. fairly high level until the business depression in the fall 
of 1929. Cattlemen, after experiencing a. long period of low prices 
prior to 1927, started to restock and to hold back breeding stock 
during the favorable price period 1927 to 1929. As a result, when 
baul,s were foreed to call their loans late in 1929, many stockmen 
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had to liquidate their cattle on demoralized and sharply lower 
markets. 

Sheep population, unlike that of cattle, was at a relatively low level 
at the close of the war and. while the depression of 1921 caused con
siderable liquidation during that year, prices recovered quickly and 
advanced sharply with only minor set-backs during the period from 
late 1921 to 1929. During the 10 years stsrting in 1920, sheep 
growers in the 17 western Ststes rapidly expanded their production 
from 26,463,000 head in 1920 to 33,848,000 head in 1930, while total 
numbers on farms and ranches in the United States increased from 
37,228,000 head in 1920 to 45,5i7,OOO head in 1930. By far the 
greatest portion of this increase occurred in the West. 

Stimulated by the hope of continued high prices and by the libernl 
extensiDn of credit, many sheepmen e.'<Pa.nded their ope.rations a.nd 
increased rather tl,an reduced their indebtedness during the 8 years 
of high sheep and lamb prices, and were thus totally unprepared to 
meet conditions arising from the depression. 

Beginning in the summer of 1929 prices broke sharply and ba.nks 
were forced to ~ loans, causing heavy liquidation on already over
supplied and demDralized mark"ts. Many well-estsblished she..pmen 
were forced out of business and large numbers retained little, if any, 
equity in their outfits. During the period from June 30, 1929, to 
June 30, 1934, the number .of banks in the 12 western range Stat<lS 
decreased from 3,331 to 2,091.' 

To maintain adequate sources of credit fDr the livestock industry, 
the Federal Government, through the Reconstruction Finance C.or
poration, loaned millions of dollars to w..stern banks and Iivestock
loan agencies. The federally .organized regiDnal agricultural credit 
cDrporations loaned D.er 300 million dollars to farmers and stockmen 
of the country. the larger part of which went directly for the support 
of range liyestork operations. 

As &. result of their disastrous experiences .of 1921 and 1930, many 
western ra.nchmen became convinced of the need for &. more stable 
and dependable system of livestock financing at interest rates in line 
with the earning capacity of the industry. It was felt that such a 
system shonld not depend upon the fluctuating demands .of private 
ba.nk depositors but should be cooperative in nature and controlled by 
men who were inte,....,ted in the li.estoek business. 

Desire on the part of ..-estem stoekmen for &. more stable credit 
stru"'ture, better adapted to the n..oos of their industry, was one of 
the principal reasons whieh led to the organization of cooperative 
credit and marketing associs liDns through.out the West, beginning in 
1930. The growth and deVelopment of cooperati.e financing is 
discussed more fully in slater sectiDn. (See pp. 71-81). 

I DampOId Ilua aDlulll npns or &he ~ 0( C'wreaq. t;. s. 'I'reasary IJrepL. lIS ad 111M. 
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Needjor Market Injormation Service 

In early years, livestock producers were accustomed to depend for 
market information on private commission agencies. Such informa
tion for the most part was based upon "hunches" or "curbstone" 
opinions of salesmen. These reports were usually of a "bulli .. h" 
nature, the main idea being to attract business to a certain firm or 
market. Little of the information was based upon careful research 
or study. 

During the last 16 years the Bureau of Agricultural Economics of 
the United States Department of Agriculture has developed an 
increasingly broad and efficient market-news service by placing 
trained market reporters at the principal livestock markets and dis
seminating daily market information by telegraph, radio, and press.' 

At first glance it appears that such a service should be all that is 
necessary to keep the livestock producer well informed as to the value 
of his product. In such brief wire or press reports, however, quota
tions are given for the most part on a fairly wide grade and weight 
classification range, and prices frequently show a wide spread for each 
class. In the second place, these reports are limited largely to daily 
price trends and quotations and, except in a broad manner, they do 
not furnish the producer with information as to short-time trends and 
prospects. Finally, very few producers are sufficiently well trained in 
market-grade classification to interpret these quotations intelligently. 

To supplement these daily market reports, therefore, livestock 
producers felt the need for more detailed information, such as quota
tions on their particular gra.de or weight of livestock on hand, the best 
time and place to market their stock, and some indication as to future 
market trends. In addition, they realized the value of personal 
inspection and appraisal by a trained salesman as an aid in choosing 
the time and place of marketing. 

Such information can best be supplied by the cooperative if that 
agency is functioning properly. An outstanding illustration of the 
type of market information which is being supplied by some coopera
tives to their members is the service afforded by the research depart
ment of the National Live Stock Marketing Association. This 
national association, which consists of 22 stockholder-member agencies 
with operating sales units on 27 markets thronghout the United States, 
employs a trained livestock market-research analyst who assembles 
information from all available sources and, after careful study, arrives 
at conclusions regarding future markets and trends. This informa
tion is made available to thousands of livestock producers and feeders, 

I Looa1 market-news oftlooa are located at Fort Worth, Oklahoma Olty. Wichita, DGnvv. Ogden. South 
San Fmnclsoo. Los Angeles. North Portland, and Osspe.r (Wyo.), WI well as at aU important midwestern 
and eaatern markets. A. aeaaonal ofDce is maintalned at Bootes Bluft,. Nebr,. duriD& the w1D.ter-fod Jamb 
movement from that re(t0ll. 
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both in the Com Belt and in the ..... tern: range territory. Such a 
service has proved invaluable in assisting the stockman to plan his 
production, feeding, and marketing program. 

In addition, the cooperative, as indicated above, can go farther than 
other market nellrS agenciES in personalizing this advisory sen-ire and 
in gi..-ing it frequently on an indi.-idual basis. 

Packers h .... e for years maintained extensive researeh departmenls 
under the direction of highly bained technieal experts, who furnish 
the buying departmenls with the most authentic information regard
ing prospeetive supplies, demand. and prices, as ..-eII as ende .... or to 
forecast future trends and prospeels. Cooperati ... ES..-hich have 
developed reliable and dependable market information perform a 
valuable service to li ... estoek producers. 

LARGE-SCALE LIVESTOCK COOPERATIVES 
L"'l THE RANGE TERRITORY 

WHILE gro..-th of cooperative livestoek marketing in the range 
territory has been sIo..-er than in mid1lrEStern and eastern see

tions, yet oonsiderable progtess along this line has been madt-, espe
eia.IIy sin.,., 1930. In 1935 there..-ere 10 cooperats.-e _""""iations oper
ating in the range States in addition to those Ioc,ated at midwestern 
markels. 

Cooperati ... es in the range territory oonsb;; of t..-o principal types, 
namely. those associations operating largely as ttonninal-market salES 
agencies and those of & ftgional nat ...... ..-hieh operate lMgeIy as 
direet-marketing associations. Ro..-ner....,.-eral of the so-ailled 
terminal associations in this area also operate an extensi .... direct 
eountry purchasing and selling business, lMgeIy of feeder e&ttle and 
lambs. The organization set--uP. operating methods, growth, and 
denolopment of some of these western ClOOperatives is de3rribed in 
further detail beIo..-. 

The following are "'pl'l'Sl'fltetive of the tenninal marketing ·soori .... 
tions: 

Fanners l:nion livestock C()IIlIR;"OO"'. Denn.r, Colo. 
Fanners l:nion livestock Commission, Ogden. nah. 
Intennountein li ...... ...,k Marketing Association, Denver, Colo. 
Tens li ...... ...,k Marketing Association, Fort Worth, Tn. 
Oklahoma li.-.st«k Marketing Associ_tion, Oklahoma aty. 

0kIa. 
ProdU<ft'S li.........,k ~Iarketing 8.ssociation, Salt Lake atT, nab. 

Typieal direct marketing associations are: . 
Pacifie Stet ... li.-estocl.: Marketing Association, San FI'IIDcisro, 

Calif. 
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TABLE 12.-LIVESTOCK HANDLED BY THE FARMERS UNION LIvESTOCK 

COMMlSSlON, DENVER, CoLO., 1919-1935 

Year 

Cattle and calves: 1919 ______________________________ _ 
1920 ______________________________ _ 
1921 ______________________________ _ 
1922 ______________________________ _ 
1922 ______________________________ _ 
1924 ______________________________ _ 
1925 ______________________________ _ 
1926 ______________________________ _ 
1927 _________________ , ____________ _ 
1928 ______________________________ _ 
1929 ______________________________ _ 
1930 ______________________________ _ 
1931 ______________________________ _ 
1932 ______________________________ _ 
1933 ______________________________ _ 
1934 ______________________________ _ 
1935 _____________________________ _ 

Hogs: 1919 ______________________________ _ 
1920 ______________________________ _ 
1921_" ____________________________ _ 
1922 ______________________________ _ 
1923 ______________________________ _ 
1924 ______________________________ _ 
1925 ______________________________ _ 
1926 ______________________________ _ 
1927 ______________________________ _ 
1928 ______________________________ _ 
1929 ______________________________ _ 
1930 ______________________________ _ 
1931 ______________________________ _ 
1932 ______________________ ~ _______ _ 
1933 ______________________________ _ 
1934 ______________________________ _ 
1935 ______________________________ _ 

I Estimated from car loadIngs. 

Sold on 
Denver 
m&rket 

HuuI 

2,029 
9,725 
9,359 

11,668 
8,782 

11,383 
10, 146 
10,694 
12,621 
12,398 
17,908 
23,728 
22,918 
33, 137 
35,825 
32,353 
31,212 

8, 126 
43,245 
45, 142 
61, 172 
83, 776 

113,925 
75,042 
49, 195 
60,055 
99, 297 
84, 149 

.81,265 
84, 700 
78, 209 
57,379 
75,282 
35,473 

Purchased 
on 

market 

H,aA 

----------
----------
----------
----------

4,611 
6,295 
5,727 

-----.----
5,480 
9,513 
8,896 
9, lOS 
4,622 
3,019 

15,495 
2,518 
7,410 

----------
----------
----------
----------

7,967 
2,057 
1,022 

----------
1,091 

165 
134 

----------
----------
----------
----------

1,034 
2,202 

Total 
handled 

H,aA 

2,029 
9,725 
9,359 

11,668 
13,393 
17,678 
15,873 
10,694 
18, 101 
21,911 
26, 804 
32,833 
28,540 
36, 156 
41,320 
34, 871 
38,622 

8, 126 
43,245 
45,142 
61,172 
91,743 

115,982 
76,064 
49,195 
61,146 
99,462 
84,283 
81,265 
84,700 
78,209 
57,379 
76,316 
37,675 
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TABLE 12.-LIVESTOCK ILumIED BY THE FARMERS UNION LIVESTOCK 
COWIIlSSlON, DENVER, COLO., 1919-1935-Continued 

Year 

Sheep: 1919 ___________ . __________________ _ 
1920 ____ . _________ ._. ___ . _________ _ 
1921 ____ . __ . __ ._. ___ . ___ ... _______ _ 
1922 _______ . ______ . _____________ _ 
1923 ____________ . ___ . ___ . _________ _ 
1924 __________________ . ___________ _ 
1925 ______________________________ _ 
1926 ______________________________ _ 
1927 ______________________________ _ 
1928 ________________ . _____________ _ 
1929 ____ : _________________________ _ 
1930 ______________________________ _ 
1931 ______________________________ _ 
1922 ______________________________ _ 
1933 ______________________________ _ 
1934 ______________________________ _ 
1935 ______________________________ _ 

Total: 1919 ______________________________ _ 
1920 ______________________________ _ 
1921 ______________________________ _ 
1922 ______________________________ _ 
1923 ______________________________ _ 
1924 ______________________________ _ 
1925 ______________________________ _ 
1926 ______________________________ _ 
1927 ______________________________ _ 
1928 ______________________________ _ 
1929 __________ . ____________________ _ 
1930 ______________________________ _ 
1931 ______________________________ _ 
1932 ______________________________ _ 
1933 __________ -____________________ _ 
1934 __________ , ____________________ _ 
1935... _________ ~ ___________________ _ 

l Edhmh'd from. cw 1oM.iDrp. 
• lDdudIIlI,m sheep baDdJed tD CIIIGn&r7 en . '" ' 
-lDdudI!Is 10 Udmab 10 lndtn. 
t..IDeiacM: l."aDimaIs &0 Inden.. 
• lDc:laOes at..f16 u.&maIs .badled til 1)OQD.ll7 a rtkw 

Sold on 
Denver 
market 

H<a4 

1,961 
5,215 
4, 216 
6,052 
7,665 

110,221 
219,681 
167, 182 
56,675 
82,369 

112,113 
146.387 
Us, 880 
164, 171 
159.276 
154, 199 
158, 466 

12, lIS 
58, 185 
58, 717 
78,892 

100.223 
235, 529 
304, 869 
227,071 
129, 351 
195, 064 
214, 170 
251,380 
227.498 
275, 517 
252, 480 
261.834 
225, 1M 

Purcba.sed 
on 

market 

H<a4 

----------
----------
----------
-.------.-

2,527 
1,820 
3,447 

----------
41, 112 
56.218 
43, 938 
37,355 
23,88S 

4,930 
I 10,250 

30.892 
15.622 

-----._---
----------
----------
----------

15, lOS 
10, 172 
10, 196 
21, 139 
47.683 
65,896 
52, 968 
46, 460 
28, 567 
7,949 

' 15.745 
34, 444 
25, 234 

Total 
bandied 

H<a4 

1,961 
5,215 
4, 216 
6,052 

10, 192 
112,041 
223,128 
167, 182 
97, 787 

139,567 
J 270, 808 

183, 742 
142. 765 
169, 101 
169,526 
185.091 
174.088 

12, 116 
58,185 
58, 717 
78, 892 

115.328 
245. 701 
315,065 
248.210 

• 177. 182 
• 262. 623 
2: 381, 895 

297,840 
256, 005 
283, 466 

11302,880 
296.278 
250,535 
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Montana. Livestock Ma.rketing Associa.tion, Helena., Mont. 
South Dakota. Livestock Ma.rketing Assoeia.tion, Brookings, 

S. Dak. 
California Farm Bureau Marketing Assoeia.tion, Hanford, Calif.' 

TERMINAL MARKETING AssOCIATIONS 

Farmers Union Livestock Commission, Inc., Denver, Colo. 

The Farmers Union Livestock Commission, Inc., of Denver, was or
ganized July 1, 1919, by the Colorado Sta.te Fanners Union and was 
incorporated the same year with an authorized capita.liza.tion of 
$50,000, divided into shares of common stock of $10 each. Each 
member was required to subscribe for at least one sha.re of stock, 
which entitled him to vote. In 1929 the articles of incorporation 
were amended and value of shares was reduced to $1 each. Dividends 
a.re not paid to a member until he owns 10 shares, but all pa.tronage 
dividends are allowed to a.ecumula.te until the lO-sha.re requirement is 
met. Capital stock draws up to 8 percent interest annually, if 
earned, and earnings above that amount up to 10 percent go intO a 
surplus fund. 

The number of stockholder-members in 1935 totaled about 1,500, of 
whom approximately 20 percent were range operators and 80 percent 
fanners and small livestock growers and feeders. A bow of five 
directors elected for terms of 3 years each is selected by the stock
holders at their annual meeting held in January. 

The cooperative's volume of business ha.ndled from 1919 to 1935 is 
shown in table 12. 

Fartners Union Livestock Commission, Ogden, Utah 

The Fanners Union Livestock Commission, at Ogden, was organ
ized and incorporated on August 31, 1931, by the Farmers Union 
Livestock Commission associations of Oma.ha and Denver. The 
original ca.pital of $10,000 was supplied jointly by these two associ .. 
tions which own the entire common stock. 

Neither ownership of capital stock nor signing of a marketing agree
ment is required of individual members. The associa.tion's member
ship now includes the members of such organizations as the Uta.h 
Fann Bureau, the Ida.ho Wool Growers and Ioea.! units of the Fanners 
Union. 

A bow of three directors supervises the management of the asso
cia.tion. These direetors consist of the presidents of the Farmers 
Union Livestock Commission Associations of Oma.ha and Denver and 
the president of the Uta.h Farm Burea.u Federation . 

• The CallIorn!a Farm Bureau MarbUng A.ssod:atJoD. opentes botl-wetioo marbt:s m lbe Baa 108QUiD 
Vollo7 or c.utoml6. Tbls bulletin deals ~ wi"' ...... 00UIe _.--... _ for UI&& __ not!acludolbls boo __ • 
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The association operates hoth a sale and purchase business on the 
Ogden yards and, during recent years, it has handled a considerable 
volume of country direct-feeder Iamb business. At one time the 
..... ociation endeavored to develop an order-buying business to supply 
hogs from the midwestern territory to Pacific coast packers, but this 
did not prove satisfactory and was abandoned. The volume of live
stock sold and purchased, both on the Ogden market and in the coun
try, for the period from 1932 to 1935 is shown by table 13. 

TABLE 13.-LIVESTOCK HANDLED BY THE FARMERS UNION LIVESTOCK 
COMMISSION, OGDEN, UTAH, 1932-1935 

Sold on Purehilsed Country Total Year Ogden on market sales and handled market purchases 

Cattle and calves; H<04 H<04 Had H<04 
1932 ________________ 

. - - -- 3,350 2, 435 --._------ 5,785 
1933 _____________________ 2,869 305 ---------- 3, 174 1934 _________________ 1,273 142 ---------- 1,415 1935 _________________ 

- - - 2,134 833 ---------- 2,967 
Hogs: 

1932 ________________ 
- - - - 66,786 23, 585 -_._------ 90,371 1935 _________________ .. __ 6,398 760 

---~------
7,158 1934 _____________________ 

2, 151 312 ---------- 2,463 1935 _____________________ 
4,053 305 ---------- 4, 358 

Sheep: 1932 _____________________ 
21,580 6,022 ---------- 27,602 1933 _____________________ 
48,532 10,578 22,718 81,828 1934 _____________________ 
40,653 5,750 40,424 86,827 1935 _____________________ 
49, 170 11,626 25,004 85,800 

All Iivestoek: 1932 _____________________ 
91,716 32, 042 ---------- 123,758 

1933 ______ - ~ -~- - - -- 57,799 ll,643 22, 718 92, 160 
1934 ________ - - - - - - 44, 077 6, 204 40, 424 90,705 1935 _________ -- - ------ 55,357 12,764 25,004 93,125 

Intermountain Livestock Marketing Association, Denver, Colo. 

The Intermountain Livestock Marketing Association, oC Denver, 
Colo., was organized in June 1930, as ... Donstock cooperative, and 
inoorporated under the Cooperative Marketing Act of the State of 
Coloredo. The &ssOciation started active marketing operations in 
September 1930. 

Stockmen from the States of Colorado, New Mexico, Wyoming, 
Nebraska, Montana, and Utah, as well as several livestock associa
tions within these States, were active in the organization of this asso
ciation. In 1935 the association's membership totaled 6,100 while 
the tot-&! number of patrons served was approximately 7,500. 
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Despite strenuous opposition by old-line commission firms and 
dealers shortly after it started operations, the association has made 
steady and marked progress since 1931, as indicated by its volume of 
business handled (table 14). 

TABLE 14.-LIVESTOCK HANDLED BY THE INTERMOUNTAIN LIVESTOCK 
MARKETING AssOCIATION, DENVER, COLO., 1930-1935 

Sold on Purchased Country Total Class of livestock and year Denver on market sales and handied market purohases 

Cattle and calves: H ... !lead Jlead Ilead 
1930 _____________________ 22,679 10,953 ---------- 33,632 1931 _____________________ 31,859 5, 793 4,606 42,258 1932 _____________________ 

30,229 4,358 341 34,928 1933 _____________________ 
38, 460 4, 563 --------- - 43,023 1934 _____________________ 
38, 530 3, 631 1,282 43,443 1935 _____________________ 
55,864 4,646 1,941 62, 451 

Hogs: 
1930 _____________________ 1,983 667 ---------- 2,650 
1931 _____________________ 14,994 805 ---------- 15,799 1932 ____________________ . 

33,319 _.-------- ---------- 33,319 1933 _____________________ 
69,724 445 ---------- 70, 169 1934 ____________________ . 
38,948 ---------- ---------- 38,948 1935 __ .. ___ .... __________ 25,209 ---------- ---------- 25,209 

Sheep: 1930 _____________________ 
31,558 127, 149 ---------- 158,707 1931 _____________________ 

141,024 33, 556 154,513 329,093 1932 _____________________ 
195,356 10,670 39,034 245,060 1933 ____________________ . 
195,782 7,606 127,297 330,685 1934 _____________________ 
333, 974 20,965 135,275 1514,677 1935 _____________________ 
337,305 15,993 241,407 594, 705 

AllliveBtock: 1930 _____________________ 
56,220 138, 769 ---------- 194,989 1931 _____________________ 

187,877 40,154 159,119 387,160 1922 ____________________ . 
258, 904 15,028 39,375 313,307 1933 _____________________ 303, 966 12,614 127,297 443,877 1934 ____________________ . 411,452 24,596 136, 557 1597,068 1935 _____________________ 
418,378 20,639 243,348 682,365 

In addition to its market operations at Denver, the association has 
built up 8. large direct country order business in feeder lambs and cattle, 
through its contact with Corn Belt and eastern cooperatives. 

A credit service handled by a. separately incorporated credit cor
poration, known as the Intermountain Livestock Credit Corporation, 
is another valuable service furnished patrons of the marketing asso
ciation. This credit corporation was set up with the assistance of 
the National Live Stock Marketing Association, of which the Inter
mountain Association is a member. 
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Texas Livestock Marketing Association, Fort Worth, Tex. 

The Texas Livestock Marketing Association of Fort Worth, Tex., 
was incorporated in March 1930, as a nonstock association under the 
Cooperative Marketing Act of the State of Texas. The association 
began active operations on July 23, 1930. Prominent stockmen of 
Texas took an active part in forming the new association. 

The board of directors consists of 24 men elected hy the members, 
each for a a-year term. Eight of these are elected annually at their 
meeting in March. The association is not connected with any farm 
organization, but consists entirely of individual stockmen. 

TABLE IS.-LIVESTOCK HANDLED BY THE TEXAS LIVl!STOCK MARKETING 

ASSOCIATION, FORT WORTH, TEX., 1930-1935 

Sold on Purchased Country 
Year Fort on sales Tots! 

Worth market and pur- handled 1 
market chases 

Ca.ttle and cal vas: 1I~f1.d Houl Houl Houl 
1930'. ___ . ______________ . 19,627 5,664 5,389 30,680 1931 _____________________ 

66,488 2,986

1 

601 70,081 1932 _____________________ 
66,678 2, 184 19, 151 88,013 1933 _____________________ 
69,465 1,523 24,352 65,340 

1934 _______________ . _____ 65,224 1,182 12, 125 79,731 1935 _____________________ 
96, 230 1,628 25,911 123,769 

Hogs: 
1980 , ______________ . _____ 348 ---.------ ---------- 348 1931 _____________________ 

1,953 203 ---.------ 2, 156 1932 _____________________ 
5,240 ---------- ---------- 5,240 1933 _____________________ 

25,851 ---._----- ---------- 25,851 1934 _____________________ 
11,763 291 27 12,081 1935 _____________________ 
13,325 73 36 13,424 

Sheep: 
1920 , ____ . _______________ 9,109 1,260 16, 330 26,699 1931 _____________________ 

148, 673 6,564 12, 175 167,352 1932 _____________________ 
192,482 5, 703 26, 978 225, 163 1933 _____________________ 
115, 259 91 299 54, 146 178, 764 1934 _____________________ 
62,019 2,586 28, 635 93,240 1935 _____________________ 
93, 372 1,814 31,141 126,927 

AU Ii_tock: 
11130 , ____________________ 29,084 6, 924. 21,719 57, 727 1931 _____________________ 

217, 114 9,693 12, 7&2 239,589 
1932 _________________ . ___ 254, 400 7,887 46, 129 318, 416 1933 _____________________ 

200, 515 10, &22 18, 498 289,895 1934 _____________________ 
139,008 4,659 41,387 185,052 1935 _____________________ 
202, 927 3, 515 51,688 254, 130 
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The Texas association furnishes its members with thll following 
services: 

(I) Sale and purchase of livestock on the Fort Worth market. 
(2) Direct sale of feeder stock from ranch to Com Belt or eastem 

feeders, either to individual buyers or through Corn Belt 
cooperati vas. 

(3) Leasing Kansas and Oklahoma pastures and supervising the 
orderly marketing of Texas cattle off these pastures. 

(4) Field service solicitation for other cooperative associations 
through which Texas livestock is marketed. 

In addition to these marketing services, the Texas association, 
through a separately incorporated credit corporation, known as the 
National Finance Credit Corporation of Texas,' furnishes several 
million dollars in loans to Texas stockinen. This credit corporation 
was established, at the time the marketing association was set up, as 
one of six credit units of the National Live Stock Marketing Associa
tion, of which association the Texas marketing agency is a member
stockholder. The volume of business handled by the association. 
from 1931 to 1935 appears in table 15. 

Oklalwma Livestock Marketing Association, Oklahoma Ciry, Okla. 

The Oklahoma Livestock Marketing Association was organized in 
July 1931, and incorporated under the Cooperative Marketing Act 
of 1923, of the State of Oklahoma, with an authorized capital of 
$25,000 consisting of 10,000 shares of common stock, par value $1 
per share, and 150 shares of preferred stock at $100 per share. Of 
the total authorized stock, $10,000 was paid in. 

Each member is required to purchase at least one share of common 
stock. Total number of patrons in 1935 was estimated at 7,000, of 
which 3,000 were stockholder-members. 

The hoard of directors consists of 11 men, each of whom is elected 
for a 3-year term. All directors reside in Oklahoma. 

The Oklahoma association, unlike most other cooperatives, entered 
into a 5-year agreement with an already established private commis
sion agency under which the cooperative employed the sales agency 
to operate a selling and buying service on the Oklahoma market. 

At the end of the 5-year period the cooperative owns outright the 
sales agency, after paying for the physical equipment. 

In addition to its operations on the Oklahoma City market, this 
association also operates quite e.nensively in the country through the 
handliug of stocker and feeder eattle and lambs direct from ranch 
to feed lot. 

A separately incorporated livestock financing institution organized 
by livestock producers, known as the National Live Stock Credit 
Corporation of Oklahoma, furnishes livestock credit to members and 
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patrons of the marketing association. This credit corporation is one 
of six similar associations which were set up jointly by the National 
Live Stock Marketing Association and by Oklahoma stockmen at the 
time the marketing association was established. Tbe Oklahoma 
Marketing Association is also a stockholder-member of the National 
Live Stock Marketing Association. The volume of business han
dled by the association from 1931 to 1935 appears in table 16. 

TABLE 16.-LIVESTOCK HANDLED BY THE 0Iu.AHOMA L1vE STOCK 
MARKETINO AssocIATION, OKLAHOMA Crrv, OKLA., 1931-1935 

Claaa of livestock and year 

Cattle and calves: 
1931' .................. . 
1932 ••. ~ .•....••• _ .•••.•. 
1933 .....•............... 
1934 ............•....... 
1935 ••.... _ • • ..••••.•••. 

Hogs: 
1931 t_ •........•......... 

1932 ••.....•...... _ ....• _ 
1933 •...•. _ •.••....•• _ .. _ 
1934 .. _ ..... _ ........... _ 
1935_ ....... _ .......... _. 

Sheep: 
1931' ....•............ _ .. 
1932 •......... _ ......... . 
1933 ••.•.•.•...•.•..••... 
1934 .................... . 
1935 .................... . 

AU livestock: 
1931· .•...... _ .•.• _ •.•••. 
1932 .•.....•.. _ .•.....•. 
1933_ ................... . 
1934 ...•.. _ ...........••. 
1935 •............•.....•. 

Sold on 
Oklahoma 

City 
market 

""'" 5,441 
32,669 
37,376 
42,318 
65,233 

3, 163 
34,430 
57,549 
25,755 
20,069 

1,933 
25,261 
25,385 
18, 199 
62,860 

10,537 
92,360 

120,310 
86,282 

148, 162 

l The. ftrurea Include 9OlD& Uv.tock hBndIed Cor traders. 
tThe a.woelsUon operated only Jh mootbs ill UBI. 

Purchased 
on 

market 

""'" ------.---
5,992 
1,236 
8,555 

28,468 

-----.----
154 
143 
37 
3 

----------
610 
422 

I, 187 
214 

----------
6,756 
7,801 
9, 779 

28,685 

Country 
ssles 
and 

purchases 

Il<G' 

----------
222 
340 
936 

I, 152 

-._-------
----.-----
---------

----------
----------

-._-------
20, 104 
1" 090 
56,337 
21, 124 

----------
20,326 
14,430 
57,273 
22,276 

Total 
handled' 

""'" 5,441 
38, 883 
44,952 
51,809 
9" 853 

3, 163 
34, 584 
57,692 
25,802 
20,072 

1,933 
45,975 
39,897 
75,723 8" 198 

10,537 
119,442 
142,541 
153, 334 
199,123 

Producers Li~stock Marketing Association, Sall Lake Ci!l, Utah 

The Producers Livestock Marketing Association of Salt Lake City, 
Utah, was organized on April 5, 1935, by livestock producers of the 
States of Utah, Wyoming, Nevada, and Idaho. The association was 
incorporated in April 1935, Under the Cooperative Act of the State 
of Utah, on a capital~tock basis. Authorized capital of $27,000 ,.... ............ 



TABLE 17.-LIvEsTOCK HANDLED BY PRODUCERS LIVESTOCK MARKETING AssOCIATION, Of SALT LAKE CITy, UTAH, MAY 15 ~ 
TO DEC. 31, 1935 

Sold on market 

Agency 
Cattle Calves Hogs Sheep Total 

--- ------ ---
IItIJIJ lItad. Ilead. lIead I1tad 

Central ageney (Salt Lake City) .. ------- _~~_a __ ------- .-._--- ------ -
North Salt Lake branch _____ • __ ._ 3,705 492 7, 754 30,040 42, 491 
Ogden branch __ •• _ ••• _____ .... _ 1,769 55 687 43,276 45,787 
Los Angeles branch .•. _ ... __ ._ .. _ 8, 250 1,947 2, 241 14,960 27,398 

Total fot association _______ 13,724 2,494 10,682 88,776 115,676 

Hogs Country sales and purchases 
~ur-

c ... ed 
on Cattle Calves Hogs Sheep Total market 

--- --- ---
Head Ilead Head }lead JJead lItrul 

------- 1,046 ------- 3,151 205,909 210, 106 
5,938 ------- -.. -_.-- -~----- -~----- ---~---

-.-.--- 146 --_ .. -. -~--- - 19,279 19,425 
- --- - 1,825 65 .------ --_.--- 1,890 

5, 938 3,017 65 3,151 225, 188 231,421 

I 

Toto.! 
handled 

---
l:Ieud 

210, 106 
48,429 
65,212 
29,288 

353,035 

~ ,., 

~ 
~ 
i!: z 
~ 

~ o 
z 
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consisted of 2,000 shares of common stock at $1 par value and 2,500 
shares of preferred stock at $10 par value. Dividends on preferred 
stock are limited to 6 percent. Of the total authorized capita.! stock, 
$12,877 was paid in to December 30,1935. 

The association stsrted active operations in May 1935, at both the 
Salt Lake and Ogden markets, and in June the association took over 
&n a.Iready established commercial sales agency on the Los Angeles 
market. 

Membership in this association is restricted to bona-fide livestock 
producers and farmers, who are required to purchase one share of 
common stock and who sign a marketing IL"areement with the 
association. 

A board of 15 directors is elected annua.Ily on a district basis from 
the various States by the stockholder members at the annual meeting. 

The Producers 8SSOciation of Salt Lake operates regular terminal 
sa.Ie and purchase services on the North Salt Lake, Ogden, and Los 
Angeles ma .. kets, and, in addition, a direct purchasing and selling 
service of both feeder and fat stock from producer to f~eder and 
from producer to packer. 

A credit service is also available to the association's members 
and patrons through a separately incorporated livestock credit 
corporation, known as the Wasatch Livestock Loan Co., of Salt 
Lake. This credit association is one of six similar credit agencies 
which were organized jointly by the National Live Stock Marketing 
Aesociation of Chicago and local livestock producers. Table 17 shows 
the volume of business handled by the Producers Livestock Marketing 
Association for 6" months of 1935. 

REGIONAL DIRECT-MARKETING AssoCIATIONS 

While practically a.Il of ti,e associations described above carry on 
considerable direct-feed .. r business, the three mentioned below 
restrict their operations entirely to the direct movement of feeder 
or fat stock and maintain little or no terminal-market sa.Ies servi.:e. 

Pacific Statu Livestock Marketing Association, San Francisco, Calif. 

The oldest association of this direct-marketing type is the Pacific 
States Livestock Marketing Association, at San Francisco, Calif. 

This association was organixed origina.Ily in 1923, as the California 
Cattleman's Association, and was incorporated under the civil code 
of the State of California by leading cattle producers of the State. 
Active operations warn delayed until April 1925 by an outbreak of 
foot-and-mouth disease in California. In 1929, the association's 
name was changed to the Western Cattle Marketing Association 
and, on January 6, 1934, it was reorganized, the articles of incorpora-
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tion amended, and the name again changed, to the Pacific States 
Livestock Marketing Association. 

The association has an authorized capital of $25,000, consisting 
of 25,000 shares of common stock of $1 par value. Dividends on 

TABLE lS.-LIVESTOCK HANDLED BY THE PACIl'IC STATES LIvESTOCK 
MARKETING AssocIATION, SAN FRANCISCO, CALIF., 1925-1935 

Year 
Country 
sales and 
purchases 

Cattle and calves: Heml 
1925___________________________ __ __ 142,195 
1926_______________________________ 186,468 
1921_______________________________ 162,108 
1928_______________________________ 122,329 
1929 _________________ ._____________ 108,176 
1930_ _ ____ _ __ __ ___ __ _ _ ____ ___ __ __ _ _ 124, 543 
1931- _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 101, 400 
1932_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 93, 965 

1933_______________________________ 75,622 
1934_______________________________ 54, 879 
1935 ________________________________ .• 86, 019 

Hogs: 
193L______________________________ • 3, 211 
1932_______________________________ • 1,796 
1933 ________________________________________ _ 
1954 ________________________________________ _ 
1935 ________________________________________ _ 

Sheep: 1932 ________________________________________ _ 

1933_______________________________ 3,094 
1954 ________________ -_ __ __ _ _ _ _ _ _ _ __ 14, 017 
1935 ____________ - __ -- _ _ _ _ _ _ _ _ _____ _ 41,658 

Allliveetock: 
1925 _____________________ . _________ _ 
1926 _________________________ -- ___ _ 
1921 ______________________________ _ 
1928 ______________________________ _ 
1929 ______________________________ _ 
1930 __________________ • ___________ _ 
1931 ___________ . __________________ _ 
1932 ______________________________ _ 
1933 ______________________________ _ 
1934 ______________________________ _ 
1935 ______________________________ _ 

142,795 
186, 468 
162, 108 
122,329 
108,116 
124, 543 
104, 611 
95, 761 
78, 716 
69,396 

121,677 

180utb San F'ranoisco branch $pDcy disoont1nu&4 Maroh 1935. 

Sold on 
South San 
Francisco 
market I 

H ... 

----_._---
-- --------
----------
----_.----
-._.-.----
----------
----------

4,425 
6,317 
3, 706 

485 

----------
236 
74 
25 
19 

6, 691 
6,386 
1,169 

524 

----------
-----_.---
------_.--
---------. 
-._-------
-------_.-
-._----_.-

11,352 
12, 777 
4,900 
1,028 

ToW 
handled 

Hmd 

142, 795 
186,468 
162,108 
122,329 
108, 176 
124, 543 
101,400 
98,390 
81,939 
58, 585 
86,504 

3,211 
2,032 

74 
25 
19 

6,691 
9,480 

15,686 
42,182 

142,795 
186, 468 
162, 108 
122,329 
108, 176 
124, 543 
104, 611 
107,113 
91,493 
74, 296 

128, 705 

• Inolwies lI,lle 06UIe handled OD. bneder-teedw eontracts .In 1931i md a oaltle aa4 eal,.. purchued 
011 terminal market • 

• Hop ah1pped on order from North Dakota 8Ild South Dakota. 
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such stock are limited to 8 percent. Membership is limited to 
producers of livestock, who purchase one share of stock. 

A board of seven directors is elected annually by stockholders 
at the annual meeting in April. Directors are elected by districts 
as follows: Nevada I, Oregon 1, Arizona 1, California 2, and at 
large, 2. 

This association was organized for the purpose of marketing cattle 
direct from ranch to packer or feeder. While the reorganization plan 
provided for expansion of its services to include operation on termi
nal markets, very little along this line has been done. For the years 
1932 to 1935, the association maintained selling service on the South 
San Francisco yards, but handled only a limited volume. In the 
spring of 1935 this service was abandoned. While the association's 
principal business has always been in the sale of grass-fat cattle from 
ranch to packer, it has also purchased feeder cattle and lambs. 

In 1935 the Pacific States Livestock Marketing Association had a 
membership of approximately 700 stockmen. The association is a 
member..,tockholder of the National Live Stock Marketing Associa
tion. The volume of business handled by the association, by years, 
from 1925 to 1935, is shown in table 18. 

In addition to its marketing service, the association bas, since 
August 1931, operated ... livestock credit service as a separately 
incorporated company. This loan company, known as the Tri-Stata 
Credit Corporation, was organized in August 1931 as one of six 
similar corporations affiliated with the National Live Stock Market
ing Assoeiation. Credit through this corporation has been made 
available to patrons and members of the marketing association. 

Montana livestock MarMting Association, Helena, Mont. 

The Montana Livestock Marketing Association, Helena, Mont., 
was organized and incorporated in April 1932, by Montana livestock 
producers under the Cooperative Marketing Act of the. Civil Revised 
Code of Montana of 1921, and began operations in the following fall. 

The volume of business handled on a contract-feeding and direct-sale 
basis by the association from 1932 to 1935 is shown in table 19. 

The association is eontrolled by a board of five directors who are 
elected by the members at the annual meeting in January to serve 
for I-year terms. Membership is restricted to producers or omani
mtions of producers of livestock who sign 8. marketing agreement 
with the association. 

Ths services of this association are limited to the handling and 
marketing of feeder cattle and lambs direct from growers to Corn 
Belt feeders and cooperatives representing feeders, on 8. contract or 
sale basis. It maintains no terminal marketing service or credit 
service. 
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TABLE 19.-1.ivEsTocK HANDLED BY THE MONTANA LIvESTOCK MARKETING 
AssocIATION, HELENA, MONT., 1932-1935 

Year Cattle a.nd Sheep a.nd Tot&! calves lambs 

H«4 Hm4 11 ... 
1932 ___________________________________ 

---------- 44, 000 44, 000 1933 ___________________________________ 
2, 202 71, 711 73, 913 1934 ___________________________________ 
2,482 124, 000 126, 482 

1935' __________________________________ 800 160, 000 160,800 

South Dakota Cooperative Livestock Marketing Association, 
Brookings, S. Dol. 

The South Dakota Cooperative Livestock Marketing Association 
was organized by stockmen of South Dakota on April 22, 1932, and 
incorporated in the same month under the cooperative act of that 
State. The association was organized with an authorized capital of 
$70,000, consisting of 20,000 shares of preferred ~tock at $10 per share 
and 50,000 shares of common at $1 per share. 

The control of the association is vested in a board of nine directors, 
who are elected for I-year terms at the annual meeting in January_ 
This organization is e\osely associated with the South Dakota Wool 

TABlE 20.-1.ivEsTocK HANDLED BY THE SOUTH DAKOTA COOPERATIVE 
I.ivEsTocK MARKETING AssocIATION, BROOKINGS, S. DAK., 1932-1935 

Y .... 
Country 
saJesand 
purchase..-

Contract 
feeding 

Tot&! 
handled 

Cattle and calves: H... H... Hm4 
1932 ____________________________________________________________ _ 
1933_______________________________ 53 -__________ 53 
1934_______________________________ i!8 __________ 88 
1935 _________ ---- ______________________ c: _: ________________ c ____ _ 

Sheep_dlambs: ' 
1932 ______________________________ , _ 5, 360 __________ -5,360 

1933_ ------------ -----_____________ 24, 881 3, 545,_~ 426 
1934_ ~___________________________ __ 33, 914 9,000 42, 914 
1935_______________________________ 79,040 960' . 'SO, 000 

Tot&!: 1932 ______________________________ _ 
1933 _______________________________ _ 
1934 ______________________________ _ 
1935 ______________________________ _ 

5,360 
34,934 
34,002 
79,040 

3,545 
9,000 

960 

5,360 
23, 479 
43, 002 
80,000 
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Marketing Association and uses the personnel of that a.ssocia.tion. 
Membership is limited to actual livestock producers who purchase 
one share of common stock. In 1935 the a.ssocia.tion had about 200 
members. 

The association's marketing service is primarily that of moving 
feeder cattle and lambs direct from the range producer to the Com 
Belt feeder within the State of South Dakota. The a.ssocia.tion does 
not maintain a credit service in the form of a eredit corporation but 
cooperates "ith local production credit a.ssocia.tions, local banks, and 
other lending institutions in financing feeders. 

Table 20 shows the volume of business handled by the association 
from 1933 to 1935. 

THE RANGE COOPERATIVE IN OPERATION 

"DuAL-PuRPosE" OR TERMINAL-DIRECT METHODS 

OP OPERATION 

COOPERATIVE livestock marl;:eting a.ssocia.tions operating in 
the range territory have heen called upon to perform more 

diversified services than most of the midwestern or eastern agenciee. 
This is due to the fact that most of the western associations carry on 
direct country sales and purchase services in addition to their regula.
terminal sales service. The operations of such "dual-purpose" 
cooperative sales agencies in the range territory are divided into 
three main divisions; namely, sales and purchase, office, and field 
$Croce. All of these departments operate under the supervision of a 
manager who is employed by and is responsible to a board of directors. 

The sale and purchase department consists of sales and yarding 
divisions for cattle, hogs, and sheep on the terminal market. In 
aome a.ssocia.tions this department also supervises the direct country 
sale and purchase work, while in others the country operations are 
concentrated in 8. separate division. 

It is the function of this department to see that livestock con
signed to the association is promptly yarded, fed, watered, sorted, 
weighed, and aold to a responsible buyer and at the highest prioo 
obtainable on that day's marl;:et. Trained salesmen are employed 
who are informed as to marl;:et supplies and outlets and kno .. how to 
judge yields as well as market values. The livestock is sold by the 
salesmen of the cooperatives to all classes of buyers on the marl;:et
packer buyers, order buyers, traders, small city butchers, and others. 
In aU cases, the shipper remains the owner of the stock until it is sold 
to a buyer on the market. 

In addition to providing the sall'S servit-e, the COOperati¥8 'ssoci.a.
tion also pUITh8Sl'S feeder stock for f&mll'l'S. This!!el'rire is per-
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formed by one of the salesmen, in some cases, while in others a sepa
rate department with separate buying personnel does the purchasing. 
Feeder stock is bought from other commission firms, from traders, 
and also from the cooperatives' own alleys. 

The office department has three main divisions-publicity, account.
ing, and transportation. Some associations also maintain a credit 
service division. Others handle all their loans through a separate 
credit corporation which is closely associated with the marketing 
association. 

The publicity division handles the general publicity of the organ
ization, which includes· the issuance of market reports, stocker and 
feeder letters, articles for publication in farm papers, and radio broad
cast material. It also attends to much of the correspondence, adver
tising, and printing, and in some associations carries on a large part 
of the educational work. 

The accounting division is responsible for the keeping of all books 
and records, for the sending out of account sales, money returns to 
shippers, for collections and disbursements, and for the preparation 
of various financial and statistical reports. 

The claim. and transportation division furnishes information to 
shipperS, as to freight rates and proper routing of shipments, checks, 
files, and collects all claims against carriers, and checks all freight 
bills. By working with the railroads, this department also seeks to 
obtain better running schedules and improved scale and stockyard 
facilities at local loading points. 

Two associations operate asupply-purcba.sing department. Through 
this service ranch supplies, such as feed, wool sacks and twine, salt, 
and ranch equipment,are purchased wholesale and sold to the members 
at a small profit to the association. 

The field-serviee departments in most western associations have 
restricted their field activities to individual solicitation methods, 
similar to those of private commission agencies. Much of this work 
is carried on by each association's salesmen in conjunction with a 
limited number of regular field ·representatives. These men not only 
solicit business for their own associations, but in several instances they 
also do field work for midwestern associations into whose markets 
some of the livestock from this western area moves. A working field
service arrangement of this sort between several of tbe midwestern 
and western associations helps eliminate costly duplication of field 
work and is of advantage to both agencies. The originating agency 
is reimbursed for all livestock marketed out of its trade territory to 
the various midwestern cooperatives. 

A limited number of educational meetings are held each year by 
some associations, but this type of field work has not been pushed as 
much as throughout the midwestern and eastern territory. 
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Direct-Marketing Opaations of Western Terminal Associations 

The above description of duties and services applies primarily to 
the cooperative's terminal-marketing activities. In addition to these, 
some of the western associations maintain a separate division for direct 
marketing. Services rendered by this division include the formation 
of lamb pools, the listing of livestock for sale, and the solicitation of 
orders from fe<lders in the Com Belt and from western grazers. In 
some associations, this service also includes the filling of orders from 
packers for fat stock. 

Such a service involves a great deal of travel and supsrvision. 
Usually the association works through selected key men located in the 
principal producing and feeding areas. It is the duty of these men to 
obtain accurate information as to the available supplies of cattle and 
sheep in their area, to obtain a listing of the stock for sale by classes, 
grades, and weights, and to obtain from the OWDer his asking price. 

Likewise, associations in the feeding sections, representing the 
feeder, solicit orders which stipulate kind, grade, and weight of live
stock desired, time of delivery, and offering price. Whereverpossible 
II. reasonable pm pe.yment or deposit should be obtained from the 
feeder-purchaser, so 8.S to protect the association. 

With this informe.tion at hand the western e.ssociation, acting 
mainly in the interest of the producer, endeavors to bring e.bout an 
e.greement between seller and buyer, or the. Corn Belt association 
representing the buyer, as to price, by means of telephone, telegre.m, 
or letter, e.nd closes the deal. It frequently becomes necessary to 
contract for feeder cattle or lambs several weeks or even months 
before actual time of delivery. In such cases a deposit is usually 
obtained from the feeder-purchaser or from his association so 8.S to 
insure completion of the sale and to supply II. margin of protection 
to the seller. 

This system, however, has certain dissdve.ntages from the ste.nd
point of both the grower and the feeder. It sometimes happens, for 
example, that e.fter a pm pe.yment has been made to the grower or 
seller by the feeder-buyer or by his associe.tion, the seller for various 
reasons fails to deliver the feeder stock at the tims &.greed upon, or 
fails to deliver the number, class, grade, or weight of stock stipule.ted 
in his contract. Since the purchasing associe.tion representing the 
feeder has already made a deposit it usually feels under obligation 
to go through with the deal, even though this course causes some 
dissatisfaotion and, at times, a financial loss to the association. In 
order to assure both parties II. fair settlement, it might be e.dvissble 
to place the deposit, together with the contract, in escrow with a local 
bank or some reliable, disinterested pe.rty. 
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FIGURE 20.-50RTlNG RANGE LAMBS AT LOADING POINT IN NORTH
WESTERN COLORADO. 

Lambs should be oorted for quality, weight, and degn:e of finish before shipment 
in order to till orden satisfactorily. 

From the standpoint of an association which is purchasing stock 
direct for feeders, it is essential that the association protect itself 
against unnecessary speculative loss by obtaining a reasonable part 
payment from the feeder-purchaser, at the time the order is placed. 

When the time arrives for shipping the feeder stock, fieldmen from 
the range associations and sometimes the representative of the feeder
purchaser, Bort and load the feeder stock and bill it to the purchaser 
(fig. 20). In cases where there is a lack of sorting pens and scale 
facilities, it is frequently agreed that this sorting and weighing will be 
done by the representative of one or both of the cooperatives at some 
feeding-in-transit yard or terminal market through which the stock 
must move to its destination. Since the average Corn Belt feeder 
wants only a load or two of cattle or lambs and desires them to be 
uniform as to weights and quality, this type of handling is proving to 
be more satisfactory. One of the weakest features of direct marketing 
of feeder stock from range to feed lot has been this matter of obtaining 
accurate weights and uniform grading. The in-transit sorting system 
above described, unless stock is sorted carefully at loading points, 
is essential if orders are to be filled in So satisfactory manner. 
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While most of the western terminal associa.tions carryon some 
direct country sales and purchu.ses, the grea.ter amount of this type 
of marketing activity is handled by the Intermountain Livestock 
Marketing Association and Farmers Union Livestock Commission of 
Denver, the Texu.s Livestock Marketing Association of Fort Worth, 
and the Producers Livestock Marketing Association of Salt Lake. 

Breeder-Feeder Contract Operations 

In addition to their direct country purchases and sales of feeder 
lambs and cattle, several of the cooperatives have handled thousands 
of feeder lambs and cattle upon a "breeder-feeder" contract basis. 
The most important of the western associations to transact this type 
of business are the Intermountain Livestock Marketing Association 
of Denver, the Montana. Livestock Ma.rketing Association of Helena, 
Mont., the Oklahoma Livestock Marketing Associa.tion of Oklahoma 
City, and the South Dakota Livestock Marketing Association of 
Brookings,' S. Dak. 

"Contract feeding" involves an agreement between the grower and 
the feeder under which the feeder lamb or steer is shipped on a feed
in-transit billing to a feeder to be finished for market (figs. 21 and 22). 
In all co.ses the grower retains title to the livestock until final sale and 
settlement is made. Contracts a.re of different types and vary from 
year to yea.r u.s prices for feed and feeding stock change. The terms 
of the contract also vary with the location of the feeding territory and 
the quality, grade, age, and weight of the animals to be fed as well as 

FIGURE 21.-WYOMlNG-BRED CALVES ON FEED NEAll. DENVER, CoLO. 

The feeding of calves as baby beef is increasing each year, both in this acction and 
in the eon. licit. 
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FIGURE 22.-LAMIlS IN WINTER FEED LOTS NEAR FORT COLUNS, COLO. 

Plenty 01 alfalfa hay, beet pulp, and grain makes for well~finiJhed market lambs. 

with the kinds of feed. During certain seasons of surplus feed in the 
feeding areas, with a shortage of finances for feeding operations and a 
low price of feeder stock in the range territory, "breeder-feeder" 
contracting becomes popular. During years of short feeder livestock 
supplies, plentiful feed in feeding areas, and an abundance of credit, 
the use of the breeder-feeder contract is limited. 

Nevertheless, a considerable number of ranch producers as well as 
Corn Belt feeders feel that there are real possibilities in a cooperative 
arrangement between grower and feeder who pool their interests and 
jointly assume the prospect of profit or risk of loss. Under this 
arrangement the range producer is enabled to continue marketing 
over a longer time. This relieves him from the necessity of marketing 
his unfinished product during a period when markets are glutted and 
prices consequently lowered. The producer is able also to carry 
his raw product, the feeder lamb or steer, one step nearer the proces
sor, and the resultant improved quality and finish enable him to 
market his stock in a higher price bracket. . 

The breeder-feeder contract, likewise, benefits the feeder. The 
speculative element in his feeding operations is reduced, since his risk 
is limited to his own feed and labor. In addition, this system allows 
the feeder to operate during years when credit is limited, or available 
only at high cost. 

Experience during the past few years, however, has demonstrated 
that there are certain fundamental weaknesses in the operation of 
this system, which must be faced and eliminated as far as possible. 
Where proper supervision and careful handling have not been present, 
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abuses have crept in a.nd heavy losses have been sustained by feeders 
and growers we. 

In order to eliminate tbe possibilities of such abuses, the following 
essentia.! points which should be incorporated into feeding contracts 
have been drawn up. This selection is based on the recommendations 
for improvement in feeding contracts by a specia.! committee of the 
National Live Stock Marketing .Association.' 

I. C'onlract weight.-On every contract there should be recorded 
the a.ctual number of a.nim.a.is, their shrunk weight, as well 
as the weight to be used as a basis for determining the 
interest of the breeder and feeder in said stock. Such 
weights should, wherever possible, be taken at an inter
mediary point by a disinterested party, after rea.sonable 
rest and fill. 

2. Tilk.-
(a) The contracts should specify that the title to the live

stock will remain in the name of the breeder, free 
from liens or other encumbrances which are not 
definitely set forth in the contract a.nd agreed to by 
both pa.rties. 

(b) Responsibility of the feeder should begin a.t the inter
media.ry point at which the livestock is weighed. 

3. Freight andfesd.-The contract should specify whether the 
grower or feeder is to pay all costs, including freight, feed, 
weighing, etc., incident to moving livestock from ranch to 
feeder's unloading station. 

4. R.$pOMibilily of f.etkr.-The contract should be specific. 
In all cases provisions should be set forth requiring the 
feeder to use proper kinds and amounts of feeds, and 
methods of feeding and handling livestock, which under 
nonnel conditions will assure the finishing of said stock 
for ma.rket in the peciod of time covered by the contract. 

S. Groding.-The contract should specify the type, grade, and 
weight, and provide for tolerance. (Too often, uneven 
weights, type, and qua.lity of feeder stock are furnished, 
making it impossible to finish out and market in uniform 
load lots.) 

6. Superm.ion.-AIl contracts should provide for a supervisor 
who will give constent supervision to livestock while on 
feed. The supervisor should a.lso make regular reports 
a.nd have authority to take charge of stock and place it 
with another feeder when necessary. ---

.". N_tkmal LIft stoc:* Produdt. Com&a.CI' hDOlG D~Q. )UxJ.GUS' Colt~ 
JWooats. 13 (10,); 8. 
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7. Division oj proceeds.-Contracts should be specific as to the 
division of the proceeds, supervision, and marketing costs 
between grower and feeder. 

8. Death lo88.-Responsibility for death loss should be set forth, 
with the maximum liability to the grower specified. 

9. Oonsentojmorlgagee.-Thecontraet should contain a. clause 
for the consent of the mortgagee on livestock and on feed. 

10. Landlord 1DaWer.-The contract should contain a clause for 
a landlord waiver in States where such a waiver is required 
bylaw. 

11. Freight lien.-Where funds are furnished by a third party 
for payment of freight, the contract should contain a clause 
making such a. loan a first lien on the livestock. 

12. Filing contracts.-All contracts should be 'filed or recorded 
in the county where livestock is fed. 

13. Marketing clause.-In cases where cooperatives are interested 
in placing or supervising operations, a clause should pro
vide how and through what agency or agencies the stock 
shall be marketed. An example of a. contract of this type 
is that used by the Intermountain Livestock Marketing 
Association of Denver. (See appendix A.) 

This breeder-feeder contract system lends itself ideally to the 
cooperative method of operation. An arrangement by which the 
range producer designates his western association to deal with another 
cooperative, represeuting the feeder, in the placing and supe~sing 
of feeding operations has proved to be the most satisfactory system' 
both to grower and feeder. The western cooperative association 
serving the grower is in a position to see that his interests are pro
tected in the weighing and grading of his feeder stock and in the 
placing of it through reliable Corn Belt or eastern feeding associations. 
The cooperative serving the feeder also renders valuable service to 
the grower in placing his feeder stock with reliable and experienced 
feeders, and in rendering a supervision and marketing service. ' 

Where these services are c!).refully .performed by the cooperative 
association the grower has little cause for complaint as to the method 
of handling his feeder stock. However, where stock is handled 
through promoters or directly between grower and feeder who are a 
long distance apart many abuses can creep in which may result in 
heavy losses to the grower. During the drought of 1934, mnny 
thousands of feeder Iambs were handled throughout the Corn Belt, in 
some cases resulting in losses to bothgrowerandfeeder. These hazards 
may be minimized through tbe use of a reliable supervising agency 
in placing the lambs, in supervising their feeding, and in marketing.' 

I For more complete d1seu..",ion of the broedar..ft1eder contract system. S86 RANDKLt., C. G .• CoNTRACT' 
FZ&lUNQ a. LAYBa AND CA'l'TU. Farm Credit. Administration~ Ooope.rat.1ve DivislOD. lin press), 



COOPERATIVE. MARKETING OF RANGE LIVESTOCK 59 

It can readilv be seen from the above discussion that several of 
these western ~operative marketing associations are now rendering 
a more diversified service to their members than are most commis
sion firms, cooperative or otherwise,located on the terminal markets 

. of the 1vHdwest. In order to outline more clearly the general organi
zation and operating set-up of a. typical "dual-purpose" terminal
direct marketing association figure 23 is presented. 

"",,'''T _ ..... ' 
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~. COUNTRY SALtS 
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FIGURE 23.-QRGANlZATION AND OPERATING SET-UP OF "DuAL
• PuRPOSE" TERM.INAL-DIRECT l\.URKETING AssoclA.TION. 

In order to supply their member patrons with a complete marketing service 
several t western cooperatives have expanded their operation! to include 
both tenninal and direct sales. 

REGIONAL DIRECT-TO-PACKER METHOD OF OPERATION 

Direct marketing of fat cattle and lambs, as well as hogs, has for 
years been the general practice in such Stetes as California. and the 
irrigated feeding territories of Utah, Idaho, Arizona., and Neva.da. 
In these States, therefore, the growth of central markets sucb as 
tho..«e long established in the Middle West and East, has been fairly 
recent, and their development much less widespread than in other 
areas. The first central market in California was established in 
1922 at Los Angeles; another a.t South San Francisco in 1927; and 
a third at Stockton in January 1934. 

A typical ,,-,<ample of a direct-to-packer marketing association in 
the West is the Pacific States Livestock Ma.rketing Association, San 
Francisco, Calif., formerly the Western Cattle Marketing Association. 

This association performed a valuable service for its pa.trons during 
the period from 1925 to 1929 and hlUldled a sizable volume of busi
ness. (See table 18.) 
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The association's original marketing plan was built entirely around 
sale of cattle and calves direct from ranch to packer. Two main 
offices were maintained, one at San Francisco and one at Los Angeles, 
but no terminal sales agencies were operated at either of these mar
kets. In addition, the territory was divided into some 15 or 20 
districts where local :field representatives rendered a sales service 
during the marketing season. In addition, their duties were to keep 
informed on such matters as supplies of cattle in their territories, 
feed and range conditions, classification of available cattle, packer 
demand, local sales, cattle values, and most favorable markets. 
These agents were in daily touch with the central offices through 
which they weill furnished all available information. The central 
office solicited orders from packers, and lold the cattle through its 
field agents to the packer-buyers. In some instances, the buyers 
and salesmen went together to close the deal on the ranch; in others, 
the sale was made by the association without actual inspection by 
the buyer. 

Because of the large volume of stock under its control, the associa
tion was able to sustain livestock prices during the years 1925-1927 • 
for grass-fat cattle on a higher leve! as compared with Missouri River 
markets than had been maintained in previous years. During 
the winter of 1927, the association, in order to hold up the price in 
California, shipped out several thousand head of cattle to mid
western and northern markets although, in so doing, it sustained 
heavy losses. 

In addition to the marketing service, the association maintained a 
traffic department for the purpose of auditing freight bills, filing and 
collecting claims, and representing the members in general traffic 
matters. A credit rating of packers was maintained for the protection 
of the member against loss. The association also rendered a supply
purchasing service through which stockmen were supplied with feed 
and ranch supplies at practically wholesale prices. 

High operating costs due to its decentraJized :field-service plan, 
low cattle prices, reduced volume, and income, an increased movement 
into California of cattle from areas such as New Mexico, Texas, and 
midwestern States, areas over which the association had no control, 
all tended to weaken the influence of the association as a marketing 
agent for members' livestock. In addition, an increasing number of 
small producers, as well as some of the larger operators, who were 
not members of the association, began to use the central markets 
of Los Angeles and South San Francisco to sell their livestock. As 
a result, in some instances the association was unable to dispose of 
its members' stock direct at satisfactory prices . 

• WeI!Itern Cattle MarketlDg AssocIatkm. Tu& CooPDAnvK M.ut..KBTlNG 01' BKP' C4T!U. 1027 and 
lWI. mus. 
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Some of the directors a.nd members, realizing the association was 
handicapped by having no central marketing outlets, att<lmpted, in 
1932, to establish a separate coop"'rative Bales agency on the South . 
San Francisco market which would offer .. sales service to those 
producers who preferred to use the terminal market. Little real 
effort was made, however, to push this agency, and in the spring of 
1935 it WlIS aba.ndoned. Sharp differences of opinion as to the 
advantage of terminal-market service arose among the members of the 
a.ssociation, with the result thet there was .. definite split in the 
membership in December 1933. 

In the spring of 1934, reorganization was p"'rfected and the new 
association, the Pacific States Livestock Marketing.Association, took 
over the marketing activities of the Western Cattle Marketing 
Association. The California Cattleman's Association, .. grower's 
organization which had been closely affiliated with the old sssociation, 
withdrew and op"'rated as .. separate organization with no marketing 
activities. A sharply reduced volume and income forced the Pacific 
States Livestock Marketing Association to make drastic reductions 
in personnel and to curtail most of its field office op"'rations in 1934. 
In 1935, however, the association began an aggressive campaign to 
build up its membership through the organization of local associations. 

AB operated during 1935, the BSSOciation gave its members three 
types of sales service. The first was a sales advisory service via 
telephone, telegram, or letter, for which the member paid a small 
maintenance fee per car. Second, the association's field salesman 
might actually bring a packer-huyer to arrange a deal with a member, 
in which ease the member paid a full commission. Third, the 8SSO

ciation might simply send a packer-buyer to the member. In this 
instance, the deal was made between member and buyer without the 
assistance of the association's fieldman; consequently, a lower charge 
p"'r car was made. In addition to its direct sale of fat stock, tbe 
association also purchased and sold feeder cattle and sheep. 

WEAKNESS OF DIRECT OR TERMINAL MARKETING 
SYSTEM ALONE 

While it is recognized that in the Pacific coast region the direct-to
packer method of sale is more popular, nevertheless, this system alone, 
whether carried on by the individual or by the marketing association, 
has certain weaknesses which cannot be ignored. The individual is 
handicapped by lack of reliable market information as well as training 
in sales ability when trading with a well-informed and expert packer
buyer, who knows market values, dressing percentages, and market 
grades. Likewise, an association that operates strictly a direct 

'l8288-:!It I 
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country-marketing service, may be unable to dispose-of its members' 
livestock direct at satisfactory prices at times when sufficient supplies 
are eoming into terminal central markets either from California or 
from other States. 

Some of the packers buy ala.rge share of their supplies on the Los 
Angeles and South Sen Francisco markets. Witb no sales agency on 
the market, a direct-marketing association at times finds itself some
what handicapped. The growth in receipts both at Los Angeles and 
at South Sen Francisco (tables 21 and 22) illustrates the fact that these 
central markets are developing and must be taken into account by a. 
cooperative marketing agency operating in that region. 

A straight terminal sales agency in this region, likewise, has its 
weak points. The west coast markets can easily be oversupplied with 

TABLE 2t.-LIvEsTocK REcEIPTS AT Los ANGElES MARKET, 1925-1935 

Year c .. ttle Cal..-es Bogs I Sheep Total 

1925 ______________ 
169,533 77,302 217.404 29,693 4.93, 932 1926 ______________ 
198, 4.99 69, 185 198, 897 4.6, 143 512, 724. 1927 ______________ 
193,910 M,051 220,4.05 33, 774 512, 14.0 

1928.-----________ 190,665 56,945 299, 605 4.0,732 587.947 1929 ______________ 
202, 481 61. 817 217,455 69,828 551,MI 1930 __________ . ___ 
205, 733 69,890 146, 285 181,205 603, 113 1931 ______________ 
237,404 18, 120 68,578 232, 453 616, 555 1932 ______________ 
228,668 71,499 52, 712 195, 831 M8, 710 

1933 _______ . _____ . 229,231 68,059 29,515 139,445 486,250 1934 ______________ 
365,827 101. 673 35, 713 207,4.68 710,681 1935 ______________ 
321,518 96, 84.7 46, 210 186, 283 650,858 , ! 

TABLE 22.-LIvEsTocK REcEIPTS AT SOUTH S."oN FRANCISCO MARKET, 
1921-1935 

Y ..... Cs.ttle Calves Hogs Sheep 
I 

Total 

1927 ______________ 
65,807 9,306 156,860 180, 017 411. 990 1928 ______________ 
70, 54.0 8, 118 253,453 210, 684. 54.2, 795 1929 ______________ 
72, 580 6,070 259,029 237,212 574, 891 1930 ____________ ._ 
89.753 9,296 218, 306 298,- 616, 264. 1931 ______________ 
85, 208 5,843 218, 2S4 369, 28i 678,623 1932 ______________ 
74, lOS 3,399 188, 253 331, 784. 597,544 1933 ______________ 
84, 193 6,4.08 198, 4.08 292, 992 582, 001 1934 ______________ 

104, 262 17,201 195, 859 24.2, 226 559,548 
1935'_ -- --- -- ----. i 93, 108 11,601 167.911 231.811 lilO, 4.97 . 

1 U. s. DtQw of ~ Cropsmd lbrbta. FftD'uary 1-. 
c.a.,.Ilod ........ _ ....... """"'or ..... u __ Oo., __ ............ 
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livestock and, once this happens, since livestock already at the market 
must be sold, the terminal agent is compelled to accept the packer's 
price. Furthermore, some of the largest independent packers on the 
coast operate almost entirely in the country and only occasionally 
buy through tbe central markets. 

To meet this situa.tion, therefore, a plan for a "dual purpose" type 
of sales service, botb on and off terminal markets, is offered. Figure 
24 illustrates a suggested operating set-up for this type of association. 

BOARD OF DIRECTORS 

OFFICE 
DEPARTMENT 

TERMlHH.. SAL!S AGENCY 
{Local Manas"'} 

LOCAL CONCENTRATION 
FEED YARDS AND LOCAL. 

A$SOCIA.nONS 

DIRECT MAR)(EnNG 
ANO FEEDER SUYIHG 

DEPARTMENT 

UOCALCONCEHTRATIOH 
FEED YAROS AND LOCAL 

ASSOCIATIONS 

PROMOTIONAL 
PU8UCITY AND 

RGAHtZATION DEPAR.'t 

TERMINAL SAlES AGENCY 
(Local Mllnescr) 

lOCAL CONCENTRATIOM 
FEED YAROS. AND LOCAL 

ASSOCIATIONS 

FIOURE 24.-SUGOESTEI> OPERATINO PLAN FOR LIVESTOCK MARKET
ING ASSOCIATION IN THE PACIFIC COAST REGION. 

Although the directRtowpacker type of marketinli/.: is most common in this region, 
such a system alone fails to serve the industry efticiently~ especially the small pro. 
du~r~ For that reason a combination direct and tenDirulJ. s.ystem, which would 
coordinate both methods of SC'lling through one central association. is suggested. 

This operating set-up has the following advantages over either a 
straight, direct-marketing association or a terminal sales agency. 
The sales and purchase operations are coordinated through one cen
tral agency, whose chief functions would be to furnish reliable market 
information, to develop outlets, make contacts with packers, and 
keep prices of the various sales units in liae with true market demand 
and values. This does not mean that all sales would be made by the 
central office, but that each terminal or local sales office can make 
sales to local packers operating in its territory, provided its prices 
compare favorably with those offered by outside buyers. 
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This plan provides for tenn.inaJ. sales agencies at Los Angeles, 
South· San Francisco, and Stockton, in charge of local maDAgers 
who act as salesmen on each market. Each day the general sales 
manager of the central association will be advised of market condi
tions and sales from each of these offices, and these local managers, 
in turn, furnished with the latest market advice from the central 
office. 

In addition to the terminal market sales offices, this plan proposes 
the establishment of several concentration feed yards to be operated 
under the control of the central association (fig. 25). These yards 

FIGUR£ 2S.---c.rru FEEDING IN COMMERCIAL FEED LOTS NEAR Los 
ANGEUS, CALIF. 

The byproduCb of sugar beets and conOD, as well as surplus. dri~ fruits, hay, and 
limited quantities of grain are fed to cattle in California. 

should be located in areas of fairly cheap and plentiful feed supplies, 
near sugar factories, cottonseed "mills, etc., on main line railroads 
where feeding and sorting-in-transit privileges could be utilized. In 
addition to providing facilities for dry-lot feeding it would be desirable 
to have available at, or near, these feed yards some irrigated pastures 
where stock could be held cbeaply for & time. 

The advantages of having such a system of feeding yards in connec
tion with the direct and terminal sales service of the marketing ass0-

ciation may be summarized as follows: 

1. Development of local feeder markets where thin livestock could 
be sorted and sold to farmer feeders. Such & system would 
offer an opportunity for the small farmers to purchase their 
feeder stock, and this should tend to encourage more farm 
feeding. Such a condition would benefit the producer of 
thin feeder livestock. 
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2. Fat stock could be sold to local interior packers as well as to 
those located on terminal markets. 

3. The sales agency has an opportunity to divert livestock to 
several markets or direct 1lo different packers. 

4. Range producers are offered an opportunity to "finish out" 
their own thin stock at these local feed yards, or at least to 
hold them back temporarily at a time of glutted markets. 

5. F"eding yards offer a means of controlling the flow of live
stock to market. 

This system of concentration feed yards, together with a combina
tion of terminal and direct-sales agencies, under the supervision of a 
central marketing association, offers considerable advantages in its 
coordination of sales, its influence on orderly marketing and in its 
development of feeding operations by famler-feeders, rather than by 
a few large packers or commercial feeders. 

Furthermore, it should be possible to coordinate field and promo
tional work under such a set-up. Managers of both terminal and 
local feed 'yards should also act as field representatives and build up 
local support in their territories. 

ORGANIZATION AND MEMBERSHIP PROBLEMS 

Livestock cooperatives operating in the range territory are con
fronted with numerous problems which do not occur in the Middle 
West or Enst. Sparse population, long distances between ranches, 
and few central meeting points, make it difficult to hold meetings. 

In addition to these physical obstacles, the individualistic char
acter of western stockmen, the lack of ccmmon understanding be
tween large-range operators and small fanners, and some ill-feeling 
between sheep and cattle produc.ers have all been real hindrances to . 
the growth of cooperative effort. 

However, a cooperative in this area does not need a large number 
of individual members in order to develop a substantial volume of 
business, because of the size of individual operations. Furtllermore, 
the construction of good roads, the increased use of the automobile 
and truck, the improved methods of communication by means of the 
radio, telephone, and mail, have materially reduced some of these 
former obstacles. 

Field Work and Educational Methods 
Reports from western cooperatives indicate that by far the most 

common method of doing field work is that of "individual solicita
tion", similar to tha.t used by all private "old-line" commission com
panies. While it is conceded that suclI a system is expensive, most 
associations feel that this is Ule best means of obtaining business. 
This work is carried on by the IlSSOciations' salesmen as well as by 
regular field solicitors. 
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A few of the associations follow the practice of holding a. limited 
number of educationa.l meetings a.nd having a. representstive attend 
some of the annual cattle and sheep growers' meetings each year. 

Until recently, however, little effort was made by most of the range 
cooperatives to develop local associations or to build up local interest 
and leadership by means of educational meetings. 

Only one association reported the use of the radio in any form and 
this association used it for only a. limited time each season, during 
the marketing of fed lambs from a restricted area. From the stand
point of effectiveness, the radio offers the best means of reaching large 
mmIbers of producers scattered over a wide area. A radio program 
giving producers timely a.nd reliable market information, as well as 
facts pertaining to the cooperative and its method of doing business, 
is a valuable asset to any association. 

Some cooperatives still make use of market cards and market let
ters while others have discontinued their use except for limited mail
ing purposes. Market letters, which conta.ined short interesting facts 
concerning the association's growth and accomplishments, accounts 
of actual sales, with a description of the livestock, and a hrief account 
of the market were reported to be the most valuable as business 
getters. Other associations make use of market newspapers and 
agricultural and livestock journals for advertising purposes. 

A combination of several of these forms of pUblicity a.nd educa
tional work, such as is used by some of the midwestern cooperative 
agencies; would appear to be the most effective. For example, the 
radio might be used for special market information broadcasts and 
for a limited amount of general cooperative educational material. 
A radio program might also include information about other com
modity cooperatives, such as the wool-marketing associations, 
together with information concerning related farm or livestock 
organizations. Speeches or articles prepared by specialists from the 
agricultural colleges on timely subjects of interest to stockmen are 
also of value. Interesting material might also be obtained from the 
research departmen t of the- association, from the Department of 
Agriculture, or from agricultural colleges on prospective market con
ditions. The association could also use the radio for special announce
ments as to the time and place of future meetings to be held throngh
out the territory, and to advise prospective feeders of special plans 
for the purchase or sale of feeder stock. 

Some cooperatives find the use of a special house organ which goes 
to their members each week or month to be of value. Others publish 
a SUInnl&ry of the market, and a market prospectus in the county 
newspapers each week. 

Regardless of the type of publicity or educationo! work carried on, 
one of the most effective means of inorellSing membership and volume 
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is to establish strong local or regional associations and develop 
keymen as local leaders through which it can keep ita membership 
infonned and interested. 

Western cooperatives have made only limited use of the exteosion 
service, county agents, and vocational teachers in much of this 
western territory. A closer working relationship between the 
cooperative associations and these educational agencies, as well as 
with general fa.rm organizations and cooperatives marketing other 
commodities should be helpful. In other words, the cooperatives 
should make use of all avenues through which interest in their pro
grams can be developed among stockmen and fa.rmers. 

Membership rmd Marketing Agrammts 
Requirements for membership vary considerably. Some associa

tions require that .. .a.ch member also be a member of a recognized 
farm or livestock organization. Others simply require that a member 
be a bona-fide producer of livestock, while others require the 
member to purchase a share or shares of stock and sign a marketing 
agreement. 

Very few of the associations operat.ing in the West require any 
type of marketing agreement of their members. A few associations 
use a v"ry liberal and "Isstie agreement. At the time they were 
organizOO, several of these associations made an attt>mpt to tie up 
th .. ir memhl'rs on a 'more or less rigid marketing agreement, but most 
of th .. m have now abandoned this practice. 

The chief reasons given for the e!imina tion of marketing agree
ments ,,·ere that it was too costly to sign up members in this way; 
that srockmen, while lrilling to support the association with part of 
th .. ir business, usually would not agree to tie up all their volum .. , 
especially that sold locally or direct in the country. Most of the 
associations f....t that th .. ir membership must be built up and held 
on the basis of service rendered .... ther than under a rigid contract. 

Too frequently, the member, rather than sell through his coopers
ti ..... , uses it simply as a soutte of information and a means of getting 
bid. which he uses in making a hl'tter deal with a competitor. Where 
too many members follow such a practice, the association's volume 
and reT"Nlue may be seriously affected. To avoid losses from such 
causes a rew associations use an elastic type of marketing agreement, 
such as that of the Producers LiT"estock Marketing Association of 
Salt Lake, which appears in appendix B. rnder the terms of this 
agreement, the member may sell his liT"eSrock at home, direct to a 
pat"k"r or local buyer, or he may have it sold by the association
either direct or at a tl'rminal market. When he sells at home, the 
Illi'mhl'r pays his association a small maintenance fee for the marl..-et
ing information sernce and bids fumisht'd him by the· ociation. 
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When he sells his livestock through his cooperative, he pays the 
regularly established commission. 

An elastic and liberal contract has an additional advantage, espe
cially during the early stages of a cooperative's development, in that 
it puts the member under a moral obligation to his association. This 
is particularly true in areas where direct-marketing is carried on 
extensively. 

Selection oj Directors 

The manner of electing directors varies considerably with the 
different llSSOciations. In three associations, directors are elected 
by the members or stockholders at the annual meeting, on a district 
basis; in others the directors are elected by the members, irrespective 
of districts. In some associations general farm o.rgamzations select 
the directors. The length of a director's term varies from 1 to 3 
years. Most of these associations report that only a very limited 
number of members or stockholders attend the annual meetings, 
much of the voting being done by proxy. This tends to leave the 
control of the llSSOciation in the hands of a relatively small group, a 
condition which is not desirable from a cooperative standpoint. 

It would seem more feasible in all instances to district the territory 
and to elect directors by districts. If district meetings of members 
and stockholders were held prior to the annual meeting a larger pro
portion of the members could be reached and,. at these meetings, 
delegates could be elected to represent the district at the annual 
meeting. Also, at these district meetings the director from that 
district could be nominated. Such meetings offer an opportunity for 
the association to inform the members of the year's operations, and 
to discuss with them problems and methods of operation. This type 
of educational and informational meeting keeps the member informed 
and interested in his association, and makes him feel that he has a 
voice in the control of his own cooperative. 

OPERATING PROBLEMS 

While in many respects the same problems of operation confront 
all livestock cooperatives, yet associations operating in the western 
range territory have some problems peculiar to themselves. 

Seasonal Character oj Receipts 
One of the most outstanding and most difficult problems "ith 

which cooperatives must cope is that of the widely varying volume 
of receipts, a condition caused by the seasonal character of marketing 
in much of this area (see figs. 10 and 11). An analysis of the dis
tribution of the yearly receipts for the 3-year period, 1931-33, of a 
typical western association shows that 73 percent of its cattle business 
for the entire yeur wus received from September through December, 
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while 79 percent of its sheep a.nd lamb receipts came during the three 
fall months, September through November. In order to provide ade
quate facilities for handling this peak movement, the cooperative is 
forced to employ a personnel considerably larger than it needs during 
the remainder of the year. 

High Costs Due to Fluctuating Volume 
The associations that are required to maintain sufficient trained 

personnel to carry the peak loads, find themselves overmanned during 
a large portion of the year, and carrying a resulting heavy overhead 
expense. 

A comparison of the highly seasonal character of the volume and 
the wide difference in handling cost per deck of livestock handled by 
two western associations, with the volume and costs of that handled 
by two typical Corn Belt associations, is shown in figure 26. In the 
case of the Corn Belt agencies, the volume was evenly distributed 
throughout the year, and the handling cost per deck showed only 
slight variations from month to month, while the volume handled by 
the western associations fluctuated greatly and the cost per deck 
ahowed a correspondingly wide variation. The data show that as 
volume increases cost per deck decreases. 

Competition Faced by Western Cooperatives 
Associations operating in the West are faced with several different 

types of competition, the most important of which are direct buying
and-feeding activities of packers and operations of private traders 
and commission firms. 

In much of this area, producers favor direct sales to packer buyers, 
especially of cattle and lambs going to the west coast. This is partly 
because west coast markets can easily be oversupplied with stock, 
temporarily, in which case the producer feels that he is at the mercy 
of the buyers. 

Much of the direct buying for California. and other west coast trade 
is done by independent packers. While several of the large packers 
maintain plants on the Pacific coast, probably in no section of the 
United States do the large packers experience as active competition 
as west of the Continental Divide. This competition is more pro
nounced in cattle than in lambs which still move in large volume to 
the midwestern and eastern markets. 

In addition to the practice of buying for immediate alaughter, 
several of the packers operate large commercial feed lots in the West 
where they feed thousands of cattle and lambs whicb they have pur
chased direct from the producers, along with the finished livestock. 

Another type of competition which the cooperative faces is that of 
"pecula.tors and commission firms who buy outright or contract for 
thousands of lambs and cattle ea.ch year. It Was generally admitted 
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that & high peI'C@ltage of the receipts of private rommjssion finDs 
operating on several of the we;;!; mast; markets oonsist.s of Jivestoek 
bough' by themselves, or by local speeulatoJs whom they finan...d.. 
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In order to meet this direct buying on the part of packers, specula
tors, and private commission firms, several cooperatives, especially 
those serving the west coast, have established direct-to-packef 
marketing service. The cooperative, with trained ~alesmen and with 
accurate current market information, together with reliable outlets 
both to eastern and western packers and to public markets, should 
be in a position to market livestock to better advantege than the 
individual producer. 

COOPERATIVE FINANCING OF LIVESTOCK 
IN RANGE TERRITORY 

WHILE several attempts had been made to establish cooperative 
livestock credit institutions in the western range territory, 

following the organization of the Federal intermediate eredit banks 
under the provisions of the Agricultural Credits Act of 1923 (42 Stet. 
1461), very little headway was made until 1930, because of a lack of 
original capital necessary to organize and capitalize such credit 
associations. 

CREDIT INSTITUTIONS ORGANIZED BY COOPERATIVE LIvEsTOCK 
MARKETING AssOCrATlONS 

Three of the midwestern cooperatives had,as early as 1924, organized 
livestock credit corporations, which rediscounted their livestock 
loans with Federal intermediate credit banks. These credit corpora
tions confined their loan activities almost entirely to the Corn Belt, 
and it was not until the organization of the National Live Stock 
Marketing Association in 1930 that a cooperative credit structure 
affiliated with cooperative marketing was established in the range 
territory. This national association, which was organized by 15 
large-seale cooperative marketing associations, located largely in the 
Corn Belt and in the East, incorporated as a part of its operating 
program a subsidiary finance unit, known as the National Feeder and 
Finance Corporation. 

One of the functions of the National Feeder and Finance Corpora
tion was to assist regional livestock cooperatives, especially those in 
the western range territory, to establish cooperative credit corpora
tions. The National Live Stock Marketing Association invested a 
substantial amount of funds in the N ationsl Feeder and Finance 
Corporation which, in turn, purchased the common or voting stock 
in six regional livestock credit corporations. This represented 
approximately 80 percent of the capital investment of the corpora
tions, the remaining 20 percent or the preferred stock having been 
supplied by local and regional cooperative marketing 8SSOciations 
and by individual ranchmen and farmers. That portion of the capital 
furnished by the National Feeder and Finance Corporation was in-



TABLE 23.-INPOIUIATI0>1 CONCERNING 5 COOPERATIVE CREDIT CORPORATIONS SERVING THE WESTERN RANGE STATES 
AND OwNED BY COOPERATIVE MARKETING AssOCIATIONS 

Name ot asaociatioll 

Intennount&iu Live Rto('k 
Credit Corporation. 

National Finan.e Credit Cor
pora.tion of Texas. 

National Live Stock Credit 
Corporation 01 Oklahoma. 

Tri-State Live Stock Credit 
Corporation. 

Wasatch Livestock Loa" Co.' 

Year 'Or-
Headquarters ganized 

Denver, Colo. 1931 

Fort Worth, Tex. 1931 

Oklahoma City, Okla. 1932 

~ari Francisco, Calif. 1931 

Salt Lake City, Utah. 1930 

Owned and operated by-

National Live Stock Marketing As.o
ciation In conjunction with Inte .... 
mountain Live Stock Marketing As
sociation. 

National Live Stock Marketing Asso
ciation in conjunction with Texas 
Live Stock Marketing Association. 

National Live Stock Marketing A .. o
ciation in conjunction with Okla
homa Live Stock Marketing A •• o.i .... 
tion. 

National Live Sto.k Marketing Asso
.iation in conjunction with Pacific 
St.t .. Live Stock Marketing A.soci .... 
tiOD. 

National Live Stock Marketing A .. o
eiatioll in conjunction with Pro .. 
duoere Live Stock Marketing A •• o
ciation of Salt Lake City, Utah. 

Territory served 

Colorado, south.rn Wyo
ming, New Mexico, western 
Nebraska, western KansQ.S. 

Texas. 

Oklahoma, 
Mexico, 
Texas. 

eastern New 
and northern 

California, western Nevada, 
southern Oregon, and An 
~ona. 

Utah, western Colorado, 
.... tern Nevada. 

_"--__ . __ .• 2..._ .. _________ -'--______ _ 

I Thia corporation WILl or~nlzt'd in 1925, but roorganbed Ill! a part Q( thu national credit B(lt.up ju 1930. 
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vested largely in United States Government securities and Fed~ral 
land bank bonds which were then pledged to the various Federal 
intermediate credit banks as security for ell loans made to, or notes 
discounted for, the credit corporations by the banks. This gave these 
credit corpor .. tions a borrowing and rediscounting privilege equal to 
several times the &mount of their paid-in and unimpaired C8.pital and 
surplus. Funds invested in the National Feeder and Finance C{)r
pora.tion were obtained by the National Live Stock Marketing 
Association largely through borrowings from the Federal Fa.rm Boa.rd, 
orgsnized under the Agricultural M .. rketing Act {)f 1929. 

The six credit corporations established under this a.rrangement 
were the following: 

Intermountain Livestock Credit Corporation of Denver, Denver, 
Colo. 

N .. tional Finance Credit Corporation of Texas, Fort Worth, Tex. 
National Livestock Credit Corporation of Okl .. homa, Oklahoma 

City, Okla. 
Tri-St .. te Livestock Credit Corporation of California, San Fran-

cisco, Calif. 
Wasatch Livestock Loan Co., Salt Lake City, Utah. 
National Live Stock Credit Corporation of St. Louis, Chica.go, Ill) 
With the exception of the W ..... toh Livestock Loan Co. and the 

National Live Stock Credit Corporation of St. Louis, both of which 
h .. d been in operation for a number of yea.rs, these corporations were 
est .. blished in 1931 and 1932. The two older loan compa.nies, when 
t .. ken over, were reorganized on a basis simiIa.r to thet of the new 
corporations. Location, date of organization, and territory served 
by the five western corporations serving the range territory, appear 
in table 23. 

These five credit corpora.tions at December 31, 1935 had a total 
.pa.id-in c .. pital of $2,371 ,825. Loans including renewals for 1935 were 
$34,802,786 while the total loans m&de by these corpora.tions for the 
period from 1930 to 1935, inclusive, were $112,822,724. 

In addition to the credit corpor .. tions discussed above, several of 
the Corn Belt and eastern cooper .. tives organized credit associations 
in conjunction with their ma.rketing opera.tions. 

Among tbe first of these credit associations were the Fa.rmera Union 
Credit Association, formed by the Fannera Union Livestock Cammis
eion of St. Joseph, Mo., and the Producers Livestock Credit Corpora
tion of St. Louis, orga.nized jointly by the Chicago Producers Com
mission Association of Chicago and the Producers Livestock Com
mission Association of E ... t St. Louis. Both of these credit corpora
tions were organized in 1924. The original capital of these credit 
corporations was supplied from surplus ea.rnings of the ma.rketing 
associations. 

t Tbls ccwporatklll. ~ 1araelJ' III tbe Com Belt Wri1.or7. 



TABLE 24.-INFOR!olATION CONCERNING 8 COOPERATIVE CREDIT CORPORATIONS SERVING THE CORN BELT STA1IES AND ~ 
OWNED AND OPERATED BY COOPERATIVE MARKETING ASSOCIATIO .. S 

Name of association 

National Live Btock Credit 
COrpo .... tion of St. Louis.' 

Central Live Btock Loan Co. 

Fann.rs Union Live Stock 
COmm;,,;,lon Credit Co. 

Fanners Union Credit A .. ooi .... 
tion. 

Farmers Union Live Btock 
Credit A88ociation. 

Fanners Union Agricultural 
Credit Corporation. 

Producera Live Stook Credit 
Association. 

Producers Agricultural Credit 
Association. 

Headquarters 

Chicago, III 

St. Paul, Minn. 

Omaha, Nebr. 

St. Jos.ph, Mo. 

Sioux City, Iowa. 

Sioux Falla, S. Dak. 

Columbus, Ohio. 

Indianapolis, Ind. 

Yearor~ 
ganh::ed 

1924 

1928 

1926 

1924 

1931 

1931 

1932 

1930 

Owned and operated by-

National Live Stock Marketing 
Association in conjunction 
with 10 producers' marketing 
agencies located in Corn Belt 
feeding are ... 

Central Cooperative Association. 

Farmers Union Live Stock Com
mission. 

Farmers Union Live Stock C0111-
mission. 

Fanners Union Live Stock Com
mission. 

Farmers Union Live Stook Com
mission. 

Producers Commission Assooia,.
tion of Columbus, Cleveland, 
Pittsburgh, and Buffalo. 

Producers Commission Associa
tion of Indianapolis. 

Territory served 

Corn Belt State. of Iowa, nlinois, 
Indiana, Ohio, Missouri, eastern 
KansM, eastern N ebrasko., east
ern South Dakota, Kentucky, 
southern Minnesota, Wisoonsin, 
and Michigan. 

Minnesota, South Dakota, North 
Dakota, and Wi •• onsin feeding 
districts. . 

Eastern N ebraaka., western Iowa 
feeding districts tributary to 
Omaha. 

Missouri, Kansas, and Nebraska. 
feeding areas tributary to St. 
Joseph. 

\C .. tern Nebraska, nortbwestern 
Iowa, and .outheastern South 
Dakota. 

E .. tern South Dakota, western 
Minnesota, northwestern Iowa. 

.Ohio, western Perwsylvania, west:
ern Now York, and W •• t VI ... 
ginia. 

Indiana and IlItnoi •. 

I Thl, credU cot'J)Ol'8t1on WiiI Om el!ltabllsbed in 11):14 and reorganized in 1000 8JI the Productl'sl..lveiltock Credit Corporation 01 St.. Low. 

i 
e 
~ 

~ 
51 
~ 

I 
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In 1935 eight credit corporations owned by midwestern and ea.stern 
livestock marketing associations were in operation. The names, 
location, date of organization, and territory served by these eight 
corporations are shown in table 24. 

These eight credit associations reported on December 31, 1935, a 
total paid-in capital of $717,400. Loans, including renewals for the 
year 1935, totaled $6,878,637, while total loans made from date of 
organization through 1935 were $26,931,867. 

Operating Methods oj Livestock Credit Corporations 

The operating methods employed by most of the liv.estock credit 
corporations are similar so that the description which folloWil applies, 
in a general way. to all of them. 

Type8 oj loaM.-Loans are made on cattle and sheep for grazing 
and feeding purposes. 

Applications jor loaM.-The prospective borrower makes applica
tion for a loan, furnishes a financial statement, and the corporation, 
after an examination of his collateral, determines whether credit will 
be granted and for what amount. 

M:durity.-The period for which these loans are made depends 
mostly upon the need and purpose. All loans are limited to 12 
months, but may be extended upon examination and reinspection at 
maturity, provided the collateral is sufficient to warrant their exten
sion, and all other conditions surrounding the loans are satisfactory. 

Secwity.-A chattel mortgage is taken upon the borrower'slivestock 
and feed, so as to insure the corporation against loss. Mortgages also 
include increa.se as well as wool and mohair on sheep and goats. 

R.discoums will!. Federal intermediate credit bank8.-Practically all 
loans are offered for discount to the Federal intermediate credit bank 
serving the district in which the credit corporation is located. The 
amount of paper which a Federal intermediate credit bank will carry 
under the indorsement of a credit corporation depends upon a number 
of factors, including the amount of the corporation's unimpaired capi
tal, the manner in which such capital is invested, the amount of good 
additional collateral pledged with the bank, the character of the CO"" 

poration's management and its operating policies. The ratio of 
discounts to paid-in capital usually ranges between 3 to 1 and 8 to 1. 
Under the law governing the credit banks no paper may be discounted 
for, and no loans may be made to, any agricultural credit corporation 
if the resulting total liabilities of such corporation will exceed 10 
times its paid-in and unimpaired capital and surplus. These credit 
corporations have invested most of their capital in United States 
Government obligations or other liquid securities, which have been 
deposited with the Federal intermediate credit banks as additional 
collateral. 
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Rate of interut.-The interest rate charged the borrower by the 
corporation on P&per rediscounted with any Federal intermediate 
credit ba.nk is limited by regu.la.tions of the F&rDl Credit Adminjstra.
tion to a maximum of 3 percent per annum over the prevailing loon 
&Ild discount rate of the Federal intermediate credit ba.nk. Interest 
mtes VIllY from time to time, depending upon the mtes at which the 
intermediate credit ba.nk sells its debentures to the investing public. 

Other Types oj Credit Service by Cooperatives 

In addition to the credit available through the credit corporations 
for grazing &Ild feeding purposes, several of the cooperative marketing 
associstions have funds available to make the followiug types of lo&ns: 

1. Part p&yment advances on stocker and feeder cattle or sheep 
which are purchased for future delivery. 

2. Freight advances: 
(a) Advances for payment of freight on the movement of 

livestock under "breeder-feeder" contracts. Such a 
system greatly faciIit&tes the handling of a large volume 
of lambs and cattle during seasons when the ''breeder
feeder" contract type of operation is used. 

CD) Advances for payment of freight on norm&! movement of 
livestock from range to pasture areas, such as the 
mo ... ement of Texasgr&SS cattle to the Flint Hills pasture 
section of Kansas or the Osage country of Okl&homa. 

3. Ad..-ances for the purch&Se of stocker and feeder animals. In 
this case the &SSOCis tion purchases stocker and feeder cattle 
and sheep from the grower. Usu&lly, the association en
deavors to secure orders from its patrons for certAin classes 
and grades of fOOder stock in carload lots, prior to the time the 
purch&SeS are made. Where this is not done, the eoopemtive 
is placed in a speculative position. 

In buying livestock direct from the range, however, it is frequently 
impossible to sortout a part of the grower's herd as he wishes to sell the 
entire crop of cattle or lambs at one transaction. For that reason it is 
necessary for the purchasing agency to be in a position to buy the 
livestoek and sort them into uniform lots, according to various feeder 
or packer requirements. Such a practice is followed by sever&! of the 
Com Belt associations in filling orders for their members and patrons 
during periods when feeder stock of the right kinds is difficult to 
obtain. 

Effect of Credit Service Upon Volume 

With few exceptions, cooperative livestock marketing associations 
feel that credit service is one of their most v&luable assets in maintain
~ volume of businl'SS. Some western range &SSOCistions estimated 
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that fully 25 to 30 percent of their business was directly or indirectly 
obtained through their loan service, while several Com Belt IISSOcia
tions estimated it was responsible for 10 to 15 percent of their volume. 
It is a. well-known fact that some of the strongest and best-known 
private commission companies have been those which were able to 
supply credit facilities to their range and feeding patrons, and it is 
evident that cooperative marketing of livestock in the westem range 
States made slow progress until cooperatives furnished 0. credit service 
in conjunction with their marketing operations. 

Sound Policies Protect Both Lender and Borrower 
These credit corporations operated during one of the most trying 

periods in livestock financing history, from 1929 to 1934. Average 
values of cattle on farms and ranches in 11 western States declined 
from $53.72 per head in 1930 to $17.30 per head in 1934. Sheep 
values dropped from $9.13 to $4.01 per head during the same period.' 
In addition to this drastic shrinkage in livestock values, severe droughts 
occurred throughout most of this territory from 1931 to 1934. 

While the operation of cooperative credit corporations, on the 
whole, has been successful, it should be recognized that during periods 
of relatively high livestock prices there is always a danger of lending 
too liberally. One has only to look back over the years,and note the 
failures of scores of private banks and loan companies, to be convinced 
of this fact. For that reason, it behooves the management of all 
cooperative lending institutions to appraise their loans carefully and, 
during periods of high prices, to influence their borrowers to reduce 
their obligations as much as possible through liquidation. By fol
lowing such a. program the corporation protects its own interests as 
well as those of its borrowers by maintaining both in a. sound position. 
Likewise, during periods of unduly depressed values, credit corpora
tions can be of great service in extending loans on a. reasonable basis 
rather than forcing liquidation on already demoralized markets. 

CREDIT FACILITIES EsTABLISHED BY THE FEDERAL GoVERNMENT 

Because of the e>.-treme ehortage of livestock credit in 1931 and 1932, 
the Federal Government came to the aid of banks and stockmen in 
much of the range territory. This was done through the establish
ment of regional agricultural credit corporations by the Reconstruc
tion Finance Corporation in 1932. These corporations were placed 
under the direction of the Farm Credit Administration in May 1933. 
They were entirely Government owned and operated, made direct 
loans to farmers and stockmen, and helped to save many operators 
from bankruptcy. Many of these loans were later rediscounted with 
the Federal intermediate credit banks • 

• l'ompUod from nauros w u, s.. lRparUueDt Of A.crlcalture Y tlU'books, 1m and 19M. 
':S2SS"-36---4:J, 
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These corporations, however, were established only to meet the 
existing emergency. Following the passage of the Farm Credit Act 
of 1933 (48 Stat. 257), a new and more permanent system of coop
erative production and marketing credit was established. 

By Executive order of the President, effective May 27, 1933, the 
Farm Credit Administration was created, in which were combined 
the various existing Federal agencies dealing with the credit needs of 
agriculture. Of these activities, two were a.lready firmly established, 
the Federal land banks and the Federal intermediate credit banks. 
The Farm Credit Act of 1933 provi,ded for the establishment of banks 
for cooperatives and for production credit corporations and associa
tions, to round out the type of permanent financial facilities avail-
able through the Farm Credit Administration. _ 

Federal land banks make long-time loans upon first mortgages on 
farm and ranch lands. 

Banks for cooperatives make loans to farmers' cooperative market
ing, purchasing, and farm business service associations as follows: 

1. Operating loons (other than on the security of commodities) are 
made to provide working capital or revolving funds to finance 
current operations or to pay expenses pending collection from 
sales or receipt of a commodity loan. They may be used to 
promote "effective merchandising of agricultural commodities 
and food products thereof" or they may be used for any other 
proper operating purpose. 

2. Facility loans are available for the purposes of buying, building, 
or leasing physical property required by cooperatives for the 
operation of their business or for the purpose of refinancing 
the cost of buying, leasing, or building the facilities. 

3. Oommodity loans are made available to cooperative associations 
for the purpose of enabling them to make advances to their 
grower-members on commodities delivered to the associations 
and to pay the costs of marketing such commodities. Loans 
to cooperative purchasing associations are made principally 
for the purpose of assisting them in carrying their necessary 
inventories. 

Federal- intermediate credit banks discount paper for financing 
institutions, such as production credit associations, banks, livestock 
loan companies, and agricultural credit corporations, which make 
loans for agricultural and livestock production. They are authorized, 
also, to make loans to cooperative associations composed of persons 
engaged in producing agricultural commodities. Such loans, ordina
rily, are secured by warehouse receipts or shipping documents cover
ing commodities delivered to the associations by their members, 
although other collateral may be accepted when approved by the 
Governor of the Farm Credit Administration. Since the passage of 
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the JOann Credit Act of 1935, loans of the character formerly made to 
cooperative associations by !.he Federal intermediate credit banks are 
made largely by the banks for cooperatives. They are not au!.hol'ized 
to make loans to individual farmers or stockmen. 

Production credit corporations assist in the organization of local 
production credit associations, provide part of the initial capital of 
these local associations and supervise their operations. These local 
associations provide short-term credit to farmers and stockmen for all 
general agricultural purposes. 

Production Cumt Associations 

Production credit associations in the ... estern range territory may 
be grouped generally in two classes, namely, State-wide or regional 
associations engaged in making only large-scale livestock loans, and 
smaller local associations, 'Which handJe all types of production loans, 
including smaller livestock loans. 

Figure 21 shows the location of the 555 production credit ass0cia,
tions operating in the Lnited States in 1935. Of this number, 178 
were located in the 11 western States. 

, , 
I -.' , \,r--, 

FIGURE 27.-PaOOUCrtON CREna ~nONS 
There were 555 local aDd lqioaal produclioD cr<dit aaocia1iom in Ibe UDi1l:d 

States in 193:') 178 01 which werelocaecd in 171l1'1CS1ttO Slates. Tbcseassociatioos,. 
CGmpoood cll1onn<rs aDd ... ncb ........ make Ioaas b the producti_ cl aopoaDd 
li_ock aDd far _ gmcraI qricultural _ 

Each local production credit association is a cooperative organiza
tion of farmer-borrowers, established for the purpose of making 
available seasonal and short-term credit to fartnenl and stockmen for 
all general agricultural purposes. 
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Initial capitalizatWn.-The initial paid-in capital of each local asso
ciation 'Was provided by .. production credit corporation, 1 of 'Which 
is located in each of the 12 farm credit districts.. The production 
credit corporations 'Were established and their original capital supplied 
by the Farm Credit Administration. Only class A stock of .. local 
production credit association may be purchasd by .. production 
credit corporation. This stock is nonvoting and is preferred as to 
assets in ease of liquidation, but not as to dividends. The farmer
borrower is required to own, at the time of borrowing, class B st{)Ck 
of the association on the basis of $5 worth of stock for e ... ery $100, or 
fraction thereof, of the amount he borrows. This entitles him to one 
vote in the management of the association's affairs, including the 
election of directors. 

Smuu of loan Junds.-Eaeh production credit ·association obtains 
its loan funds largely by rediscounting borrowers' notes with the Fed
eral intermediate credit bank of the district. Practically all of tbe 
capital of these associations is invested in L'nited States Government 
obligations or other prime securities, the greater part of which is 
pledged with tbe Federal intermediate credit banks as additional 
security for paper discounted by the banks for the associations. 

&curity.-Loans made are offered for rediscount only to the Federal 
intermediate credit bank in the district. Primary security consists 
of first liens on livestock, crops, and other personal property. Loans 
also may be made on the security of negotiable warehouse receipts 
covering farm products in storage. 

Matmty.-Loans are made for periods ordinarily not exceeding 12 
months, but with certain types of loans, such as production loans on 
livestock, a renewal of the unpaid balance may be made for a further 
period if the security and other conditions surrounding the loan 
remain satisfactory. 
I~J<t rotu.-Rates of interest charged borrowers vary with the 

discount rate of the Federal intermediate credit bank. l:'nder exist
ing regulations the rate charged the borrower may not be more than 
3 percent above that charged the production credit association by 
the bank. 

RELATIONSHIP OF CooPERATIVE CREDIT TO CooPERATIVE 

MARKETING 

Each of the abov&-described sources of cooperative credit, whether 
furnished directly by the stockman's own marketing association, 
through .. credit corporation controlled by the association, or through 
his local production credit association, offers several advantages to 
the Btockman or farmer. For example, loans may be arranged on a 
basis better adapted to the borrower's requirements, and th3 general 
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attitude of these lending agencies is favorable to cooperative develop
ment. Such a credit system is a distinct aid to cooperative marketing. 

Not only can marketing associations benefit from cooperation with 
production credit associations but, at the same time, these marketing 
agencies can be of real assistance to the local credit associations. 
Many of the Corn Belt and western marketing associations work 
closely with local production credit associations in providing a pur
chasing service of feeder cattle and lambs for the borrowers, as well 
as reliable marketing outlets for both their thin and :finished stock. 
The production credit association beuefits by having its borrowers 
served efficiently and economically and also is protected in knowing 
that when the livestock is sold, the proceeds will be applied on the 
loans through the cooperative. 

Furthermore, a cooperative marketing association is usually in a 
position to supply a local production credit association with reliable 
information as to market trends and values. The two organizations 
working together should be in a position to help stabilize the livestock 
industry through an intelligent financing and orderly marketing 
program. 

MIDWESTERN COOPERATIVES HANDLING 
RANGE LIVESTOCK 

T HOUSANDS of head of cattle and sheep from the western range 
States are marketed at Missouri River and midwestern markets 

as far east as Chicago. In fact, for years these points have been 
considered the logical outlets for much of the range livestock. Re
cently, however, an increasing volume of feeder lambs and cattle 
has heen marketed direct from the ranch to feed lot, and buying of 
fat stock by packers has also increased materially! Nevertheless, 
these midwestern market centers are still of importance in the market
ing of range livestock as indicated by tables 25 and 26 and by figures 
28 and 29, which show the volume of sheep and cattle shipments from 
17 VI' estern States received at each of the principal livestock markets 
for the years 1930 to 1933. 

The results of a study of 19 terminal cooperative agencies operating 
on 9 midwestern markets and of 1 direct marketing agency, operating 
la.rgely a feeder cattle and lamb purchasing service in the Corn Belt, 
are included in this bulletin. 

·L1~eooperaU",lDlDdiaDauutOhioba"''''~&DlJ:Hl'-..dvolWD&oltaUl&amllambs 
dJ:ect trom. 'II1!ISC81l n.oce v.s m neeDl ,..,.. 



TABLE 25.-CATTLE AND CALVES FROM 17 WESTERN STATES RECEIVED AT PRINCIPAL MARKETS, 1930-1933 

1930 193J 1932 1933 

Market - i 

Nurober Percentage Number Percentage Number Percentage Number Percentage 
of total of total of total· of total 

Utad PtrClrU I1ead Ptlrctm Uead PtrCflm IIt1Jd PtrCtflI l(anaasCity __________________ 1,894, 100 21. 25 1,712,897 20. 45 1,589,082 22.38 1,427,661 19.43 
Omaha •••• __________________ 1,338, 188 15.01 1,421,216 16.96 1,167,885 16.45 1,209,507 16.46 
Fort Worth ____ . .~- -- 948, 761 10.64 738,370 8. 81 643,733 9.06 618, 162 8. 41 
])enver~_~~~_~ ______ ~_~~_~ __ ~ 591, 612 6. 64 503,657 6.01 424,242 5.97 417,924 5. 69 
Sioux City __ __ _ __ _ _ __ - . 543, 271 6.09 538,339 6.43 320, 584 4. 51 510,212 6.94 
St. Joseph ____ • ______________ 382,806 4.29 330,879 3. 95 257,628 3.63 274,057 3. 73 
St. Paul ... _________ 

-" 380,615 4. 27 399,974 4. 11 281,037 3. 96 348,835 4. 75 
Oklahoma City _" _ _ __ _ __ _ _ __ 351,484 4. 01 280, 257 3.3.; 289, 130 4. 07 319,282 4. 35 
Wichita .. _.. ____ . ~ ". .. 354,820 3. 98 801,479 3. 60 249, 722 3.52 256,514 3. 49 
Chicago. __________________ 321,971 3.61 463,732 5. 54 284,354 4. 00 360,454 4. 91 
Los Angel .... _.. . . _ __ ___ '275,623 3.09 315, 524 3. 77 300, 167 4. 23 297,290 4. 05 
St. Louis ..... _______________ 263, 705 2.96 291,577 3. 48 180, 144 2.64 124,739 1. 70 
Portland_ .. __________________ 129,253 1. 45 126,440 1. 51 107,960 1.52 111,440 1.52 
Ogden ___ _ ~_~_~~M_~ __ ~_~ 118,056 1. 32 104,692 1.25 75,950 1.07 96,572 1.31 
Ban Francisco ________________ 99,049 1.11 91,051 1. 09 77,501 1. 09 90,601 1. 23 
Sioux FaDs_. __ , __ -- - - 72,692 .82 112,707 1. 35 67,663 .95 116,625 1. 59 
Salt Lake City ____________ .• 66,332 .74 59,586 .71 52,851 .74 66,167 .9Q 
New Orleans. ____ • ______ ., . 36,370 .41 10,361 .12 57,229 .81 51,698 .70 
Spokane .. _ 

--~~--~----.-- 29,557 .33 45, 185 .54 37,467 .53 57,635 .78 
Seattle ..... __ __" ___________ 28,572 .32 34,618 _ 41 33,472 .47 32,210 .44 
Other markets,., ____ , _______ • 681, 309 • 7.66 495,427 5. 90 603,624 8. 50 559,045 7.62 

Total to stockyard. __ • __ 8,914,106 100.00 8,377,968 100.00 7, 101, 431 100.00 7,346.630 100.00 

Complied from data. obtained from U. e. Department of Agriculture. Bureau of AgrIcultural Economics. 

~ 
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TABU 26.-8HEEP AND LAMSS FROM 17 WI!STERN STATES RECEIVED AT PRINCIPAL MARKETS, 1930-1933 
--

1930 1931 1932 1933 

Market Number !Percentagc Number Percentage Number Percenta.ge Number Percentage 
of total of total of total of total 8 

o 
- ----

H,,,,, Ptfti!1lt Htlld Ptrant Ned Ptrctnl. IItad Pm:m' Omaha ______________________ 3,250,621 19.62 3,335,248 17.47 2,234,241 13.61 2,002,3.;7 12.8 
Denver ~ ~ ~ . ~ ~ ~ _ ~ 

.~~--~-~-
2,059,372 12. 43 2,476,599 12.98 2,833,821 17.26 2,893,612 1& 5 Ogden ____________________ ._ 1,958,680 11.82 2,468,491 12. 93 2,039,266 12. 42 2,055, 113 13. 1 I 

Kan .... City __ .. ___________ ._ 1,806,486 10.90 2,055,824 10. 77 1,640,343 9.99 1,476,705 9. 4 Chicago _____ .. _____________ 1,661,273 10.03 2,005,967 10.51 1,382,261 8. 42 1,459,326 9.3 St. Joseph ______________ ... _ 1,245,728 7.52 1,166,440 6. II 1,011, 164 6.16 900,886 5.7 
8ioulCCity ___ .. __ .... __ - 932,848 5. 63 997,908 5.23 562,084 a 42 602, 173 3.8 St_ PauL _________ .. ______ 923,249 5.57 I, 148,622 6.02 1,003,671 6.11 1,008,834 6.4 

8 I 7 
Salt Lake City ___________ -- 585, 179 3. 53 664, 158 3. 48 528,699 3.22 533,689 3.4 III 
FortWorth ___ ._ • _________ 425, 169 2. 57 845, 114 4. 43 1,103,573 6.72 690,869 4.4 
San FrBDciIJco .. ~ . . ~. . . _ . 298,909 1.80 369,288 1.93 331,784 2. 02 292,992 1.8 
Lo. Angelee __ . . ... __ .. 

" --. 181,205 1.09 232,453 1. 22 195,831 1.19 139,445 .8 
Portland ____ .. ____ .. __ .. 177,299 1. 07 236,454 1.24 205,570 1. 25 188,210 1.2 
fit. Louls ____ . ~. . . 134,533 .81 172,220 .90 173,014 1.05 177,653 1. I 

!il 
E 
~ 

Wichita ____ .... _ .......... 111, 180 .67 103,721 .54 118,375 .72 149,061 . 9 
Seattle ____ ...... ___ .. 53, 968 .33 58,874 .31 50,777 .31 61,463 .3 
Oklahoma City ________ .... 50,021 .30 88,426 .46 166,054 I. 01 98,051 .6 
Spokane _ _ __ .. ~.~~--~.- - 29, 132 .18 77,641 .41 46,495 .28 70,213 .4 
Sioux Fall. __ .. _ ... ~ ~ ~ . 6, 179 .04 22,921 .12 24, 186 .16 57,020 .3 
Other markels _______ ... ___ .. 679,576 4. 09 560,321 2.94 770,745 4. 69 730,547 4. 7( I - -Total to .tockyardo ___ . 16,570,607 100.00 19,086,690 100.00 16,421,954 100. 00 15,588,219 100.00 

-----------------

Compiled lrom data obtained from U. 8. Department or Armculture, Bureau 0' ArrlcuJturaJ RoooomJCII. ~ 
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Since most of these midwestern cooperatives have been operating 
continuously from 10 to 15 years, and since considerable published 
information on their history and development is available, this study 
has been restricted laxgely to their operations in the handling of range 
livestock, their methods of carrying on field work, their costs of 
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FIGURE 28.-CATrI.E ANn CALF RECEIPTS AT 10 I'P.INCIPAL 
MARKETS FROM 17 WESTERN RANGE STATES, 1930-1933. 

Because of their location adj~ent to the eastern edge of the range producing 
territory, such markets as Kansas City, Omaha, and Fort Worth receive the 
highcot per<:entage of this volume. 
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operation, and their working relationship with other cooperatives 
operating in the range territory. 10 
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Fromu; 29.-SHEEP AND LAMB RECEIPTS AT 10 PRINCIPAL MARKETS 

FROM 17 WESTERN RANGE STATES, 1930-1933. 
Omaha. Denver, and Ogden were the leading sheep markets during this period, 

the two latter showing marked increases in percentages of total rtteipt3. 
It should be pointed OU~ ho~, that a sizable portion of the recelpts 
of these two western markets is not sold locally but moves Oil to macketl 
farther east. 

"SlIt Randell. C. Q. OOOl'UAnn 1I ... 1l1tS1'UfG or UVU!'OCC 1M TO tnrnJU) s'u,ra BT 'r&lUIDf~ 
..acu'ftOBa. U. 8. ~. Alt. '1'ecb. Bull. 67. 111 pp.. Ulm. 1&.1Id Now.. K. 0., and KDapp.l. G. 
"a. coon&4uv. 1lAUDn«t OJ'loIVSlft'OCL _ pp..11lus. lila (BrooId.op last.. Eam. Pub.) 
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FIELD METHODS USED IN RANGE TERRITORY BY 'MIDWESTERN 

COOPERATIVES 

Cooperative associations reported various methods of carrying on 
field activities in the range territory, of which the most important 
were: 

(1) Individual solicitation by regularly employed field repre
sentatives and salesmen; (2) cooperative field service arrangements 
between midwestern associations and range associations, under terms 
of which the range associations perform field service for the mid
western agency in the range territory; and (3) ownership of western 
range cooperatives by midwestern cooperatives. 

Opinions differ as to the best method of carrying on field work in 
the western territory, but the practice followed by several of the 
associations at such markets as Chicago, Kansas City, St. Louis, St. 
Joseph, and Sioux City, of paying a field service fee for each carload 
of livestock originating in territory served by each western range 
cooperative, appears to produce satisfactory results. Under this 
type of operation the western association is able to develop an active 
field service department, which is on the ground all the year round, 
endeavoring to originate business, not only for itself but also for 
midwestern agencies. 

It is believed that the local range association operating much 
closer to its home base and knowing where the livestock is located, 
is able to create this business at much less cost than an association 
several hundred miles distant. One weakness of such a system, 
however, lies in the fact that the ranchman may desire the expert 
opinion of a man from a certain midwestern market to inspect and 
appraise his stock before shipment. Some Corn Belt associations, to 
offset this, send their salesmen out into the range territory prior to 
or during the heavy movement of livestock and this salesman or 
representative works with the local association's fieldman. 

The Farmers Union Live Stock Commjssion Co. at Omaha, coop
erating with the Farmers Union Livestock Commi&<;ion Co. at 
Denver, owns jointly the Farmers Union Livestock Commjssion at 
Ogden, Utah, and pays part of the cost of field service in that 
territory. 

The Central Commission Association of St. Paul has followed the 
practice of maintaining several field representatives in the western 
range territory during the marketing season, for the purpose of 
soliciting business. 

OBTAINING AND FILLING ORDERS FOR FEEDER STOCK 

Various methods are used by cooperative associations in the 
Middle West, in developing their feeder purchasing business. Before 
the opening of the feeder season in the fall, several of these associa-
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tions hold educ!'tional meetings throughout the ne&rby heavy feeding 
districts. 

At these meetings farmers are furnished with the latest and most 
reliable information as to the statistical position of each branch of 
the livestock industry, the estimated supply of feeder stock, con
dition of the fat-stock m&rket, prospective feed supplies, cost of 
feed, current prices of feeder cattle and lambs, and prospective 
m&rket for finished stock for several months in advance. 

The association also endeavors to assist the feeder in determining 
the kind and number of livestock to purchase, taking into considera.
tion the type and quantity of feed he has available, and assists him 
in working out his particular feeding problem. At these meetings, 
or following them, the prospective feeder patrons furnish the associa.
tions with orders as to the kind and number of stock they desire to 
purchase and also stipulate approximately the price they wish to pay. 

Usually, in addition to the associations' representatives, someone 
from the agricultural extension dep&rtment of one of the agricultural 
colleges is present to explain the most practical methods of feeding 
different kinds and weights of livestock, taking into consideration 
local conditions. Also, a representative of a local production-credit 
association in the territory, or of the cooperative's own credit cor
poration, outlines its methods of financing feeding operations. 

Cooperative associations which have held these educational feeder 
meetings find them beneficial, both from the standpoint of rendering 
service to the feeder-patron and from the standpoint of increasing 
feeder business. Other methods used in promoting feeder business 

FIGURa 30.-FEEDER, Au.ay OF A CooPERATIVI< eo .... lSSlON 
AssOCIATION AT SOUTII ST. PAUL, MINN •• 

During the fall rull of ca.tle £rom the West, Corn Belt buyers ftock to midwestern 
central marltctl to purch.ue fec:den. 
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include the radio, special feeder market letters, persQnal solicitation 
by local representatives, and newspaper advertising. 

The methods used chiefly by cooperatives in purchasing feeder 
stock for their patrons include the following: 

1. Purcluues oj Jeeder8 on terminal markets.-The oldest and still 
the most common means of obtaining feeder stock is by purchase 
from central or terminal stockyard markets (fig. 30). Under this 
plan the association obtains an order from a feeder and endeavors to 
purchase the kind and weight of stock desired, at about the price 
which the feeder desires to pay. Sometimes the feeder is present at 
the time the stock is purchased; sometimes orders are filed with the 
association several days or weeks in advance, with the idea of pur
chasing stock when the kind desired arrives and ean. be bought at a 
reasonable price. On most markets feeder cattle and lambs are pur
cha.sed from specialized feeder traders, although some of the larger 
cooperatives deal directly with the feeder-purchaser and the grower. 

2. Oountry direct optralions.-In recent years an increasing number 
of Corn Belt feeders have been buying their feeder cattle and lambs 
direct from the range. Rather than go to the expense of doing the 
work individually, however, many feeders have found it more prac
tical to place their orders with their cooperative. In this case the 
Com Belt association either sends its own buyer into the range 
country and buys direct from the individual ranchman or deals 
directly through the cooperative marketing association serving that 
territorY. Such a practice is being followed commonly by several 
cooperative agencies in the Middle West and East. Under this 

FIGURE 31.-50RTINO LAMBS AT FEEDINO-IN-TRANSIT STATIONS IN 
lLUNOIS ON THEIR WAY TO MARKET. 

Near the principal midwestern livestock markets large feeding stations are main
tained 10 as to enable ranchmen to sort their fat and feeder lambt and move 
them into the markets and on to feeders in an orderly manner. 
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system feeder cattle or lambs are sorted either at western loading 
points or at some feed yard en route (fig. 31) by a representative of 
the association and are shipped direct to the feeder's unloading 
station. 

FIGURE 32.-GENERAL VIEW OF THE YARDS OPERATED BY THE IOWA 
LIVESTOCK MARKETING CoRPORATION, OF DES MOINES, IOWA. 

A large volume of western feeder cattle and lambs is sold each year through these 
yards to Corn Belt fceder.o. 

3. Auction or jeed-yard sale methods.-Some Corn Belt associations 
purchase outright, feeder cattle and lambs direct from the range and 
assemble them at centrally located feed yards or concentration 
points. Farmers are notified prior to the arrival of this stock, and 
efforts are made to obtain as many orders as possible. This plan 
is being followed by the Iowa Livestock Marketing Corporation, at 
Des Moines (fig. 32); by the Central Cooperative Association, of 
South St. Paul, at a branch feeder market at St. James, Minn.; and 
by several of the cooperatives in Ohio. The Producers Commission 
Association, of Columbus, Ohio, uses the public-auction system in 
addition to private sales. 

The direct-purchase or auction system appeals to many feeders 
who desire to inspect, personally, thl" livestock which they buy. 
However, such a system has a tendency to place the cooperatives in 
a speculative position whicb is far from desirable. To offset this 
and to protect the association against undue risk, bona-fide orders 
with a reasonable down payment should be obtained from the feeder 
before any large lot of feeder stock is purchased. On steady or 
rising markets this outright-purchase system hy the cooperative works 
satisfactorily, but on falling markets it can easily cause heavy losses 
to the association unless sufficient orders with accompanying deposits 
are obtained in advance. 

4. Oombination direct and terminal seroice.-During the 1935 
season a start was made by the Chicago Producers Commission 
Association at Chicago and the Producers Commission Association, 
Kansas City, in the development of a combination plan, whereby 
feeder livestock might be purchased either at terminal markets or 
direct from the range. A joint feeder-buying department was set 
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up by these two associations, with buying offices at Chicago and 
Kansas City. 

This department received, regularly, information as to supplies, 
kinds, weights, and prices of feeder cattle and calves, both from the 
range and from several of the principal Missouri River and western 
markets. With this information at band, the purchasing department 
was in a position to fill to best adv~tage the orders for feeder stock 
received. In some instances orders were filled from the terminal 
market at Chicago or Kansas City, while in others a better purchase 
was made at the Denver or Fort Worth market, or direct from the 
range in Texas, Colorado, Nebraska, or Nl.'w Mexico. 

Whenever possible, these orders were filled through cooperatives 
on other markets or through one of the range territory marketing 
associations, direct from the country. However, the buying depart
ment was not limited to trade with these associations, but could also 
buy direct from individual ronchmen or from other marketing ass0-

ciations. At times the buyer for the purchasing department went 
to the range territory and bought stock direct. 

In addition to this elastic policy with regard to the source of the 
stock purchased, the associations, according to their published state
ments, gave patrons the option of the following types of service: 

1. Cattle purchased either on the market or on the range were 
insured for 100 percent of their value against loss in shipment and 
for 50 percent of any loss from any cause for a period of 20 days after 
they were received. All cattle were also doubly vaccinated. The 
total charge for such purchasing service ranged from 20 to 25 cents 
per 100 pounds, depending upon the weight of the cattle or calves. 
This service charge included all buying commissions. 

2. Where the purchaser did not desire this full service he could pay 
a commission of 10 cents per 100 pounds, or if he stipulated that he 
desired to have his order filled at the Chicago or on the Kansas City 
market he paid the regular buying commission at those markets. 

Under this plan the feeder department was in a position to select the 
most opportune markets or areas in which to buy certain classes of feeder 
stock and could order from one point or another, to the advantage of 
the purchaser. This plan also helped to increase business for some 
of the western agencies which were far away from the Com Belt and 
could not, without a great deal of expense, build up an order business. 

The joint feeder-buying department assumed responsibility for 
the sa.tisfa.ctory filling of these orders, according to specifications. 
In order to do this most of the stock was routed through feed ya.rds 
adjacent to some terminal market and, at these ya.rds, was sorted to 
suit the orders. Any inferior stock was then moved into the market 
and sold. This system eliminated much of the former trouble with 
uneven weights and grades of stock shipped direct from the range. 
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FroblnTIS in Filling Orders Jor Feedn Stock 

Agencies which carry on an extensive feeder-buying business are 
confronted with several problems, among which are: (1) High turn
over in patrons; (2) losses because of adjustments on account of 
unsatisfactory filling of orders, freight, and feed costs; (3) excessive 
telephone and telegraph expenses; and (4) failure to use standard 
unifonn grades. 

AD cooperative associations, as well as private commjssion agencies, 
are confronted with the problem of satisfying their patrons. At 
times, on rapidly fluctuating and especially on falling markets, there 
is a tendency for the producer to become dissatisfied with the sale 
or purchase of livestock. This is especially true where feeder cattle 
or lambs are purchased direct from the range. For that reason the 
management of a cooperative should give careful study to the extent 
of its tum..over in patrons so as to determine, if possible, the eauses of 
dissatisfaction. Tum..ovt'r in patrons indicates the percentage of 
total eustomers of the association who fail to transact business with 
the as.ociation during subsequent years. Tbe ratio can he expressed 
in percentages and compared 1 year with another. Tbe resulte of a 

TABU! 27.-TURN-oVEJl OF STOCKER AND FEEDER Pt ... CHASERS OF LIvE
STOCIt FROM A CooPERATIVE MARKETING AswcIATION FOR THE PERIOD 

1930--1933, SHOWING NU><BEIl AND PERCENTAGE OP TOTAL FOIl 4-YEAIl 
PERIoD 

I Cattle and ea!v'"'l Sheep Total 

\" ears ill w-hich pur~ 
! I i 

Pur Petcen~ P-~ 
Pur- I P;"'j rhaaee wee made 1.-.;. -::t:f Pur- _of ebaoers total chaaem, total 

N_ I -- lV_ -- N._ -1933 (only) __ ...... __ : 417 III OS :;8 33. 33 475 20. 13 
1932, 1933 ___________ lIS 5.25 -------~ _._----- llS 4.87 
1932 (onI~·)---- ______ 421 III 34 30 17.34 451 III 09 
1931,1932, 1933 ______ 45 2.06 -------- -------- 45 L90 
1931,1932 ___________ 57 2. 61 -------- -------- 57 2.42 
1931 (onIy) __________ 338 15. « 25 14. 37 363 15. 37 
11131,1933 ______ . ____ 28 L28 2 L 15 30 1_ 28 
1930.1931.1932 ______ 31 L42 I _ 57 32 L35 
1930. 1931. 1932, 1933_ M L55 1 _ 57 35 1.48 
1930. 1931, 1933 ______ 34 L 10 2 L 15 26 L 10 
1930.1931._ ... ______ 77 3.52 3 L 73 80 3.38 
1930.1932 _____ . _____ 41 L87 3 L73 « L86 
1930. 1932, 1~ ______ 22 L02 1 .57 28 _ <Tl 
1930 (onIy) __________ 502 22.94 48 37.59 550 23.28 1930. 1933 __________ 

36 L65 -------- -------- 36 L52 , 
To..u... ________ 1 2, ISS I 100. 00 Inl 100. 00 I 2, 362 I 100. 00 , 
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study of the tum-over of f~er purchasers of one c';"perative live
stock eommmon association for a. 4-year period are shown in table 
27 and fi"aure 33. 

FIGL"Jl£ 33.-Xt:"BER OF PL"RCH.'\SERS BL"YIXG STOCKER. A.," FEEDER 
CATTl..E FROM A CooPERATIVE eo"""""Ol< AssociAnoN IN YEARS 
hDlCATED. 

"The tunJ-ovor in SIodtcr aad feeder purcbaoon is .datiYeIy bigb. 

Beea.use of the high tmn-over of patrons, it is essential that the 
eooperati<·e associations make constant. efforts to impro.-e their 
method of filling ordelS byalJ'eful selection and by keeping the pros
peeti.-e purehaser closely infonned as to the character of market 
supplies and values. It should be understood, ho..-ever, thet a ron
siderable part of the tum-over from year to year may be &«OUuted 
for by the fact. that some patrons do not f~ stock e ... ery year; others 
may purchase their stock at different markets or direct from the 
country, and still others may discontinue feeding operation .. or move 
out of the territory. This makes it nee eS5ary for the association 
continually to dewlop new business in order to offsei this certain 
loss of patrons from year to year. 
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Losses from the making of adjustments with purchasers who are 
dissatisfied with the quality, price, or shrink on feeder stock can never 
be entirely eliminated, but they can be kept down by careful filling 
of orders, by obtaining from customers in advance bona-fide orders 
with a reasonable part payment and by prior investigation of the 
purchaser's financial and moral standing. By obtaining a reasonable 
deposit there is less chance for a feeder to back down on his order and 
refuse to accept the stock even though it is up to specifications. This 
refusal to take stock contracted for happens most often when the 
market drops sharply after an order has been placed. 

Cooperatives filling orders direct ftom range to feed lot have had 
the most difficulties along this line. The eastern and Corn Belt 
agendes originating such orders can assist by making sure that the 
prospective customer definitely states the kind, weight, and quality 
of stock he wishes to purchase and the price he desires to pay. The 
agency filling the order, however, can eliminate much of the trouble 
by exercising care to fill orders according to specifications. Where 
that is impossible, the agency should get in touch with the purchaser 
and obtain bis approval of a change in the order. Associations which 
carryon an extensive direct feeder-buying business should include in 
their handling charge 8. margin sufficient to provide a reasonable 
reserve to cover such loss&;. 

In order to reduce the numb"r of complaints on direct shipments, 
some cooperatives have followed the practice of having stock shipped 
from the range territory stop off at an intermediste feeding-in-transit 
point, near a terminal market, where shipments can be sorted carefully 
to suit each order as to weight, quality, and price. "Sort-Gffs" or 
rejected arumals are then sent on into the terminal market for sale. 
By this method, these associations have been ablt' to reduce com
plaints materially. 

Associations handling a large volume of feeder buying necessarily 
are forced to use the long-distance telephone and the telegraph fre
quently. However, this practice can be abused and, unless care is 
exercised, such e>:pense can go far toward offsetting the income from 
the feeder department. Telephone or telegraph costs of obtaining 
and filling orders have been known to run as high as 10 percent of the 
association's income. 

Some of the difficulties and complaints arising from the filling of 
feeder orders !night be reduced if uniform grades of feeder stock were 
generally understood and used by the cooperatives. Considerable 
work has been done along this line but more care in filling orders by 
grade is needed. 



TABLE 2B.-ORIGIN GF LlVESTGCK RECEIPTS OF 13 COOPERATIVE MARKETING AGENCIES OPERATING ON WESTERN AND :12 
MIDWESTERN MARKETS, SHOWN AS A PERCENTAOE OF TOTAL RECEIPTS OF EACH AGENCY, 1934 

Percentage of receipts at various market. originating in indicated Stat •• 

State of origin 
Chi- Fort Den- Kan- Oklo.- Sioux Sioux San St. St. St. 
eago Worth ... homo. Omaha City Fall. Fran- Jo •• ph r~OUi8 Paul ver City City cisco I 

---- ----
AJizona~~~_~~~~~~~~~~~~ __ ~~w~~~. 

~~-~-~ ~~-~ .. -~ ~-.~-~ ~-~--~ ------ -~--~-~ ------ M"~ ___ 4.0 1----- - --- -------California ________________________ .------ ------- 79.0 ------- ------ ------Colorado ________________________ 
2.9 ------- 55.4 6.4 

-~----
1.0 1------ ------ ------ 2. 7 ~ --~- --_ .. -Idaho ___________________________ 

.5 -_ .... _-- 22. 5 -- .. -.-. 0.9 1---- -- .2 ------ -----Kall88ll ______________________ , ___ 

.4 0.5 2. 7 34. 2 .----- ------- ------ ------ ----- .. 21.9 0.5 --_._-
~ont8na __ . __________ . __________ 

1. 1 .------ ------ ------ ------ ---~---
.1 ------1------ ------- ------ 6.0 

~ebr .. ka ________________________ 
.5 .------ 4.8 .6 ------ 92.0 13.2 13.7 

~evada _______________________ ------ :------- -~ .. ~-- -----~ ------ .. -~-~-- --~--~ ~-----
10.0 ------- ~~ .. w_~ -~-~~~ 

~.w Mexlco ______ .. _____________ ------- .5 _ 5 ------- -------North Dakota ______________ --_ .. ~ 
~ --.... -------~ --~~- .. -.. ~--- ---~-- --~- .. -~ 1.1 ~- .. --- _ .. _--- ___ M ___ -- -- - 8.0 

0klahoma ______________________ . .3 1.2 
--~---

3.4 99. 2 ------- ------ -----~ ... ~-~-- .6 .9 ------Orego
n 

__________________________ 
.1 ------- 2.2 -.. -.. -- ------ ...... -...... .... -_ ..... -.. -- .... 5.5 ------- M ____ ~ .. _----

South Dakota ________ -------- .2 ----~-~ ------ -----~ ~-----
.5 13.8 68. 0 

~----- ------- ------ 5.0 
Texas ____ . _ .. _ ~ _ ~ _ ~ _ ~ ______ M _ .... _ .. .8 98.3 .1 4.7 .8 ---~-~- ---~-~ ------ 1.6 1.7 .6 ~-~-~~ Utah •• _________________ 

---~-~-- .2 .. ----- 5.6 .5 --~~~~ ---- .. ~ .. .. -.. ~~~ ----:- --~-~- ~----.- -- .. -..... ------VVaohington ______________ • _______ 
3.1 --~---- ------ -~---- ------ --- .. --- ------ ------ ------ ------- ------ ------Wyoming .... __ -------- ... _---- .2 ---~-- 6.3 - -- .. - ~--- .. - I. O· w _____ .. ~ .... -____ M_ ---- .. ' ------ ----~----Total 17 VV .. tern States _ • __ 10.3 100.0 100.0 50.3 100.0 94.5 29. I 68. 0 100.0 40.8 2. 0 19.0 

All other State. ___ .. _____________ 89.7 -.. ---~- --- ::~ -~---- 5.5 70.9 32.0 
---~--

59.2 98. 0 81.0 ---Total. ___________ .. _______ 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
-------- -.-. 

I '['bIB II .. dJrect-uwteting aaeDey Dot OP6t8tinl on a. «Intral market. 

Des 
Moines! 

-~----~ 

-------
1.0 
1.5 
2.0 

------ .. 
10.0 

~~-~--~ 

3.0 

- _ .. ~ --
2.5 
3.0 

---- --
15.7 

__ M ____ 

______ M 

2.'0 

40.7 
59.3 

100.0 
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LIVESTOCK HANDLED BY COOPERATIVES ON 
WESTERN AND MIDWESTERN MARKETS 

ORIGIN OF RECEIPTS OF 13 CooPERATIVES 

I N ORDER to determine the territory served and the importance 
of western business handled by cooperatives operating on western 

and midwestern markets, an analysis of the receipts of 13 l'eprt'sent
alive associations was made as shown in table 28. 

Several of these assoeiations receive practically all of their ship
ments from one State, notable examples being the associations operat
ing at Fort Worth, Oklahoma City, and Omaha, while other associa
tions receive their shipments from a widely diversified area, such as 
the associations located at Chicago, Denver, and Kansas City. 
Reasons for this difference are probably the size and location of the 
market on which the association operates. Certain markets, such 
as Fort Worth and Oklahoma City, draw their supplies largely from 
one State,. while markets such as Chicago, Kansas City, and Denver 
draw from a large territory. The location of a market and its 
importance as a packing and distributing center are important factors 
influencing shipments to that market and to the cooperatives operat
ing there. 

Another reason for the wide variance in origin of shipments shown 
by cooperatives is the difference in methods used in obtaining busi
ness. Some associa.tions concentrate their efforts upon their nearby 
trade territory, while others solicit business from a wider area. Some 
cooperatives, because of their close ti .... up with .. general farm organi
zation, depend largely upon the members of that organization to sup
ply their volume. This limits the territory served to specialized 
farming and feeding sections. Other associations, because of tbeir 
credit and field service relations with range cooperatives, have been 
able to obtain considerable business from distant States. 

The percentage of western business handled by several of the mid
western agencies is relatively small, as shown by table 28. 

Reasons advanced for this limited volume were: 
1. High cost of field work in originating western business. 
2. Lack of organization in the range territory. 
3. Strength of established commercial agencies in the West. 
4. Lack of credit facilities for financing western range operators. 
5. Higbly seasonal character of western business, necessitating 

increased sales personnel for only a few months of the year. 



TABU! 29.·-LIVEaTCX;K SOI.D AND PURCIIABED IlY COOPIIRATIVU. MARKIITINO AOIINWIlS ON 4 WUBTIlRN MIIRKIlTS, 1931-1934 ~ 
.. 

Llve.took wId on market ._-
.-~,-- . 

!.Ivo- Total Cattle "lid oal vo. ling. Sheop Allllvo.took Btock IIvo-~-~-, 

Parcont ... Poreullt.-
--~-

Pur.ollt:-- - Percont .. .took Yoar and lIIarkot rur-ago or aRe or aRO or ago 01 o IMOci handlecl 
Num· mu.rkot Num- mnrl,.t N1Im- market Numuor lnal·ket on on mar-

IJt'r rooulptM bor reoolpto bur roo.lllil r ••• lpio markut k.t I 
oonaiM;lled oonalgnod conslA:llod oonfltj(llCc1 
tor ""Ie 1 for lale I for ealo ' --- tor B"I. I ---~,--,~ "-',-~ -_ .. ,--- ,---- --_. 

1031 : 
Donvor .. _ , ~ii, 777 12.7 99, 004 28; 1 2~9, 904 14. 0 41~, 876 15.7 08,001 484,036 
Fort Worth .... 66, 488 8.8 1,958 1.8 148,678 14. 2 217, 114 11.1 0, 603 226,807 
Okh,homA City • 6,441 2.0 3,163 I. I 1,933 2.2 10,637 1.7 ~ .... -........ 10, 637 

1932: 
Denver __ ~ ~ 63, 366 16.9 III, ~28 29. 7 869, 527 10.4 584, 421 18. I 22,977 M7,898 
Fort Worth. • •. • 66,678 10,8 6, 240 8.9 192,482 17,7 264, 400 14. 4 7,887 272,287 
Oklahoma City ... __ . 82,6(10 It. 7 84,430 8.9 2~, 201 16, 1 92,360 11,2 0,766 99,110 
Ogdun ••• __ __ . 3, 8,~O 8,9 66,780 48,8 21,580 6 7 91,716 16,8 82,042 123, 758 

1933: 
Dcnvcr .. ~ " -- . 74, 286 17.8 127,108 16,6 aM,0~8 12. 2 660,4411 18,6 28,860 684, S06 
Fort Worth __ • . .. 60, 4115 O. 8 26,851 7.6 II~, 260 10. 8 200, 676 12. 8 10,822 211, 801 
OklahomA City •... _. .. 37,376 11,8 67, 6411 8,6 2~, 886 26, 2 . 120,810 11. 0 7,801 128, III 
Ogdon .......... 2,800 6,7 0, SOR 7,7 48, 632 13,4 67, 700 11,0 11,648 69,442 

1934: ' 
I).IIVO ••••..• " ... ~ 70,8M3 14. 9 114,230 10, 1 4H8, 173 10,6 078,280 16,8 69,040 732,326 
I'ort Worth ... __ ... M, 224 10. II 11, 7113 0,8 62,010 16. I 189,006 11. 6 4,669 143,606 
Oklahoma City _ ..... 42,818 7,0 26, 7113 8.6 18, 119 24. I Nfl, 2M2 8.8 0, 770 OO,Ofll 
Ogdoll .... 1,273 1,0 2, 161 2.7 40, 663 12,2 44,077 8,0 0, 204 no, 281 -_._ .. '---

I UoooIJI'-'t OUIUlllI'lIDtllor Mlo 4n not lnoludu (I1Ulkor dlnrot or thruUllh .hll,fRlf.llH" I rlliUMli nro 'or lUi montha onl)l'. 
I ))0 DDt Inclulla rUUlIl .. llllumdltld rClr trJUltlrll. ~ UOYtlI'IIIIIUD~ druuullt (!lull., nntl.hooll Wi'll'\! not InollidC'll.ll11 1034 raClOI!I" fIot mlU'il:otJI. 

~ 
~ 
i:l 

I 
~ 
:II 



COOPERATIVE MARKETING OF RANGE LIVESTOCK 97 

LIVESTOCK HANDLED BY COOPERATIVES ON FOUR WESTERN 

MARKEr.! 

The volume of livestock sold by cooperative marketing agencies 
on four western markets and the percentage of the total market 
receipts consigned to coopera.tives for sale during the 4-year period 
1931 to 1934, are shown in teble 29. Analysis of these figures indi
cates that, on a. percentage basis, livestock sales by these cooperative 
associations have about held their own during this period. Percent
ages for 1934 ranged from 8.7 percent to 16.3 percent. 

The percentage of total market receipts consigned to cooperatives 
varies considerably by species, as well as between markets. Associ
ations at three markets show an increase in percentage of cattle sold 
by cooperatives in 1934 as compared with 1931, although the 1934 
percentages are under those of 1932 and 1933. Associations at two 
of the four markets show an increase in cattle volume and associations 
at other markets a slight decrease during this period. The drought 
of 1934 may account for some of this reduction. 

Percentages of hogs sold cooperatively at Ogden show a large 
decline in 1933 and 1934 as compared with 1931 and 1932. This is 
because, during 1931 and 1932, one cooperative at Ogden operated a 
western hog order-buying department which was later discontinued. 
In the case of the associations operating at Fort Worth and Oklahoma 
City, tl,e percentages have been maintained or increased during this 
period. 

u.s., __ ~ 
F,GURE 34.-TIlUCKlNG IDAHO LAIQS FIlO .. SAWTOOTH MOUNTAIN 

SWYER RANGE TO MARXET. 
Instead 01 trailing lambs from ~C' rangn, many stodmeD. DOW truct drem 

direct to loadinC polaCi or to westerD. m.n.cts. thus saving time aDd abrink.. 
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With sheep, pereentages have been maintained or increased at four 
markets, while the tota! number sold at Denver, Oklahoma City, and 
Ogden shows an increase in 1934 as compared with 1931. At Fort 
Worth the tota! number of sbeep sold has decreased although the 
percen l.8ge of market receipts sold shows It slight increase in 1934 over 
1931. 

Methods rf Transportation 

Dne to long distances, as well as to the mountainous nature of the 
country tribntary to severa! of the western markets, trucking of live
stock has not replaced rail shipments to as great an extent as it has 
at midwestern IIJld eastern markets. Nevertheless, on severa! of the 
markets trucking has increased rapidly in recent years (fig. 34). 
Table 30 and figure 35 show the percentage of .livestock consigned 
for sale by each method of shipment, to each of four western markets. 

PERCENT 
I) 20 40 60 eo leo 

OENVER 

I I 

FORT WORTH , 

I I 
OKLAHOMA CITY , 

I I 
OGOEN 

I 
c:::Il931 ~1932 01933 _1934 

FIGURE 35.-PERCENTAGE OF LIvEsTocK CONSIGNED FOR SALE AT 

FoUR WESTERN MARKETS WHICH ARRIVED BY RAIL, 1931-1934. 
Denver and Ogden markets showed but slight decline in percentage of rail 

receipts during the 4-year period, while Fort Worth and Oklahoma City 
registered substantial decreases because of a swing from rail to truck trana-
portation in their market areas. 

It is interesting to note that on all of these markets cattle and ea.li 
volume arriving by rail has steadily declined each year with the ex
eeption of 1934. That year an abnormal increase in rail shipments 
occurred because of drought and the Government cattle and sheep 
purchase program, since most of this stock arrived by rail. Cattle 
and ea!f truck shipments ranged from 35 percent at Denver to 57 
percent at Oklahoma City for the year 1934. 

Hogs constituted the highest percentage of any species arriving by 
tru('k ranging from 37 percent at Denver to 92 percent at Oklahoma 
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TABLE 30.-RAIL AND TRUCK RECEIPTS All l'ERCENTAO~ OF TOTAL 
RECEIPTS OF LIVESTOCK CONSIGNED TO ALL AGENCIES FOR SALE AT 
4 WESTERN MARKETS, 1930-1934 1 

Percentage of all receipts Percentage of all receipts 
arriving by rail arriving by truck 

Market and y_ 
C"ttle C .. ttle 

and Ho!!" 
('alves 

Sheep Tote! and 
calves 

Hog. Sheep Total 

--------
Denver: 1930 ___________ 

87. 3 62. 9 96. 8 88. 9 12. 7 37.1 3. 2 11.1 
1931- _________ . 77. 8 33.0 95.4 84. 1 22. 2 67.0 4.6 15. 9 
1932 ___________ 68.6 17.6 96.5 82.9 31.4 82. 4 3.5 17.1 1933 ___________ 70. 0 61.8 97.6 88.0 So. 0 38. 2 2.4 12. 0 
11134 ___________ 65.2 63. 2 97.0 87.5 34. 8 36.8 3.0 12. 5 

Ogden: 1930 ___________ 82. 2 58. 5 91.8 85. '1 17.8 41.5 8.2 14. 3 
1931- __ . ________ 78. 8 65.3 94.9 89.1 21.2 34.7 6.1 10.9 1932 ___________ 76. 0 72.9 92. 7 85. 8 24. 0 27.1 7.3 14. 2 1933 ___________ 

44.0 58. 0 88.8 79.6 56. 0 42.0 11.2 20.4 
1934 _______ . ___ 69. 9 55. 3 82.3 74. 2 40. 1 44. 7 11.1 25. 8 

Fort Worth: 
1930 ___________ 78. 6 40.4 84.5 75. '1 21. 4 59.6 15. 5 24. 3 
1931- __________ 72. 3 31. 1 84. 6 76. 6 27.7 68.9 15. 4 23. 4 
1932 ___________ 54. 0 21. 2 63.6 57.3 46. 0 78. 8 36. 4 42. 7 
1933 ___________ 36.0 12. 2 48.2 36. 2 64.0 87.8 51.8 63. 8 
1934· __________ 61.3 10. 6 37.9 43.3 48. 7 89.4 62. 1 56. 7 

Oklahoma City: 1930 ___________ 
54.2 20. 1 26. 5 37.5 45. 8 79.9 73. 5 62. 5 

1931- ___ • _____ • 39. 9 21.8 37.5 31.8 60.1 78. 2 62.5 68.2 
1932 _____ ..... _ 26.5 9.0 52. 4 23. 2 73. 5 91.0 47.6 76. 8 1933 ___________ 19. 2 8.2 21.7 12. 6 so. 8 91.8 78. 3 87.4 1934. __________ 

43. 1 8.2 9.4 29.9 56. 9 91.8 90. 6 70. 1 

, CODIlined tal'sate I'6pl$I$Iltll rece.ipb after packer dinlets and thtouah sbJpments have been deducted. 
I N wnber oonalgned for we includes drought. cattie and calves and sheep J)Ul'Chssed by the Government. 

ThIs llvestoot wasnototferad toraa" attbe tetmJnal market but-it was impoBSlbl& to determtne t.heamount 
.mvina b,. rail and truek. Moat of it came in b,. mil. 

City during 1934. Sheep and lsmbs showed the smallest percentage 
of any species shipped by truck. 

The most important rnil markets for all species were Denver and 
Ogden, largely because of their location as intermediary transit points 
and the mountainous character of the territory tributary to these 
markets. The most important truck markets were Oklahoma City 
and Fort Worth. Both of these markets are located in a prairie or 
plaIDs territory easily served by trucks. 

The p&reelltage of livestock arriving by truck and rnil at the co
operative agencies varied widely, as indie .. ted by tahle 31 and figure 
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36. The associations operating on the Ogden and 'Denver markets 
received the highest percentage of all species by rail, while the co
operative volume at Oklahoma City came largely by truck. 

The highest percentages shipped by rail were for sheep and lambs; 
approximately 96 percent at Denver and Ogden in 1934. The highest 
percentage arriving by truck consisted of hogs at OklahoInll. City, 
with approximately 98 percent, during 1934. Cattle and calf ship
ments were more evenly divided between truck and rail, ranging 
from 18 percent by rail at Oklahoma City to 63 percent at Denver, 
for the year 1934_ 

In order to handle quickly and efficiently the increased number of 
SInll.ll shipments resulting from this change in transportation methods, 
cooperatives have increased their yard and office force at several 
markets. In some areas the truck operator acts 'not only as a trans
portation agency but also as a local buyer and speculator. 

TABLE 3t.-RAIL AND TRUCK REcElPn OF LIvEsTOCK CONSIGNED POR 
SALE TO CoOPERATIVE AGENCIES ON 4 WESTERN MARKEn SHOWN AS 
PERCENTAGES OF TOTAL COOPERATIVE RECElPn, 1931-1934 

Percentage of cooperative 
receipts arriving by rail 

Percentage of coopera tive 
receipts arriving by truck 

Market and year 
Cattle Cattle 

s.ud Hogs Sheep Total and Hogs Sheep Tots.1 
e&lves e&lvee 

--
Denver: 

1931- __________ 82. 0 52. 7 96.8 83. 6 18. 0 47.3 3.2 16. 4 1932 ___________ 
74. 6 28.0 96. 5 79. 6 25. 4 72. 0 3.6 20.4 1933 ___________ 
69. 5 16. 7 96.7 74. 8 30. Ii 83.3 4.3 25. 2 1934 ___________ 
63. 4 10. 4 96.6 78. 5 36.6 89. 6 3.4 21. 5 

:rort Worth: 
1931. __ . _______ 82. 8 48.8 92. 4 89. 1 17_ 2 51.2 7.6 10. 9 1932 ___________ 

72. 6 36. 9 SO. 7 77.8 27.4 83. 1 19. 3 22.2 1933 ___________ 48.2 14. II 64. 6 53. 5 51. 8 85.8 35. 4 46. ;; 1934 ___________ 
36.5 11.3 55.1 43. 6 61. 5 88.7 44.9 56.4 

Ok1s.homa City: 
1931. __________ 53.2 12. 3 58. 8 44.5 46.8 87. 7 41.2 55.5 1932 ___________ 39. II 6.6 55.0 31.3 60.8 93. 4 46.0 68.7 1933 ___________ 

24. 0 6.6 20. 6 14. 9 76. 0 93.4 79.4 85. 1 1934 ___________ 
17.9 L6 6.2 10. 6 82. 1 98.5 93. 8 89. 6 

Ogden: 
1931. __________ 96.4 96. 8 100. 0 98. 1 3.6 3.2 ------ 1.9 1932 ___________ 89.9 97.9 95. 0 96.9 10. 1 2.1 5.0 &1 
1933 ___________ 76. 7 69. 2 94.9 91.1 23. 3 30.8 5.1 8.9 1934 ___________ 

60. 4 39. 5 95. 5 91.8 39. 6 60. 5 4.5 8.2 
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PfaCENT 
20 .0 60 80 ICD 

DENVER 

I I I 

FORT WORTH 

I I I 

OKLAHOMA CITY 

r 
OGDEN 

c:::!Il931 m!l1 ... 01.33 .,93. 
F,GURE 36.-PERCENTAGE OF LIvEsTOCK CONSIGNED FOR SALE TO 

CoOPERATIVE AGENCIES ON FOUR WESTERN MARKETS WHICH 
ARRIVEO BY RAn., 1931-1934. 

Cooperative consignments on Fort Worth and Oklahoma City markets show 
a marked trend from rail to truck, while those associations operating on the 
IRnvcr and Ogden markets exoerienced but slight change duri~ the .... year 
period. 

LIvESTOCK HANDLED BY COOPERATIVES AT NINE MIDWESTERN 

MARKETS 

The period from 1931 to 1934 was one of the most difficult in the 
history of cooperative livestock. marketing. Sharply declining live
stock prices increased direct buying on the part of packers; decentral
ization of the packing industry, a rapid increase in shipments by 
motor truck, together with the decline in local livestock-filiipping 
associations, all were detrimental to the growth and development of 
cooperative marketing associations operatmg on terminal markets in 
the Middle West. 

In addition to these circumstances, the number of hogs was sharply 
reduced in 1933 by the program of the Agricultural Adjustment 
Administration. The drought of 1934 was responsible for a still 
further reduction in livestock consigned to central markets. 

Extremely low prices for livestock during most of this period 
accentuated terminal marketing costs and led to increased sales 
direct to packers or to local buyers. Likewise, with sharply curtailed 
livestock suppli .... coming to the markets, the competition from private 
colllmission firms became much more keen. 

In the fnt'e of all these handicaps, however, livestock cooperatives 
made a very creditable showing, as shown in table 32. A eom-



TABLE 32.-VOLlnm OF LIVESTOCK SOLD AND PURCHASED, AND PERCENTAGE OF MARKET RECEIPTS SOl.D BY 19 COOPERATIVE 
MARKETINO AGENCIES ON 9 MIDWESTERN MARKETS, 1931-1934 

Sold on tho market 

Market and year 
Cattle and 

calves Hogs Sheep 

1931: 11," i'nUfti IIwd P~runl II,,", p,rCt11t 

Chice.go •••••••••••••. 213,258 7.8 826,217 14. 8 673, 779 17.0 
KanB&8 City •••.••••.. 151,907 7.8 240,576 18. 0 120,049 5.3 
Omaha •••••••.•••.•. 66, 532 4.0 477,021 13.7 186, 210 5.6 
Sioux City ........... 72,517 8. 7 527,122 25.6 136, 155 11.4 
Sioux Falls ........... 29,001 19.3 231,642 26.4 4, 780 18. 0 
St. Jo •• ph ............ 84,003 17.2 281,474 22. I 79,695 5.5 
East St. Loui ....... __ . 292,626 25.0 1,027,856 a4. 6 189,383 28. 7 
St. PauL •••• __ ••• __ .. 531,879 39.2 1,568,700 48. 6 427,619 37. 1 
WlchJta ............. " 35.659 5. 6 57,036 20.3 9,074 8.5 

1932: 
Cbicago .............. 217,598 9.2 757,611 17.4 508,868 18. 4 
Kan .... City ......... 150,321 8.1 221,461 16.3 165,669 9.0 
Omaha •••••.•••••.•. 59,210 4.1 429,636 14. 2 161, 724 7. 5 
Sioux City ... __ ..... " 57, 158 9.9 403, 796 20. 7 89,697 12.5 
Sioux Falls ••• __ ...... 22,669 26.1 125,751 31. a 4, 753 20. 9 
St. Jo .. ph ........... " 71,953 16.8 242,254 20.6 80,034 6.7 
EaotSt. Loui8 ......... 282,644 26.5 954,865 36.4 203,905 28. 7 
St. Paul .............. 493, 162 . 41.0 1,289,503 49.8 402,893 39. 2 
WlchJta .............. 30,836 12. 0 68, 506 16.9 8,301 6. 8 

Livo-
.tock 
Kur-

Total Bold on " ased 
market on mar-

ket 

lItad p.,,,,,, lIead 

1,613,254 la.8 06,934 
512, 532 0.3 275,044 
729, 763 8.6 72,729 
736, 795 16.9 42, 336 
265,323 26.2 -"~~-- .. -
445,172 13.8 16,408 

1,509,865 31.4 12,759 
2,528, 198 44. 0 108,567 

101,769 14. 6 11,944 

1,484,077 15. 6 42, 929 
537,451 10. 6 _ 300, 678 
650, 570 9. 8 46, 653 
550,661 17.0 32,368 
153, 173 80. 0 --------
394,241 14. 1 24,633 

1,441,314 32. 7 16,671 
2,185,&58 45.3 90, 138 

107,643 13.7 5,599 

Total Live· 
live.tock .tock 
Bold and .old or 

purohaocd pur· 
on ma.r- chaoecl in 

ket country 

Ilead Iltad 

1,670, 188 291 
787,676 2, 294 
802, 492 ~-~.~.-~ 
778, 131 104 
265, 323 I· . ... 
461, 580 --------

1,522,624 -~- ~.-~ 

2,636,765 3,200 
113,713 - - - . - - -.. 

1, 527, 006 --- - - . --
838, 129 19,580 
697, 223 - - - - .. ~ . 
583,019 -~---.--
153,173 .. """." . 
418,874 --------

1,456,985 ___ w_o __ 

2,275,696 25, 946 
113,242 .. ----~- .. 

Total 
livestook 
handled 

l1wri 

1,670,41 
789,81 
802,41 
778, 2~ 
266,3j 

, 461, 51 
1,522,6j 
2,639,9f 

113,71 

1,527,0( 
857,7( 
697,21 
583,01 
163, Il 
418, 81 

1,456, 9! 
2, 301, 6~ 

113, 24 

9 

,Q 

4 

3 

-6 
,9 
3 
D 
3 
4 
5 
2 

.... 
is 

i 
<"l 

~ 
::J 

I 
~ o z 



1933: 
ChiC&!!, 
Ka ...... 
Oma~ 

Siou 
Siau 
St.J 
Eut 
St. p, 
Wi •. 

11134: 
Chicag' 
Kan. 
Oma 
Siau 
Siou 
St.J 
Eut 
St. p, 
Wi •. 

,------------- -City __________ 
____________ H_ 

:Ity ___________ 
'allB _____ ... __ ....... 
,ph ____ • _______ 

. Louis. ______ 
L ____________ 

~ ..................... ----
,---------_ .. ---Clty __________ 

--------------~ty ___________ 

'alla ___________ 

'Ph----------- -. Louis _________ 
1 ____ .. ________ 

t ............ __ ... ___ 

237,48 10. 3 
145,469 8.5 
66,720 4.. 
69, 135 8.5 
27,336 9.8 
81,823 17.2 

325,728 29.1 
609,833 39.0 
31,616 12. 3 

266,110 10. 2 
159,558 4. 
86,222 4.7 
92,989 11.2 
37,788 12. 1 
98,893 16.6 

301,573 30.1 
540, 993 42. 6 
31,002 10.4 

901,054 19. 2 590,491 22. 1 
319,308 15. 4 160,833 9.0 
390,113 13. 5 167,352 9.6 
415,437 18. 2 112,333 14. 2 
123,822 14. 5 12,334 13. I 
295,513 17.4 66,794 5.8 

I, 130,843 34.0 193,826 29.4 
1,309,298 47.9 444,235 42. 7 

78,275 . 14.1 8,383 5.6 

718,722 19. 1 424, 281 21.0 
182,099 14. 4 127,694 8. 
387,476 14. 0 189,545 13. 4 
460,346 22.3 149,337 17.3 
113,978 14. 6 33,421 12.8 
302,339 19. I 67,816 6.7 
849, 196 35.6 150,965 26. 5 
867,683 46. I 402,925 37.6 
38,257 15.0 8,098 5.8 

1,729,027 17. II 38, 114 1,767, 141 
------~-

1,767, 141 
615,600 11.3 325,269 940,869 50, 702 991,571 
624, 185 10.1 31, 174 605,359 42,21 697,577 
596,905 15. I 33,098 630,003 

__ ~M ____ 

630,003 
163,492 13. 3 -------- 163,492 

-------~ 163,492 
444, 130 13.3 21,312 465,442 -------- 465,442 

1,660,397 32. 3 3,216 1,653,613 -------- 1,653,613 
2,263,366 44. 5 96,902 2,360,268 2,258 2,362,526 

118, 274 12. 3 11,023 129,297 
___ M ____ 

129,297 

g 

I 
1,409, 113 16. 8 48,790 1,457,903 -------- 1,457,903 

469,351 6. 9 247,040 716,391 20,36 736,753 
663,243 11.0 29,471 692,714 46,47 739, 189 
702,672 18. 7 20,787 723,459 266 723, 725 
185,187 13.7 ~~~ ... ~W. 185, 187 2,825 188,012 
469,048 14. 7 15,501 484,549 80 485,358 I 

1,301,734 32. 9 6,610 1,308,344 -------- 1,308,344 
1,811,601 42. 9 95,417 1,907,018 13,47 1,920,496 

77,357 11. I 6, 127 83,484 83,484 

~ 

i 
I 
PI 

..... 
~ 
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TABLE 33.-RAILAND TRUCK RECEIPTS OF LIVESTOCK CONSIGNED FOR SALE 
TO 17 COOPERATIVE AGENCIES OPERATING ON 9 MIDwEsTERN MARKETS, 
SHOWN AS PERCENTAGES OF TOTAL COOPERATIVE RECEIPTS 1931-1934 , 

Percentage of receipts Percentage of receipts 
arriving by rail arriving by truck 

Market and year 
Cattle Cattle 

and Hogs Sheep Total and Hogs Sheep Total 
calves calves 

--
Sioux City: 

1931. ___ 0 ____ • 36.2 23. I 48.4 29.5 63.8 76. 9 51. (I 70. Ii 
1932 ..••. _ .... 41. 1 21.8 44.4 28. 1 58.9 78.2 55. 6 71.9 

1933' .. . .. .. . 23. 8 15. 4, 25.1 18. 4 76. 2 84.6 74. 9 81.6 

1934' .•........ 13. 0 5.0 18. 9 9.7 87.0 95. 0 81. 1 90.3 

Omaha: 
1931. .•........ 62. 6 53. 5 76. 3 61.6 37.4 46. 5 23. 7 38.4 
1932 •.••••.•... 50.9 38. 2 70.8 48.9 49. 1 61. 8 29.2 61. 1 

1933 ••••••..... 40.0 27. 8 71. (I 43. 6 60.0' 72.2 28. 4 56. 4 

1934 ••.•••.... 35.5 14. 0 65. 0 34. 8 64.5 86.0 35. 0 65. 2 
K&ns88 City: 

1931. .•.•... 75. 6 46. 3 61. 9 58. 6 24.4 53.7 38.1 41.4 
1932 •.• _ ••..... 66.5 31.4, 69. 9 53. 1 33. 5 68. 6 30.1 46.9 
1933 •...••.... 54. 4 23.5 66.9 41. 5 45.6 76. 5 33.1 58.5 
1934 .•••....... 52. 3 9. 7 63.3 38.8 47.7 90.3 36. 7 61.2 

St. Paul: 
1931. •..•...... 63.9 69. 8 80. 7 70.4 36. I 30. 2 19. 3 29. 11 
Ill32_ •• ___ ..... 56. 1 so. 1 75. 8 62. 2 43. 9 39.9 24. 2 37.8 

1933._' ... '."'150. 1 50. 1 74. 0 54. 7 49. 9 49. 9 26.0 45. 3 
19~. ____ ...... 42. 1 33.5 65. 7 43. 2 57.9 66.5 34. 3 56. 8 

St. Lou .. : 
1931. __ .••..... 60.9 62. 9 57.9 61.9 39.1 37. 1 42. I 38. 1 
1932 ..• _ ••.•. _. 44. 3 37.5 41. 0 39.4 55.7 62.6 69.0 so. 6 
1933 ••.. _ ••.... 35. Ii 23. 7 34. 2 27.3 64.5 76. 3 65.8 72. 7 
1934 •.• __ •• _._. 25. 7 15. 0 23.2 18. 4 74. 3 85.0 76. 8 81.6 

Sioux Falls: 
193Il_._ ....... 4. 8 . 4.9 4.8 4.9 95. 2 95. 1 95.2 95. 1 
1932' ... _ •. ___ . 3.1 .7 ------ 1.1 96.9 99.3 100.0 98.9 
1933·._ .••..... 2.3 .6 ------ .8 97.7 99. 4 100.0 99. 2 
1934' •.•••. _ ... 2.0 . 1 4.7 1.3 98.~ 99.9 95.3 98.7 

Chicago: 
1931.._. __ ..... 82. 2 81.0 93. 0 85. 4 17.8 19. 0 7.0 14. 6 
1932 _______ •.• _ 71.5 67.8 87.6 75. 1 28. 5 32. 2 12. 4 24. 9 
1933_ •• ___ . ___ . 57.1 49: 7 85. 2 62.8 42. 9 SO. 3 14. 8 37.2 
1934 ______ .. __ . 44.3 31.0 80.7 48.5 55.7 69. 0 19.3 51.5 

Wichita: -
1931 _______ ._ .. 41.9 6.7 2.2 18. 7 58. 1 93.3 97.8 81.3 
1932 ______ •• _ •. 24. .; 1.9 13. 0 9.2 75. /; 98. 1 87.0 90.8 
1933 ______ • __ •. 10. 6 .8 3.0 3.·6 89. 4 99.2 97.0 96.4 1934 __________ . 

8.2 .2 9.3 4.3 91.8 99. 8 90. 7 95. 7 
Bt. Joseph: 

1931 _______ •• _. 66.9 8.9 69. /; 39. Ii 33. 1 91.1 30.5 60.5 
1932._. ___ • ___ . 34. 9 11.7 42. .; 22. 3 65.1 88.3 57.5 77.7 
1933. ________ •• 29. 0 3.9 27.8 12. 2 71. 0 96. 1 72. 2 87.8 
1934._. __ •.•.•. 18. II 2. II 26. 9 9.6 81.1 97.4 73. 1 90.4 

1 Includes tbe volume of only 2 oCtile 3 &SSOclationsOD the martet. 
slDciudea U1e volume ot ouly 1 of ,be 2 a!$OCIatlons QD. the market.. 



COOPERATIVE MARKETING OF RANGE LIVESTOCK 105 

parison of the 1934 volume and percentage sold by cooperative 
agencies on the nine markets with that of 1931 brings out the following 
facts: (1) Cattle and calf receipts for the year 1934 show a gain in 
volume sold cooperatively on eight of the nine markets over that 
sold in 1931, while in percentage of receipts sold cooperatively, six 
markets showed a gain and three a loss for the same years; (2) in 
hogs, as would be expected, eight of the nine markets show a loss in 
volume of receipts sold cooperatively while six also show a loss in 
percentage of market receipts sold cooperatively; (3) in the ease of 
sheep and lambs, on five of the nine markets the cooperative showed 
a loss in volume in 1934 as compared with 1931, but in percentage of 
total receipts, six showed a gain and only three a loss for the same 
years. 

In total volume of a.ll species sold cooperatively, eight of the nine 
markets showed a loss in 1934 as compared with 1931, but five markets 
showed a gain in percentage of total receipts. 

The sharp reduction in hog supplies was chiefly responsible for 
the reduction in volume of receipts handled by most midwestern 
cooperatives. Nevertheless, several cooperatives substantia.lly in
creased both their cattle and sheep volume during this 4-year period. 

Metlwas oj Transportation 

Analysis of the data in table 33 indicates a wide difference in the 
percentage of truck and rail receipts sold by midwestern coopera
tives operating on different markets as well as between species of 
livestock received at the same market. Receipts show, however, a 
pronounced swing from rail to truck shipments arriving at a.ll nine 
markets during the period from 1931 to 1934 (fig. 37). 

FIGultE 37.-TRUCKS UNLOADING AT St. LoUIS MARKET. 
At mid_tern marke .. trucb transport from 50 to 95 percent of the total livestock 

received. 
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• Cooperative agencies receiving the highest percentage of their total 
supplies by truck during this period were those located at Sioux Falls, 
Wichita, St. Joseph, and Sioux City, while those receiving the smallest 
percentages in this way were located at Chicago, St. Paul, KaDsas 
City, and Omaha. 

The highest percentage of all species arriving at all markets by 
truck was of hogs. From 90 to 99.9 percent of the hogs received by 
cooperatives at the Kansas City, Sioux City, St. Joseph, Wichita, and 
Sioux Falls markets during 1934 arrived by truck. 

The lowest percentage of truck receipts was of sheep and lambs, 
although this percentage substantially increased at all m .... kets during 
the period. Cooperatives operating at Chicago, St. Paul, and Omaha 
received the smallest percentage of sheep by truck-from 19 to 35 
percent in 1934, while those agencies located at Sioux Falls and 
Wichita received the highest percentage by truck in 1934-from 90 
to 95 percent. 

In the case of cattle and calves, those agencies receiving the lowest 
percentages by truck were located at Kansas Citv, Chicago, St. 
Paul, and Omaha, with percentages ranging from 47.7 percent to 
64.5 percent in 1934. Agencies with highest percentages of truck 
shipments of cattle and calves were· those located at Sioux City, 
Wichita, and Sioux Falls, where from 87 to 98 percent of the cattle 
and calf receipts arrived by truck. 
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ANALYSIS OF INCOME AND EXPENSE OF 
13 WESTERN AND CORN BELT 

COOPERATIVES 
SOURCES OF INCOME 

A NALYSIS was made of the income and expenses of 3 western 
rl. livestock marketing agencies and 10 Corn Belt livestock 00-

operatives. The western range agencies obt&ined approximately 68 
percent of their moome from commissions on sales at the market, 
while Com Belt associations received over 96 percent of their tot&! 
income from this source. Nearly 7 percent of the income of the 
three western associations whose records were analyzed was derived 
from commissions on purehases on the market in contrast with less 
than 2 percent for the Com Belt agencies. Likewise W&1tem associa
tions obt&ined nearly 14 percent of their income from country opera
tions as compared with one-tenth of 1 percent for Com Belt associa
tions. This wide difference may be largely accounted for, of course, 
by the fact that a high percentage of western range volume consists 
of feeder cattle and lambs for which an outlet to midwestern feeders 
must be found. The percentage of the total income of 3 represen
tative western and 10 Com Belt associations, drawn from various 
sources, is shown in table 34 and figure 38. 

TABLE 34.-AVERAGE PERCENTAGE OF TOTAL INCOME DERIVED FROil 
INDICATED SOURCES BY 3 WESTERN AND 10 CoRN BELT CooPERATIVES, 
1934 

Source of income 

Salea oommissions~ __ ~ ___________ ____ ______ __________ __ _ 
Purchase commissions _____ _________ ____ ______ _____ ____ _ 
Country o~tiona _________________ . __________________ _ 
Miacel1eneouslncome _____________________ . ____________ _ 

Total maoDl9 ___ _________ _ 

Percentage of 
total income 

Com 
Weetem Belt eo
coopera-

tives opera-

-68. 1 
6.8 

Hl. 8 
11. 3 

100. 0 

tivea -96.3 
1.9 
. 1 

1.7 

100. 0 



108 FARM CREDIT ADMINISTRATION 

80 f----~8:i 

60f----111; 

401-----11:)0 

201------188 

O.l.-.--~ 

Oth., Income 

Purchas. 
Commission. 

5.>lc 
Com missions 

ASSOCIATIOtiS 

FIGURE 38.-PERCENTAGI! OF AVERAGI! INCOMl! FROM VARIOUS 

SOURCI!S FOR 10 CoRN BI!LT AND 3 WESTERN l.tvEsTOCK MARKET
ING AssocIATIONS, 1934. 

Westem associations received a higber percentage of their income from other 
than ~rminal operations than did Corn Belt agencies. 

MAJOR ExPENSE ITEMS 

A study of the major items of operating expense of the same 
western range and Com Belt associations reveals wide differences in 
the relative amounts expended for various items (table 35 and fig. 39). 
For example, the Com Belt agencies expended nearly 35 percent of 
their income for salaries paid salesmen, buyers, and yardmen, as com
pared with 25 percent expended for this purpose by the western ass0-

ciations. Corn Belt associations also spent approxinIately 15 percent 
of their income for office salaries, as compared with 8 percent for range 
agencies. For salaries of field men, however, the western range 
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agencies expended 9.8 percent or nearly seven times as much of their 
income as did the Corn Belt aasociations. 

TABLE 35.-PERCENTAGE OF TOTAL INCOME EXPENDED FOR MAJOR ITEMS 
OF OPERATING EXPENSE BY 3 WESTERN AND 10 CoRN BELT CoOPERA

TIVES, 1934 

'Expenae item 

Salaries: 
Selling, buying, yarding ____________________________ _ 
()ffice. __________ . ________________________________ _ 
Administration. ___________________________________ _ 
SolicitatioD _________________ . _____________________ _ 

General office expense~ 
Telephone and t.legraph ___________________________ _ 
Advert~ing _______________________________________ _ 
Office supplies. ___________________________________ _ 

Travel, field service ________ • ___________________________ _ 
Miscellaneous _____ ._. _____ • _____ • _____________________ _ 
Savings ______________________________________________ _ 

Total income. ______ • ___________ ~ _______________ _ 

Percentage of 
total income 

p""", -25. :I 34. 7 
8.0 14. 8 
5.1 4.1 
9.8 1.4 

0.6 2.2 
3.5 4.4 
6.1 IU 

15.3 6.1 
14.6 7.1 

6. 8 16.1 

100.0 100. 0 

Telephone service was llJlotber large item of expen.<e with western 
aasociations-averaging 5.6 percent of their income, as compared 
with 2.3 percent for Corn Belt agencies. Western agencie.~ spent 
15.3 percent for travel, as compared with 6.1 percent for Corn Belt 
aasociations. These differences are accounted for by the longer dis
tances to be covered 8lld the sparser population in the territory 
served by the western associations. In addition, most western 
88sociations operate II. direct country purchase-and-sole business in 
feeder stock, which entails heavy travel and telephone e."Pense, while 
Corn Belt agencies as a whole carry on only a limited amount of such 
business. 

Savings made by Corn Belt agencies amounted to 16.2 percent of 
the totol incomes, as compared with 6.8 percent made by range agen
cies. One of the principol reasons for this difference in savings is the 
fact that the Corn Belt associations operating from 10 to 15 ye&r.l 
have built up their membership and busines.~ over this period, while 
most range aasociations are new and have been forced to expend a 
higher percentage of their income to create business and to "sell" 
th",ir program. 

18.8N"-_ 
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~IATIOHS ASSOCIATIONS 

FIGURE 39.-I'ERCENTAGE OF AVERAGE INCOKE ExPENDED FOIl. ITEMS 
OF OPER. .. T1NG CosT BY 10 emu. BELT A!m 3 WESTERN LtvESIOCll 
~G AssoclAno","S, 1934. 

E>:pcmcs incurnd in gnting and maintaining volume of busiDooo by ....ran 
asoociatioes ......, bigber <han thooe of Cora Ddt ~ Iargdy bccauot: of 
tile Jarger territory __ and Iadi: of local orgaoizatioo. 

The major expenses of getting and maintaining business, which 
include solicitation salaries, field service, advertising costs, and a large 
portion of telephone expense, amount to approximately M percent 
of total income for the western associations compared with 14 percenlo 
for the Corn Belt associations. The higher proportion spen. by the 
western associations in this manner is due chielly to the fad that west
ern agencies use the individual solicitation type of field work. serve 
larger and more sparsely settled territories, and have little or no 
organized local support; while Corn Belt associations operate in a 
more densely populated and more restricted area and rely on group 
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meetings and the organization of local associations, which is more 
economical from a travel and field-service standpoint. 

Many Com Belt associations are closely associated with general 
farm organizations which carry on much educational and promotional 
work and help to build up the cooperatives' membership and volume, 
while western associations perform most of this work theInselves. 
Several Com Belt agencies concentrate their efforts in a very limited 
trade area, close to their markets, which means that field work is 
largely camed on by the sales force and the ma.nager. 

From the practical point of view it would appear that western 
associations should give every consideration to means of reducing the 
high expenditure for getting and maintaining business. This may 
be accomplished to a great extent by building up local associations, 
cooperating with other marketing associations, stock-growers' and 
farmers' organizations, and the various State extension departments 
in the development of an efficient field service. 

SUGGESTIONS FOR DEVELOPING ArmmONAL INCOME 

The expense brought about by the highly seasonal character of the 
volume handled by most range associations, as well as high costs 
of field-service operations, brings out the need for the development 
of a more balanced business throughout the year. Several possible 
methods by which a partial balance might be effected are summarized 
here: 

1. Range associations, whose volume consists ilu-gely of grass-fat 
and feeder cattle and lambs, might make a special effort to develop 
their winter and early spring feeding volume of cattle and lambs and 
to increase their hog business. 

2. Those associations which have paid little attention to the devel
opment of truck volume from close-in territory could well afford to 
concentrate more on this type of business by the formation of local 
trucking units to serve the itrigated- and dry-land farmer-stockmen. 

3. A third possibility lies in the more efficient use of the field and 
eales employees during slack periods. This is particularly true of the 
personnel in the sheep departments. In practically every territory 
where a livestock cooperative operates, there is also a cooperative 
wool association. Both of these associations deal with sheep pro
ducers. The wool association, however, is busiest from March to 
July. while the heavy marketing season of the livestock associations 
runs from August to December. 

It seems practicable, therefore, that the wool-marketing association 
and the range-livestock association serving the same territory and 
the same growers might make joint use of some of their field personnel. 
Thus, the same employees might serve the livestock association during 
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the fall movement of feeder lambs and the wool m81keting associatron 
for several months during the spring. An arrangement of this sort 
would materially reduce the permanent personnel required by both 
associations. Both the wool and livestock associations would also 
benefit from a combined field-service progr8lD. Joint wool and live
stock meetings could be held during the winter months. Where the 
livestock associations are closely affiliated with a livestock loan C.oID

pany, the company's field force could work closely with both marketing 
associations. 

4. The operation of a supply-purchasing department, offers another 
possibility for additional revenue as well as increased service to 
patrons. Each year ranchmen have to buy thousands of dollars' 
worth of feed and supplies such as cottonseed cake, hay, grains, salt, 
fencing, wool bags and twine, and numerous other standard ranch 
supplies. By pooling their orders through their association, they are 
able to effect material savings in costs. This "side-line" business 
would also bring in additional income to the association. Purchasing 
operations should be largely restricted to ranch and farm supplies and 
efforts made to have patrons anticipate their needs and place orders 
in advance for feed and supplies, wherever possible. Many other 
successful marketing cooperatives, such as those handling fruits, poul
try, "and dairy products, have for years operated subsidiary purchas
ing departments handling articles needed by their members in the 
operation of their fanna and ranches. 

Ii. A fifth method which the western associations might employ for 
increasing revenue ia the conduct of an aggtessive field-service pro
gT8lD for originating business in nearby territory for itself as well as 
for other cooperatives. At certain times of the year many of the 
grass-fat and winter-fed cattle and 18lDbs move to markets east or 
west of the association. By proper field work much of this livestock 
could he turned to Corn Belt or west coast cooperatives and the origi
nating association thus receive a field-service fee from these sales 
agencies. Such a ProgT8lD ia being employed by several associations 
which a .... member-agencies of the National Live Stock Marketing 
Association. 
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PROGRESS MADE BY WESTERN AND 
MID-WESTERN ASSOCIATIONS 

WHILE it is difficult to measure accurately the actual accom
plishments of cooperatives except in statistics of business han

dled, a. study of their methods of opera.tion and services rendered fur
nishes ample proof of the achievements of western and midwestsrn 
livestock marketing l!.SSociations. Some of the more important of 
these a.re discussed below. 

Volu11U of ~tern Q,88otiati<ms' Int.sineas increased.-The volume of 
business handled by coopera.tive marketing associations at Denver, 
Fort Worth, Okla.homa. City, and Ogden has shown a substantial 
increase from 1931 to 1934. In 1934 the five cooperatives on these 
four western markets handled a total of 1,022,333 head of livestock 
as compa.red with 721,380 head in 1931. In addition to these trans
actions on the terminal markets, the same a.ssocia.tions handled a. total 
of 275,641 hea.d in the country in 1934 a.s compa.red with 171,901 in 
1931. In 1935, ten eoopera.tives operating in western territory 
handled a. total of 2,246,537 hea.d of livestock, a.s compared with 
1,033,854 in1931. 

Receipts on centralma.rkets in the Middle West declined from 1931 
to 1935 because of the ra.pid growth of direct packers' buying, the 
decentralization of the packing industry, the decline of local shipping 
associations, and the dra.stic reduction of hog supplies coming to mar
kets. The volume of hogs sold by midwestern cooperatives substan
tia.lly declined; but the volume of cattle and sheep handled by most 
of the associations during the same period increased. Notwithstand
ing this general decline, several cooperatives substantia.lly increa.sed 
their percentage of total livestock sold on the markets on which they 
operated during this period. 

}.{arketing '.rpe1l8.8 reduud.-One of the major objectives in the 
organization of cooperative marketing associations in the West and" 
Middle West wa.s to furnish complete and efficient marketing service 
at cost. While it is true tha.t several of the associations now operat
ing in this territory are less than 6 years old, and during their early 
years ha.d to expend a large portion of their income in field organiza
tion work, yet considerable progress ha.s been made in reducing mar
keting costs to members and pa.trons. 

One of the most important savings, although very difficult to 
determine exa.ctly, ha.s been due to the reduction in speculative profit 
and unnecessary handling costs in the moving of feeder cattle and 
lambs direct from range to feed lot by the cooperatives. 
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In addition to these intangible savings through the handling of 
direct shipments, the cooperatives on several western markets 
volunta.rily reduced their commissions in 1932 and 1933 by from 15 
to 35 percent. From information supplied by six western coopera.
tives it is estimated that from the time of establishment of these 
agencies through 1934 they have saved their members and patrons 
approximately $300,000 in the form of patronage dividends and 
reduced commissions. 

On several of the western markets the Secretary of Agriculture, 
after an investigation by the Packers and Stockyards Division, 
ordered commission rates to be lowered. In several cases these 
lowered rates were in line witb the reductions already made by 
cooperatives. It can be said, therefore, that western livestock 
cooperatives reduced marketing costs not ouly to .their own patrons 
but to some extent to all shippers to their respective markets. 

An analysis of 12 associations 11 operating on the 1 largest mid
western markets shows that these cooperatives effected even more 
substantial reductions in marketing costs, either by lowered com
mission charges or by patronage refunds to their members and patrons. 
Total savings reported by these associations, from the time they were 
established through 1934, were approximately $1,800,000, a saving of 
from 10 to 50 percent of commissions paid by the members. 

Imprm;ed services rendered.-Western cooperatives have been active" 
in expanding the direct movement of feeder stock from range to.feed 
lot, either on an individual basis or through the formation of calf and 
lamb pools, as well as in the handling of feeder stock on feeding 
contracts. With the cooperation of midwestern associations they 
have moved many thousands of lambs and cattle through these 
channels direct to the Corn Belt feeder. 

Numerous western cooperatives have supplied their members with 
livestock-credit service through their own livestock credit corpora
tions. These corporations have been able materially to assist ranch
men and feeders during one of the most trying periods of the livestock 
business, by providing credit at reasonable interest rates. In 1935, 
13 western and midwestern credit corporations, owned and operated 
by livestock cooperatives, made total loans of $41,681,423. 

Cooperatives have been active in obtaining improved transporta
tion service from railroads and trucks. They have aided in obtaining 
reduced freight rates and have collected thousands of dollars in claims 
fortheirmembers. Inaddition, theyhavebeeninstrumentalineffecting 
improved methods of sorting, weighing, and selling truck shipments. 

Oooperatives a stabilizing injluenu.-8ome cooperatives that handle 
a large volume of business on their markets exercise a stabilizing 

n lnoludoa 1% BS5Ocla.tlons operating on Chicago, Kansu City. Omaha,. St. Paul. Sioux City, at. JOIePh. 
and Enst St. Louis market&. 
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influence upon prices. By obtsining additional outlets for livestock, 
cooperatives have been able to strengthen their bargsining position. 
By developing an orderly movement, over a longer period of time, of 
grass cattle from sections such as the Flint Hills in Kansas and Osage 
in Oklahoma, cooperatives have helped to regulate the flow of cattle 
shipments to several markets. 

HEREFORD STEER 

FIGURE 40.-CliOICE BABY BEEF CALVES FED AND ExHmXTED BY 4--H 
CLUB Boy. 

Cooperatives are active supporters of boys· and girls' club work. 

EdueaJ.ional work.-Cooperatives have carried on several types of 
educational work among producers to promote more efficient produc
tion and marketing. Associations have invited livestock producers 
and otlxer interested groups to tlxe markets so tlxat tlxey might study 
tlxe problems of marketing livestock at first hand and become better 
acquainted with marketing metlxods and practices. 

They have assisted witlx the educational work carried on by boys' 
and girls' clubs and vocational departments of high schools, by means 
of market tours, grading demonstrations, and tlxe supplying of educa
tional material for class work (fig. 40). The associations have worked 
with extension departments of agricultural colleges in arranging 
livestock-grading demonstrations (fig. 41) and otlxerwise informing 
farmers and stockmen as to market classes and grades. Feeder 
meetings, tours, and educational meetings have been held in order 
to assist livestock producers in tlxeir production, feeding, and mar
keting problems. 

Markd information se1'l>iu.-One of tlxe most valuable services 
which cooperatives have rendered to their members and patrons has 
been to supply growers and feeders witlx unbiased market information 
which has proved of assistance to tlxem in selecting tlxe time, place, 
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and method of marketing their livestock. In addition to the use of 
the radio and the market letter for such purposes, cooperatives fre
quently give service on a more personal hasis. Field men visit the 
ranch in person to advise with the producer and to give their estimates 
of grades, values, and weights of livestock. Since the member feels 
that the cooperative's field man is, in a sense, his own representative, 
this service is especially sought. 

FIGURE 41.-TYPICAL LA"",-CRADING DElloNSfRAnoN SCENE AT A 

LocAL AssocIATION's YARDS IN CLINTON COUNTY, Druo. 

Midwestern cooperative marketing associations hold livestock-grading demonstra
tions for the purpose of informing their mem.bc:n as to standard market classes 
and grades. 

MldUi1.l bemjU& of In.t.8iness betwun western cooperati~ and Oorn 
Belt and ea8krn agencie&.-Every year agencies in the range territory 
and those located on the midwestern markets fill orders for thousands 
of feeder cattle and lambs which are shipped into the trade territory 
of Com Belt and eastern associations. . Range agencies cooperate 
with Com Belt and eastern agencies in many cases by supplying them 
with the purchaser's name and address, the kind of stock purchased, 
and the approximate time when the finished stock will be ready for 
markt't. Such infonnation enables the cooperative in the feeding 
territory to make new contacts with feeders and thus increase its 
business. To illustrate the importance of such a service the feeder 
shipments of two western associations are shown in figures 42 and 43. 
Likewise the midwestern and eastern agencies are of assistance in 
building up the business of the western agencies by placing hundrt-ds 
of orders for feeder cattle and lambs each season. 

During 1935 a cooperative at Kansas City purchased approximately 
43,000 feeder cattle and calves which were moved into 17 Mid-
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western and Eastern States. Likewise, an association located at 
Denver during 1935 shipped over 257,000 head of lambs and ewes 
into 10 Midwestern and Eastern States and 2 Western range States. 

FIGURE 42.-DESTINArION OP LAMBS AND EWES MARICI!TED DIRECT TO 
FEEDERS BY A WESTERN AssOCIATION. 

Thla association sold 257,000 ewes and lambs for producers in 11 Western States to 
Ceed .... of 10 Com Belt and Eastern States during 1935. 

'0-"'''''--12.000 
-4;000 
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FIGURE 43.-DESTINATION OP CATTLE AND CALVES PURCHASED BY A 
MID-WESTERN AGENCY. 

This: association purchased 42,900 cattle and calves for feeders in t 1 Midwestern 
and Eastern States during 1935. 
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OPPORTUNITIES FOR FURTHER PROGRESS 
IN RANGE TERRITORY 

T HE POSSmILITIES for increase in the volume of livestock 
marketed cooperatively in the Western States are great. Within 

the past few years cooperative associations, to be sure, have obtained 
a fum foothold in this region; but with the yearly shipments from 
17 Western States to public stockyard markets estimated at approxi
mately 8,000,000 cattle and calves and nearly 17,000,000 sheep and 
lambs for the years 1930 to 1933, it is evident that the percentsge 
marketed cooperatively is still far from what might be developed. 

Many former barriers to cooperative growth, such as financial 
restrictions imposed by private lending agencies, domination of 
strongly entmnched speculators and private coriunission agencies, 
lack of unbiased and reliable market information, poor transportation 
systems over bad roads, and general lack of cooperative enterprise 
and leadership, largely due to the individualistic character of western 
ranchers, ha.ve been changed to a considerable extent. 

In order to capitalize on the opportunities presented, however, 
western cooperatives must offer livestock producers a well-rounded 
program which includes direct and terminal sales and purchase 
service, reliable and current market information, improved outlets, 
and a more efficient and economical system of merchandizing their 
livestock. 

POSSIBILITIEs FOR INCREASE IN MARKETING VOLUME 

"Direct and contract" cattle and lambs . -The rapid growth of direct 
feeder cattle and lamb marketing, as well as contract-feeding enter
prises, make it imperati,e that cooperatives supply the most efficient 
methods for handling these so-called new methods of marketing. 

Early spring lambs.-Another marketing field into which the 
western cooperatives well might move is that of marketing the more 
than 1,500,000 early spring lambs, about 500,000 of which annually 
move out of California to midwestern and eastern packers.'· In 
addition to the California movement, approximately 80,000 Arizona 
early lambs from the Salt River Valley are marketed each season. 

Hogs.-While this study has been limited largely to the marketing 
of cattle and sheep, yet it should be pointed out that there are also 
opportunities in the marketing of hogs, especially in such areas as 

11 California Coopvativa Crop Reportlng Servtoe. Mar. 25. 1986. California and U. S. Departments of 
~ Sacramento. 
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California. and other Pa.cific Coast States. From 1,000,000 to 
1,600,000 hogs are shipped annually into the Statas of California. 
Oregon, and Washington from the western Corn Belt, as well as from 
such Statas as Colorado, Idaho, and Montana.. Practically all this 
hog volume is handled by speculators, order buyers, or packer buyers 
in the producing areas, and moves either direct to west coast packers 
or to markets. M ucb of this business passes through such terminal 
markets as Denver, Ogden, a.nd Sa.lt Lake, where cooperatives are 
loca.ted, before it is diverted to west coa.st points. 

By cooperation with midwestern marketing associations at terminal 
markets or at countrY concentmtion points, western associations 
might develop an order-buying business for supplying hogs to western 
packers. This would increa.se the volume of business and, conse
quently, the income of the western associations during the off sea.sons 
for cattle and lamb marketing. This a.dditional business would tend 
to distribute the overhea.d expenses more evenly thronghout the year. 
At the same time, such additional outlets would be of value to Corn 
Belt agencies during periods of heavy supplies. 

Use of standard livestock grades e8sential.-In order to operate any 
of these direct marketing or purchasing enterprises efficiently and 
satisfactorily, cooperatives must develop and utiliae standard grades 
or classifications for both feeder and fat stock. Although considerable 
researeh and educational work in describing and defining standard 
gra,des has been done by the Bureau of Agricultural Economics and 
by the research department of the National Live Stock Marketing 
Association, the trade generally has been slow to adopt and put this 
grading system into actual use." 

Coopera.tives should take the lead in using standard grades in order 
to elimina.te, to a large extent, the difficulties encountered in filling 
direct feeder or fat stock orders. Furthermore, the sale and purchase 
of livestock on a graded ba.sis makes the daily ma.rket reports more 
practiea.i and more nearly reflects the true ma.rket value of his live
stock back to the producer. It also is one of the best means of 
educating the producer as to the value of inIproved quality and finish 
of his h'vestock. 

1I.Furtber (mannaUoa 00fl0ISfDinK market clasges and arades of UveRock ma)" be found in the rollo-wing 
publlcBt.iom: 8later, D.l. HUUT OLUSBl!l.&.NO GUDU OJ' O"-nr.&. U. S. Dept. Air. Bull. HM-~ 
B8 pp., Wus. 1m. 

Bwk.L, B .• Oibboas. C. E., and Fastoar. M. T. MA.lUt.CT Or..uJlSBll AHDOaAD&lOrLAKBSJ..)fDSHUl". 
'0. a. Dept.. All'. Oire. 863.34- PI)... mull. 1Nt1. 

U. B. Depart.ment. of AgriouItw.. M .... RKft CUSUS.AND QUDU OY- Smcsu ..t.ND hKDJUl STBS:M. 
Bw.u Aer. Econ. Rept .• 14 PP.,UJus. liM (mlmeccrapbed). 

{'-onway. a M. C .... ft'LS 1Ulm800E PO. ft. Oao". ..... ND J'saD&a. 11K pp.. mus. llil35.. (Pub. 
Na11aDa1 Ltft Stock MaKetiDc .......... 100) 
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PossmILITlES FOR IMPROVED SERVICE. 

CoOperative marketing and credit (18 stabUiuT8 of the livestock indus
try.-With the establishment of cooperative credit both through 
production credit associations and through subsidiaries of cooper
ative marketing agencies, the machinery has been set up for stabi
lizing the cattle and sheep industry through intelligent application of 
financing and marketing methods. The livestock industry conse
quently now has access to a stable line of credit at reasonable interest 
rates through a. farm credit system. Cooperative marketing asso
ciations should take the lead and shoulder their responsibility by 
working closely with these local cooperative credit and other interested 
financing institutions. 

Cooperatives as "pace-setter8. "-Too often cooperatives, as well as 
private companies which have developed a. reasonably successful 
business, are prone to rest on their oars and float along with the 
current instead of directing their course toward constant improvement. 
Instead of being satisfied that they are rendering as good sen-ice as 
their competitors, cooperatives should be ahead of the procession. 
In other words, they should be "pace-setters" or pioneers in leading 
the way toward the development of improved methods of marketing 
livestock. 

Eificieney in distribution a clwlknge to cooperative eflort.-The 
present wide spread between prices received by the livestock producer 
and those paid by the consumer has been one of the major causes 
for the unsatisfactory condition of the livestock industry. This 
spread can be attributed largely to the present costly methods of 
purchasing, processing, transporting, and selling livestock and live
stock products. 

These excessive costs at times create artificial surpluses by restrict
ing tbe consumption of meat. What livestock producers need and 
desire is that their livestock products flow smoothly into consumer 
channels at a. minimum cost, so as to widen, rather than restrict, the 
outlets and increase meat consumption. 

Likewise, producers should be interested in seeing that their live
stock and livestock products are bought and sold on a standard 
grade basis, so that the consumer will be protected. Considerable 
progress in Government meat grading has been made during recent 
years, and some packers grade the bulk of their better quality meat. 
However, this system could be improved and extended to include all 
processors and retailers of meat. 

Little can be done by producers individually to correct or improve 
the present situation, but cooperatively much can be accomplished. 
Unless producers realize the need for concerted action and put these 
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matured plans into effect, they can expect little improvement from 
the handlers and distributors of livestock and meat products. 

Ed'UCatioMl program.-Education in cooperative livestock market
ing in most of the western territory is an open field with its surface 
barely scratched. Relatively few producers are acquainted with the 
aims, purposes, accomplishments and possibilities which a coopera
tive has to offer. It is the cooperative's job to supply this informa
tion and to see that producers in its territory have every opportunity 
to become infonned as to its programs and services. Such educationel 
work can be carried on by personal contacts, by meetings where 
infonnation is clearly presented, by radio, by advertising, circular 
letters, or any other well-planned means for giving publicity to the 
cooperative program. 

BROADER AsPECTS OF CoOPERATIVE LIVESTOCK MARKETING 

Too often managers and directors of cooperative associations are 
so close to their own business that they are unable to take a broad 
view of the whole field. Likewise, they are frequently unable or 
unwilling to recognize the weaknesses within their own organization 
and to make needed changes which will ineure the association's con
tinued growth and development. It may prove healthful, therefore, 
in an analytical study of the operations of cooperatives to consider 
some of the weak as well as the strong points. 

D.slruc!i~ rompetuUm belween cooperatives.-From an unbiased 
viewpoint one of the most glaring weaknesses of cooperative marketing 
associations is the antagonistic attitude, often resulting in the use of 
destructive tactics and general lack of cooperation, between coopera
tives operating on the same markets or in the SRme territory. 

It is recognized that where two cooperatives are located on the 
same market keen competition for business is to be expected, but too 
often in such CRBes there also exists a lack of cooperation in sales 
policies and of general business ethics. Both cooperative agencies 
should have for their aim the development of a more orderly and 
efficient marketing system of the producers' livestock and, with con
trol of a large volume, the strengthening of the producers' bargaining 
power. Cooperatives should work together on many broad general 
projects which will benefit the livestock industry. At times they 
should combine their volume in order to exert a. stabilizing and 
strengthening influence upon the market price. Again, one associa
tion may be of assistance to another by offering additions! outlets for 
certain kinds of stock. ' 

IJooperatWn wit" othM- organizations. --Several western range ass0-

ciations have developed working relation.iliips with other coopera-



122 FARM CREDIT ADMINISTRATION 

tives, both in tbeir own territory and in the :Midwest, yet much more 
could be accomplished along the lines of joint field service and edu
cational work by further cooperation with general farm and stock 
growers' organizations. 

A more extensive use of the facilities afforded by the various State 
I'xtension and vocational education departments for the information 
and education, both of the younger generation and the adult farmers 
and rancbmen, 88 to the value of cooperative effort has proved to be 
very 8.dvantageous in midwestern and eastern territories and might 
well be adopted by western agencies. 

Cooperation between western and Corn Belt agencies operating in 
each other's territory is especislly needed. Considerable progress 
along this line already has been made by several of the western and 
midwestern associations, but there still remains much to be gained 
by a. closer working relationship between agencieS in these regio .... , 
both in field service and in the development of a more efficient mar
keting service. 

With the passage of the Taylor Grazing Act, machinery bas been 
set up to control grazing on the puhlic domain through the organiza
tion of local grazing units. These grazing associations offer an excel
lent means of contact with ranchmen operating in the local range 
districts and can form a nucleus around which local marketing units 
can be built. 

The establishment of numerous production-credit associations 
throughout the range territory, through which the livestock producers 
and feeders can obtain operating credit without becoming indebted 
to lending agencies unfavorable to cooperatives, offers another oppor
tunity for the growth of cooperative marketing. Livestock coopera.
tives should endeavor to work closely with the secretaries and local 
boards of directors of these credit associations to the mutual benefit 
of both organizations. 
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SUMMARY 

COOPERATIVE marketing of livestock has been slower to 
develop throughout most of the western range territory than in 

the Middle West and East. 
Among the numerous obstacles standing in the way of cooperative 

growth the most important were as followe: 
1. Individualistic cha.ra.cter of western rancbmen. 
2. Isolation due to long distances and to topography of country. 
3. Lack of local marketing organizations. 
4. Divergent interests of large ranchmen and small farmers, 

cattle and sheep producers. 
5. Unfavorable attitude of some private banking interests and 

of traders and private-marketing agencies. 
6. Direct packer buying and feeding activities. 
7. Highly seasonal character of shipments due to climatic con

ditions. 
The fac'tors favorable to its growth were: 

1. N oed for a more efficient marketing and credit system. 
2. High cost of marketing. 
3. High interest rates on loans. 
4. N oed for more reliable market information. 
5. N oed for organized selling to compete with organized packer 

buying. 
Although several. early attempts were made to organize cooperatives 

in this region, the first successful terminal association to be established 
was the Farmers Union Livestock Commission, Inc., of Denver, Colo., 
formed in 1919. During the period from 1918 to 1930, two regional 
or direct marketing associations were established. These were the 
Western Cattle Marketing Association of San Francisco, Calif., and 
the California Farm Bureau Marketing Association of Hanford, Calif. 
From 1930 to 1935, 7 cooperative livestock marketing associations 
were organized and operated successfully, making a total. of 10 ass0-

ciations operating in 1935. For the year 1935 the 10 associations 
operating handled a total. of 2,246,537 head of livestock. 

There are two principal types of cooperative associations in the 
range territory; namely, those operating largely as terminal market
sales agencies and those of a regional nature which operate as direct
marketing associations. Of the 10 western associations operating in 
1935, 6 were of the terminal type and 4 were of the direct-marketing· 
type. I 

These western associations perform more diversified services than 
most ol the midwestern or eastern agencies.. Several. of the western 
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associations carry on a direct sales and purchase Sllrvice in addition 
to their regular terminal-marketing activities. Principal services 
rendered members and patrons include: 

1. Yarrung, feeding, and selling of livestock on terminal markets. 
2. Purchase of feeder stock on terminal markets and in the 

country. 
3. Reliable market information and selective marketing service. 
4. Improved transportation services, and filing and collection 

of transportation claims. 
5. Educational field service. 
6. Direct-to-feeder and, in some associations, direct-to-packer 

sales service. 
7. "Feeder contract" service. 
8. Livestock credit. 
9. Ranch supply purchasing service. 
10. Pasture leasing and supervision. 
11. Orderly marketing service. 

Most cooperatives find it difficult to keep their members informed 
and interested in their association, especially in the western territory 
where distances are great and membership is widely scattered. Unlike 
the producers in the Middle West and East, ranehmen do not have 
the opportunity to get together in local meetings easily and often. 
Nevertheless, there are ways in which a progressive cooperative can 
build up its local organization and membership. 

Most of the field work carried on consists of individual solicitation. 
Such a system is expensive and is a very slow means of increasing 
membership and volume. Some progress hIlS been made recently, 
however, by several western associations, in the holding of educational 
meetings, the forming of local lamb pools and, to a limited extent, in 
the organization of local-marketing associations in their territory. 

Some of the western cooperatives have not yet successfully dealt 
with the problem of developing interest among, and dispensing infor
mation to, members. This may be accomplished by an intelligently 
organized and directed field-service program which includes the use 
of the radio, educational meetings, the development of local organ
izations, and the use of well-directed advertising and other pUblicity. 
Joint radio programs with other cooperative associations, farm 
organizations, stock growers' groups and the various State agricul
tural colleges can be made both interesting and beneficial. 

The method of selecting directors varies considerably with differ
·ent associations. SOIDe are elected annually on the basis of districts; 
others are elected at large, while in some associations directors are 
selected by general farm organizations. Attendance at annual meet
ings as a rule has been very limited. This has created the undesira
ble situation of leaving the control of the association in too few hands. 
By districting the association's territory and by holding, prior to the 
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annual meeting, district meetings where delegates e.re appointed and 
directors nominated, much of this lack of interest can be overcome 
and a more democratic type of cooperative organization C&Il be 
developed. 

One of the most difficult of the operating problems faced by range 
cooperatives is that of widely varying volume. Climatic conditions 
in much of this area are such that the movement of cattle and sheep 
to market is concentrated largely in 3 or 4 months each year. An 
association is thus foreed to be overmanned for a large portion of 
the year in order to have a personnel large enough during peak 
periods. 

The expense resulting from this situation may be more evenly 
distributed by. cooperative arrangements with wool-marketing 
associations for fieJd work; by the development of truck volume, 
increase of hog and winter-fed cattle and lamb receipts, and the 
development of a field service to originate business for midwestern 
agencies. Some associations have supplemented their marketing 
income during slack periods by the addition of a ranch supply-pur
chasing department. 

Western livestock production and marketing is dependent to a 
large extent upon financing, as in the past private credit agencies 
have largely dictated the marketing operations of their borrowers. 
These agencies were for the most part unfavorable to cooperative 
effort. One of the principal incentives in the organization of several 
western coope ..... tive marketing associations was the desire on the 
part of ranchmen to build a coope ..... tive credit system, adapted to 
the needs of the livestock industry and free from domination of lend
ing agencies unfavorable to cooperatives. The establishment of 
cooperative credit institutions, controlled by cooperative marketing 
assoc.iations, was, therefore, a logical development. 

The first successful cooperative credit corporations in the Western 
Range States were those organized and established by the National 
Live Stock Marketing Association, in conjunction with several 
cooperative livestock-marketing associations on western markets 
and with ranchmen and farmers, in 1930 and 1931. During the period 
from 1931 to 1935 loans made totaled $112,822,724. 

In addition to the cooperative credit institutions serving this 
western region, midwestern marketing associations own and operate 
eight credit corporations, two of which were established as early as 
1924. Tht'Se eight corporations had, in 1935, a total capitalization 
of $il7,400 and have loaned It total of $26,931,867 from the time they 
were organized through 1935. 

Livestaek cooperativl'.s consider their credit ..,mea one of the most 
valuable assets in building up and holding their volume of business. 
Sueh concern" han, l'<'ndered msny livestock producer3 1\ valusble 

782AA~-.. 1t8----9 
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service at reasonable interest rates during a period when private 
credit was difficult to obtain. 

With the passage of the Fann Credit Act of 1933, a new system of 
local production credit associations was organized. These local 
associations are cooperative in set-up and offer a line of production 
credit to all farmers and ranchmen at reasonable rates and on a coope
rative basis. In 1935 there were 555 of these local credit associations 
in the United States, 178 of which were located in the 17 Western 
States. 

Through cooperation fanners and stockmen are offered an oppor
tunity to build up a successful agricultural credit and marketing 
system adapted to their needs. Such a system of intelligently ope
rated cooperative credit, combined with orderly marketing, should 
go a long way toward stabilizing the livestock industry. 

Nineteen cooperatives located at 9 Inidwestern markets handle a 
considerable volume of western livestock shipments, although the 
bulk of their business comes from the Corn Belt States. 

These Corn Belt associations have become firmly established during 
a period of 10 to 18 years and have become of increasing importance 
in the marketing of livestock at the terminal markets. That a better 
cooperative working relationship between Inidwestern and western 
marketing associations is developing is evidenced by the increased 
volume of western cattle and sheep handled by these Corn Belt agen
cies in recent years. The rapid increase in direct range-to-feed-Iot 
marketing and contract feeding of livestock are concrete examples of 
what cooperation between agencies of these two regions is accom
plishing. In addition, the cooperative field service arrangements be
tween several Inidwestern and western associations have been instru
mental in eliminating duplication of solicitation and have reduced 
field-service costs. 

Much can still be done, however, toward improving these relation
ships between associations, to the benefit of both western and Corn 
Belt members. 

Among the more important accomplishments of cooperatives 
serving this western and Inidwestern territory Inight be included: 

1. Soundly established cooperative marketing agencies now oper
ate on all principal livestock markets and serve all major livestock 
areas with the exception of a small portion of the Pacific Northwest. 

2. Volume of business handled by most livestock cooperatives has 
shown a steady growth during the last 10 years, in spite of many 
obstacles. In recent years, hog volume hIlS declined because of 
reduced supplies and changed marketing methods. 

8. ImproVed services have been rendered livestock producers both 
in the West and in the Corn Belt. This applies especially to the 
direct movement of feeder stock from producing to feeding areas. 
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4. A livestock credit service adapted to the needs of the livestock 
industry and providing credit at reasonable rates of interest has been 
established by cooperative marketing associations in the western and 
midwestern areas. These credit organizations operated successfully 
during one of the most trying periods in livestock financing history, 
from 1930 to 1934, and rendered valuable service to many stockmen 
who were unable to obtain financial aid otherwise. 

5. Cooperatives have been active in providing a claim and trans
portation service which has saved their members thousands of dollars. 
Improved rail o.nd truck service, as well as reduced freight rates, have 
been obtained through the organized efforts of these cooperative 
agencies. 

6. On several markets where cooperatives control a substantial 
portion of the receipts, a stabilizing inliuence has been exerted. 
This is especially valuable during periods of rising or falliug markets. 
By obtaining additional outside outlets, some cooperatives have 
strengthened their bargaining power and have increased prices. 
Through' the development of an orderly movement of grass cattle 
from the Southwest and a selective market service, cooperatives have 
been able to stabilize to a considerable degree market prices for 
certain classes of cattle. 

7. Cooperatives have been active in carrying on educational work 
and in improving the quality of livestock produced by members. 

8. Some cooperatives have furnished a greatly improved market 
information service by meo.ns of radio, market letters, research findings 
and personal contact. 

9. Western and Corn Belt cooperatives have not only saved their 
members approximately $8,000,000 in cash refunds and lowered 
commissions on western and midwestern terminal markets, up to and 
including 1934, but have reduced the speculative margins in the 
handling of feeder stock from the range to Com Belt feeders, through 
the development of their direct-marketing activities. 

10. Some cooperatives have been "pace setters" or pioneers in 
developing new operating methods and in providing improved 
marketing services. 

Possibilities for increased growth in the western range States are 
great. To date livestock cooperatives in much of this territory have 
been forced to spend most of their time and energy in obtaining a 
foothold and in maintaining themselves. Most of them are now 
beyond that experiments! or formative stage and sbould be in a 
position to show marked progress in the future, provided they broaden 
their educational program and develop an elastic type of marketing 
service adapted to changing means of transporta tion and methods of 
packer and feeder buying. 
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APPENDIX A 

INTERMOUNTAIN LIVESTOCK MARKETING AssocIATION 

LAMB FEEDING AGREEMENT 

TIll8 AGREEMENT
t 

made and entered into this ______ day of ____________ , 
193 __ , by and between ______________________ - __ - -- - - of - -- - --- -- - --- - - --f 

hereinafter caJ.1ed the grower, and _______________ ... __________________ , of 
____________________ , hereinafter called the feeder. 

W ITNES8ETU: That the grower hereby agrees to deliver to the feeder about 
______________________ head of feeder Jambs between the ________ day of 
____________________ , 193 __ , aod the ______ day of ____________________ , 

193_ -t the exact delivery date to be a.t the grower's option, but delivery to be 
made- within the abovMescribed limita unless prevented by weather condi
tions or other circumstances not within his control; that said lambs are to be 
weighed at ohipping point with 11 ..... dry, after 12 hours off feed aod water, 
which weight shall be the eontract weight, said Jambs to be delivered to the 
feeder on board cars at feeders unloading point in sound health and good condi-
tion, on th.e ____________________ railroad, the exact number of Jambs and the 
said contract weight to be shown on the attached certifica~ executed at time 
of delivery of oaid Jambs, which eertificate is hereby mede & part of this 
agreement. 

IT IS PURTBER 'UNDERSTOOD AND AGREED, That the feeder or his agent will 
take charge of asid Jamb. and unload the same at feeding point and will generally 
and in all reapeeta carefully look after and properly eare for J feed. and fatten 
said lambs, and the feeder further agrees not to feed any other lambs thao those 
covered by this agreement and owned by said grower. 

That said lambs are to be kept free from disease, clean, free from burrs, and in 
J<OO<I merchaotable condition by oaid feeder, and are to be fed on good wheat 
pastut'et sheltered, and cared for by said feeder, under the supervision of said 
grower or his agent. 

That the grower will.taod up to two (2%) pereent of any death loss sustained, 
the feeder to furnish the pelts as evidence of ouch death loss, but that the grower 
is to be to no expense whatsoever in caring for, feeding, watering, and sheltering 
said .lambs or for any veterinary services that may be required, and should the 
feeder for any reason make default in keeping or perferming any of the terms 
and eonditinn. of this agreement to the sstisfaction of the grower, or his agent, 
or in any respect fail, neglect. or refuse to properly care for said lambs, then, 
and in that event, the grower, or his agent, may, at his option, take possession 
of said lambs and terminate and cancel this agreement. 

Tbat the title to all of oaid Jambs shall at all times remain in the grower, free 
and clear of any claims, charges, or liens for coats or expenses incurred by the 
feeder in carrying out the terms of this contract, and the grower, or his agent, 
shall have ooIe oontrnl of the selling aod marketing of said Jambs. 

That said feeder hereby agrees to deliver all, or aoy portion, of said Jambs 
f. o. b. oars at feeding point, whenever the grower, or his agent, may so direct. 

That in the event any of said Jambs covered by this agreement &Ie ohipped, 
marketed, or moved. from. the feeding location without authorisation of the 
gJ'Ol\-et', or his agent, the feeder hereby waives and forfeits an claims to any of 
the proceeds of ssle of oaid Jambs. 

That the sslee proceeds acoruing to the grower and feeder shall be remitted 
to Intermountain Livestock Marketing Association. Denver, Colo., hereinafter 
called the association, for the credit and advice of said grower and said feeder. 
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That the grower hereby agrees to pay, on said contract weight, all freight and 
railroad feed charges, and marketing costs from original loading point to feeder'. 
station and from feeder'. station to market, and the teeder hereby agree. to pay 
freight and marketing expense on the gain in weight, and said grower and feeder 
hereby agree that said association shaI1 act as agent for hoth the grower and 
feeder and sha.ll supervise the feeding, care, and marketing of said lambs, also 
that said association shall receive for such services, the sum of twenty-seven 
(27t) cents per head on the origtnal loading count and five (5%) percent of said 
gain; of which ten (lOt) cents shall he paid by the grower and seventeen (I7t) 
eents and the .. id five (f>%) percent, hy ooid feeder, said charge. to be deducted 
from the returns to each party. 

That subject to the terms and conditions hereof, if said Jamb. are sold as fat 
Jambs said feeder shall receive all of the gain in weight at market price at time 
of sale less his share of the charges as hereinabove provided, as his sole compen
sation for Ida performance of the terms and conditions of this agreement, or if 
for any reason said lambs, or any part thereof, are sold as feeders, said feeder 
hereby agrees to pay said grower one (It) cent per pound on the gain on fiuch 
feeders; and in either of said events said feeder agrees to pay said 8SSOciation 
five (5%) percent of said gain as hereinahove provided, the amount of gain to 
be determined,' when all of said Jambs have been reweighed at the marketiog 
point, by deducting said contract weight from the tots! weight at marketing 
time after all of sald lambs have heen marketed. 

REHAlll<8; 

EXlOCUTEI> in triplicate by said grower and feeder on the date first above 
written. 
Witms" _____ . _____________ _ ____________________ (Grower). 
Wit_I: ___________________ _ _ __ ._._. __________ ._ (Feeder.) 

Feeder'. addreu: _______ ________ _ 
Feeder', .tal;"": _ ... _. __________ _ 

CERTIFICATE OF DELIVERY AND ACCEPTANCE 

CONTRACT LAMBS 

To INTERMou!o.~AIN LnESTOC)[ MARKETING AssOCIATIONy 

Denver, Cow. 
There has this ______ day of ___________ . ________ , 193_., heen deli,..,red 

into my hands by the _______ . _______ .. __ ._ .. _______ Railway Company. 
at _________ . ___________ , Kansas. station, ____________________ , head of 
--- .-.-----.------.------ '-'c- shipped hy _._ .. ________ ... _ .. _. _. _ .. _ - .. 
from ______________________________ , station, said ____________________ to 
be fed by me under contract, the car in which they arrived this day being num-
bered ______ • ______ . ______ . 

I have made a careful inspection of the above-described _______ ____________ , 
and hereby accept them for the purpose of feeding under a feeding contract. 

I hereby further accept the contract weight of ____________ pounds, as shown 
on the contract which haa heen signed by me. 

REMAKES: 

Witnessed by; 

(EX.CUTE IN DUPLICATE.) 
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APPENDIX B 

PRODUCERS LIVESTOCK MARKETING AssoCIATION OF SALT LAKE 

CITY 

MARKETING AGREEMENT 

This agreement made AS of the _________ • day of- ___________________ , 19 ____ , 

by and between the Producers Liveotock Marketing Association of Salt Lake 
City, Utah, hereinafter called the "Association", and the undersigned, hereinafter 
c&lled the "Producer", witnesseth: 

W RUEAS the Producer is desirous of becoming a. member of the Association 
and of having the livestock produced by him handled and marketed by tbe Ass0-
ciation on &- cooperative basis. 

Now, TBElRBFOlUll. in consideration of the mutual covena.nts herein set forth 
the parties hereto agree .... follow.: 

1. The Producer hereby 8ubscribes for one share of common stock of the Ass0-
ciation of the par value of One Dollar ($1.00) per share and the Association herehy 
acknowledges receipt of One Dollar ($1.00) in cash payment therefor. 

2. The PrOducer agreee: 
(a) To market through the Aeeociation all of Producer's Iiveotock thet is 

marketed on any termtnal market where the Association or the National Live
stook MarketiDg Association :maintains or baa & designated marketing agency. 

(b) To pay & fee of one cent per head on Jambs and hOg!! and ten cents per head 
on 1l&ttle Bold by the Producer without the services of the Associa.tion. This fee 
is intended to cover tbe cost of providing marketing inform&tion service and such 
other assistance 88 the Producer may request, providing the Association does 
not directly make the sale or fumiah the buyer for sueh livestock sold by the 
Producer. 

(e) To pay one dollar per head on cattle, ten cents per head on Jambs and 
fifteen oents pcr head on hOg!! where the Association effeets the sale of the Pr0-
ducer'. livestock direct to the buyer. 

(d) To pay one dollar pcr head on cattle, ten cents per head on Jambs, and 
fifteen cents per heed on hOg!! where the Association places such Producer's 
livestock under breeder-feeder contracts. 

3. The Associa.tion agrees to furnish to the Producer the following services: 
(0) An authentio and confidential market information service. 
(b) A terminal market aervice at those market. where member agencies of 

the National Livestock Marketing Association maintain or have 8. designated 
&gency. 

(e) A direet marketing service from Producer to Feeder or from Producer to 
Procesaor. 

4. Where tbs Producer elects to consign his liveetock to a termiaaI market 
ageucy (which ie a member of the National Livestock Marketing Association) 
the ueual commi8&ion and yardage oost on thet market will apply. and the Pr0-
ducer shall pay no additional fees to the Association. 

5. The Producer agreee to the articlee of moorporation and by-laws of the 
Association, and it is understood and agreed that the Producer may cancel this 
eontract in the month of November of Any year. if he is not indebted to the Asso-. 
aiation or ita affiliated credit agencies, by giving written notice to the Association 
of his intention to cancel the same and such cancellation shall be effective on the 
Drat day of January following. 
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IN WITNESS WHEREOF the pa.rties hereto have Affixed the'ir hAnds and seal .... 
of the dAy and y ..... first above written. 

PRoDUCEu LIvEsTOCK. MAIUtETING ASSOCIATION 

OJ" SALT LAKB CzTy, By ______ . _________________________________________ _ 

Its 
~ODUCEB ______________ ~ ___________________________ _ 

llDDRESS ___________________________________________ _ 

Sign, detach. and m&il to Producers Livestock Marketing Al!8Ocmtion, First 
National Bank Building, Salt Lake City. 

PRODUCERS LIVESTOCK MARKETING ASSOCIATION OF SALT LAIE CITY 

MARltETlNG AGREEIIENT 

lVutnber ___________ _ 
lijo~--------------------Jiam£_____________________________ AddreB3 ___________________________ _ 

Skoep_____________________________ CGUu _____________________________ _ 

(Do not lill in this side) 
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APPENDIX C 

LARGE-SCALE COOPERATIVE LIVESTOCK-MARKETING 

ASSOCIATIONS, 1935 

LoCATION AND YEAR OF ORGANIZATION 

Agency Address 
Year 
0P"""" 
tiODS 
began 

Califon)ia Farm Bureau Marketing Assoeilr Hanford, Calif __________ 1918 
tion. 

Central Coope1'8.tive ASSOCiatiOD __________ _ 
Branch agency _______________ • _____ _ 

Chicago Producers Commission Association __ 
Eastern Liv\I8tock Cooperative Marketing 

AssooiatioDt Ino. 
Branchagency ______________________ _ 

])0 ____________________________ _ 

Evansville Producers Commission Associa
tion. 

Equity Cooperative Livestock Sales Associa-
tion, Inc .. 

Farmers Live Stock Commission Co _______ _ 
Fanners LivestoC"k Commission Co. 1 _______ _ 

Farmers Union Live Stock Commission ____ _ 
Farmers Union Livestock Commission, Inc __ _ 
}'armers UniOIl Live Stock CommissiOll Co __ 

Bracch~DCy-----------------------Ilo ____________________________ _ 

Farmers Union Livestock COmmission:lt ____ _ 
Farmers Union Live Stock ConunisBiou ____ . 
Farmers Union Live Stock Commisaiou ____ _ 
Farmers Union Live Stock Commission Co._ 
Farmers Union Live Stock Commission ____ _ 
Farmel'8 Union LiYe8toek Commission Co __ . 
Illinois lJvestock Marketing A8800iatiOD ___ _ 
Intermoulltain Livestock Marketing Associa-

tion. 
lute ... tate Livestock Coopera.tive Association_ 
Iowa. Live Stock Marketing Corporation ___ _ 
Lh"estock Producers AssoC-iation, lnc.t _____ _ 
Michigan Live Stock E:whange ___________ _ 

Montana Li_tork Marketing ASBOCiatiOD __ 
Oklahoma. Lh'"e8tock Marketing A88OCiatioD. 1 

South St. Paul, Minn ___ --
Fargo, N. Ilak _________ _ 
Chicago, ffi ____________ _ 
Baltimore, Md __ • ______ _ 

Je .... y City, N, J. ______ _ 
Lancaster, P& __________ _ 
Evansville,Ind ________ _ 

1921 
1935 
1933 
1931 

1933 
1934 
1923 

Milwankee, Wis _________ 1922 

East St. Louis, lli _______ 1921 
Springfield, Mo _________ 1926 
Chicago, lli _____________ 1922 
Ilenver, Co10 ___________ 1919 
Kansas City, Mo ________ 1918 
Wichita, K ..... __________ 1923 
Parsons. Kans __________ 1935 
Ogden. Utah __ -- ________ 1931 
Omaha, Nebr ___________ 1911 
St. Joseph, Mo __________ 1917 
South St. Paul, Minn __ _ _ 1922 
Sioux City, Iowa ________ 1918 
Sioux Falls, S. Ilak ______ 1929 
Chi<ago, lli _____________ 1931 
Ilenver. C010 _____ • _____ 1930 

South St. Paul, Minn ____ 1931 
Ilea Moin .... lowa _______ 1930 
Montgomery, A1a _______ 1929 
Iletroit, Mich ___________ 1922 
Helena, Mont_________ _ _ 1932 
Oklahoma City, Okla ____ 1931 

t Started as Mtssouri FvtneIa' AssociaUoo unstoct Comm1nkm . 
• Openkld jointly by Farmen" UnlaD lliMt.oct Cmnmission ('ompanlel of Omaha. Nebr .• aDd 

Ul'OVfll'. ('010. 

I SUIJK!Ieded u. AlabAma .P&rm Bureau C'~V$ C<mmlsian ftrm. API'. 15,. 1m. 
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Address 

---------------------------1--------------------
Pacific States livestock Marketing Associa- San Fnmcisro, Calif _ _ _ _ _ 1925 

tion.1: 
People's Cooperative Sales Agency, Ine ____ _ 
Peoria l'rodUterB Commission Asaociation __ _ 
Producers Commjssion AMociatioD-_______ _ 
Produeers Commission As&oeiation-________ _ 
Prodncem Comm;-on Association ________ _ 

Prod_ Cooperative Com_~ 
tion.. 

Producem Cooperative Commission .~ 
tion.. 

South at. Paul. Minn ___ _ 
Peoria, m _____________ _ 
Indianapo~ IntL ______ _ 
Kansas City, Mo _______ _ 
Sioux City, Iowa _______ _ 
Bulfalo, N. Y __________ _ 

1923 
1922 
1922 
1923 
1923 
1922 

C'meinnati,Ohio________ 1925 

Bnmch "I!I'JlC'Y-------------- _________ Dayton, Ohio___________ 1935 
Prod...,.... Cooperative C<llDm_ _ Columbus, Ohion __ n__ 1929 

lion. 
Joint "I!I'JlC'Y------------------------ C1e.-elaDd, Ohio________ _ 1923 Do_____________________________ PitlBburgh. Fa__ __ ______ 1923 

Producers Live Stoek Commission Assoeia- East St. Louis.. Dl.., and 192"2 
tiOD_ St. Louis, Mo. 

Prod ........ live Stock CommiosiQn Conn_n Springfield, m ____ n._n 1920 
Produ"",," live Stock .Asoociation.. .. ________ Muncie, Ind ____________ 19"-5 
Producers Live Stock Marketing Association_ Louisrille, Ky ___________ 1931 
Produ""", Livestock Mari;:eting A"""';otiOlL._ St . .ksepb. MOn_nnn_ 1931 
Producers Livestock Marketing A....,..;atio1L_ Salt Lake City, Utah_n_ 1935 

Bnmch~cy------------------- ____ Ogden. UWL ___________ 1935 Do _____________________________ Los Angeles, CaIif _______ 1935 

~_.-e Fanners Cooperath-e Commis- Sioux City, Iowa ___ nn_ 1933 
oon.. ~ 

sou:~:""c!;~ti~-ti~k-M.:r~-I :O~: =~===== !!: 
keting A....,..;.tion ' 

Tenneooee ProdU<el'S Li,.., Stock Marketing I Na.shrille, Tenn..________ 1932 
A_on. , 

Texas Livestock Marl;:eting Association _____ ! Fort 'Worth, Tex ________ 1930 

• 8' i heE' Wf!!tenl Canle lI.uci:1c" . tiO" (lVti-lSH) &lid. lJIe. W"tI!Ilem Lin:5lock ~ 
iDe A ___ (lJI3:!-l ..... AJriI HIM. 


