UNITED STATES

LATTLEMEN'S

ASSOCIATION

I want to take a minute to be clear
about who the U.S. Cattlemen’s Asso-
ciation is — and why we stand apart.

There are a lot of organizations tied
to this industry, and a lot of different
ways to approach the work. For us, it’s
pretty simple.

We start and end with the producer.

The folks raising the cattle, feeling
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and managing the risk, and figuring
out how to make it work year after
year. That’s who we represent, and
that’s whose voice we carry forward.

‘When we sit down with a Senator,
an agency, or anyone in Washington,
we’re not prioritizing those who profit
from the supply chain, rather we carry
the voices of those who provide for it..
“Markets that don’t feel fair or even

competitive.” “Labels that don’t

reflect what [ work hard for.”
“Regulation makes it harder,
not easier, to stay in business.”
“I want this ranch to make it for
my kids and grandkids to work
on but I'm just not sure that’s an
option anymore.”

Atthe end of the day, this isn’t
about headlines—it’s about your
bottom line. It’s about whether the
numbers pencil out, whether the
market is fair, and whether the next
generation has a shot at carrying this
forward.

Why We Stand Apart

And our organization’s voice sounds
familiar—because it sounds like yours.

Our committees, our state affiliates,
and our members own this process.
The issues we advocate are grounded
in your day-in and day-out experience,
from producers across the country
who know exactly what’s at stake.
That’s what gives our work credibili-
ty—and it’s what makes it count.

From there, our focus is on policy in
action.

Youwon’t see us spending our time
on litigation—you’ll see us focused on
the federal grind and the long-term
playbook. Around here, it’s policy,
not politics. We stay focused on what
actually moves the needle for pro-
ducers, not what makes noise in the
moment.

That means being in the room early,
staying engaged through the details,
and working late to make sure it’s
implemented the right way. It’s not
always bright lights and news media,
and you don’t always see it, butit’s
where real battles are fought and won.
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PRESIDENT: JUSTIN TUPPER
P.O. Box 290, St. Onge, SD 57779
| (605) 380-0259; stonge@rushmore.com

VICE PRESIDENT: WHITNEY KLASNA
31784 Hwy 201, Lambert, MT 59243
| (406) 951-0538 or (406) 774-3461
I w.klasna@gmail.com

| SECRETARY: ZACH DEUCHENEAUX

1 TREASURER: BRAD COTTON
| Floresville, TX

I PAST PRESIDENT: BROOKE MILLER
| P.O. Box 150, Washington, VA 22747
I (540) 522-8393; brookemillermd@msn.com

| ReGIoN 1 | WA, OR, AK, HI
CurTtIs THOMAS
1 Jordan Valley, OR

REGION 2 | CA, NV
1 JACK PAYNE
| Fallon, NV

I REGION 3| NM, CO, AZ, UT, WY
| BRETT CROSBY
I Cowley, WY

I Recion 4| TX, OK
I SCHUYLER WIGHT
Goldsmith, TX

I REGION 5 | MT
SAMANTHA FERRAT
| Toston, MT

I REGION 6 | MO, MN, IA
| Oren SEat

I REGION 7 | KS, NE
| Mike SimoN
I Leon, KS

I Recion 8 | AR, MS, LA, AL
I JEFF GILLESPIE

-

AREYOU A MEMBER FROM
MISSOURI, MINNESOTA, ORIOWA?

Region 6 has an open seat on the BOD and we would

encourage members who wish to be more engag
reach out about filling this position.

UNiTep STaTes CATTLEMENS ASSOCIATION

REGION 9 | ND, SD
LARRY KINEV
Dawson, ND

REGION 10 | FL, GA, SC
Topp CLEMMONS

REGION 11 | WV, VA, NC,
PATRICK ROBINETTE

ReGION 12 | TN, KY, OH, ML, IL, IN, WI
SAMUEL EBENKAMP
Otwell, IN

REGION 13 | PA, NY, ME, VT, NH, MA, CT,
NJ, DE, RI, MD

ROBERT GROOM

Lyons, NY

REGION 14 | NATIVE AMERICAN
JorRDAN BOoOTH
Wister, OK

AT LARGE DIRECTORS

DISTRICT 1 | REGIONS 1,2,3,4,5,7,9

AK, HI, OR, WA, ID, CA, NV, NM, CO, AZ,
UT, WY, TX, OK, MT, KS, NE, ND, SD
MARK SILVERSTEIN

Big Timber, MT

DisTRICT 2 | REGIONS 6, 8, 10,11, 12,13
MO, MN, IA, AL, AR, LA, MS, FL, GA, SC,
VA, WV, NC, KY, TN, MI, OH, IL, IN, WI,
PA, NY, ME, VT, NH, MA, CT, NJ, DE, RI,
MD

LUKE FRANTZ

DIRECTOR EMERITUS: LEO MCDONNELL, JR.
13 Bull Drive, Columbus, MT 59019

(406) 322-4474 or (406) 780-0176
leomcd@hotmail.com

AFFILIATE DIRECTOR SEAT:
BoEe LoPEz

ged to

FroM THE EVP

Starting off 2026, coming from
the Annual Meeting in Manhattan,
Kansas, in January, USCA has set to
work on policies and priorities for our
members. On an administrative note,
revisions to the USCA bylaws were
passed last year and this year saw those
changes come to fruition. Of note is
the redistricting of the USCA Board
of Director (BOD) Regions - which
sought to better group together states
and added in two At-Large positions.
Today, there is only one Region that
remains vacant - aze you a USCA mem-
ber from Missourt, Minnesota or lowa?
Reach out to the USCA Office to
voice your interest in serving in the
Region 6 seat. The BOD is an integral
part of USCA, representing your voic-
es as policy is acted on and considered,
and the direction of the Association is
discussed during monthly meetings.
We are always seeking USCA mem-
bers who wish to be involved on the
BOD, Committees, or in any capacity -
reach out and we’ll get you connected!

Following the recent Annual Meet-
ing, the BOD determined that rather
than host an in-person annual meeting
this year, USCA would instead look to
host regional meetings throughout the
country, with the goal of interacting
with members on a more direct level.
The first regional outreach effort will
be in Texas, with USCA staff traveling
to the Annual Independent Cattle-
men’s Association of Texas (ICA)
Convention. We will be looking to the
East Coast later this Summer to host
an event and welcome the opportunity
to come to your region - interested
in hosting a USCA regional meeting?
Contact the USCA Office and we’ll
take care of the legwork and come
your way.

Here’s to a great second half of the
year and connecting with many of you
outin the countryside.



PRESIDENT’S MSG.

cont._from pg. 1

That’s what we do, day in and day
out:

e We make sure producers have
a seat—at every table, in every
room—getting real-world per-
spectives in front of the deci-
sion-makers, the rule-writers.
I€’s not flashy, but it’s the kind
of work that survives and thrives
in the long haul.

e We write the comments that end
up in the final rules and regula-
tions.

e We propose the language that
finds its way into statutes and
appropriations bills.

*  We track the details that decide
whether a “win” in theory actu-
ally shows up at your sale barn
and in your pockets.

And when we need to push back, we
don’tback down. We do it through
strategy—oversight hearings, account-
ability letters, real-world data, and
the kind of steady pressure that might
operate away from the camera but
definitely moves the needle.

While we approach our 20th
anniversary in 2027, we aren’t bound
by “the way things have always been
done.” We have the experience and
the political acumen to hang with the
best of them—and we aren’t afraid to
think creatively to beat them.

We play the long game when it
comes to relationships.

I’s easy to believe advocacy isn’t
important when prices are high and
the stress of the last 20 years feels like
it’s finally lifting. I hear you. But we
are the market experts, and we know
what goes up will eventually come
down. There is no better time to stay
active in an association working to
keep those sale day numbers high and
government overreach low.
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We don’t have the luxury of writing
off half of Congress, none of us do.
The reality is, the political environ-
ment shifts—and what’s possible today
might be impossible tomorrow. If we
want this industry to stay strong for
the next generation, we have to be
thinking beyond the moment we’re in
right now.

So we build relationships in every
aisle, both sides of it and inside of it
too. We lead with logic and grit, not
just noisemaking. We come back to
the table after the cameras are gone.
And when we sign our name to a bill
or a rulemaking comment, it’s because
we believe it moves independent
producers upward and onward—not
because it makes for a good press
release or it’s what folks want to hear.

You are more than just a cattleman
or cattlewoman—you are a consumer,
a citizen, and a contributor to society
with a voice that needs to be heard.

So that table we talked about earlier?
Sit down, and bring your neighbor or
the next generation individual you're
training. Call our leadership and share
your stories; | guarantee the return on
investment will be unlike any purchase
you’ve ever made for your operation.

At the end of the day, what sets
USCA apartisn’t complicated and it’s
not cloudy:

*  We’re grounded in the produc-
er.

*  We focus on policy that stands
the test of time and evolution.

* And we stay focused on what
improves the long-term viabil-
ity—and profitability—of your
operation.

That’s who we are. That’s who we’ll
keep being.

And we’re proud to carry your voice
forward.

a proud partner
of USCA

all USCA members receive

10% off the exclusive USCA
Cattleman’s hat and silk liner

Randshats@gmail.com
(800) 346-9815
(406) 259-4886
2205 1st Avenue

Billings, MT 59101




THE VIEW FROM THE TABLE...
[Jfrom your Director of Policy & Public Affairs

There’s an age-old saying that goes,
“if you're not at the table, then you're
on the menu.” While the product you
raise should always be on the menu,

[ have good news for you: as a USCA
member, you have a solid chair at the
table in Washington, D.C..

We are currently operating in the
“Make America Healthy Again” era,
and we have every reason to believe
this movement is here to stay. We see
this reflected in the updated Dietary
Guidelines, which have finally placed
animal protein at the top of the food
pyramid. Economists and nutrition
experts are saying that “meat is having
amoment,” but I'd take it a step
further: in protein, beef'is owning the
moment. Despite the pressures of
inflation, beef demand is jumping, and
consumption hit a decades-high level
in 2025, where meat hit record sales
of $112 billion. Americans want what
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you raise: the most healthful, safe beef
supply on the planet.

My job is to make sure those con-
sumers know exactly what they are
buying at the meat case. We took a
massive leap toward that goal on Janu-
ary 1, when the new “Product of USA”™
label went into effect. This change
ensures that the only beef carrying an
American flag is beef that was born,
raised, harvested, and processed right
here in the United States. [ was proud
to spend National Ag Week at the
USDA celebrating this game-chang-
ing standard, but we aren’t finished.
Mandatory country-of-origin labeling
(MCOOL) remains the ultimate goal,
and we are in the strongest position
we’ve ever been to secure it in a Farm
Bill by the end of 2026.

While it’s great to ride the highs of
a strong market, it is as important as
ever to stay informed. My monthly DC

$1,250
$700
$400
$300

u
S
C
a
t
t
I
e
m
e
n
o
r
g

$125

GETINTOUCH

Jenna Stanton
Director of Policy and Public Affairs

jenna@wssdc.com
(202) 870-0156

Update is designed to weed through
the media noise so you don’t have

to, ensuring you know exactly which
headlines affect your bottom line. If
you have a neighbor who isn’t receiv-
ing ityet, let me know—we’ll get their
first month covered.

My mission in Washington D.C. is
that when legislators and regulators
hear my voice, it comes out sounding
like yours. I have a goal for 2026, and
I need your help to meet it: [ want my
voice in Washington to sound exactly
like yours. Between now and the end
of the year,  want to have a “coffee”
with at least two of you every month—
even if it’s virtually. Better yet, call
me when you're on the road or in the
field. Tell me your stories—about your
ranch, your family, or even that one
old cow you couldn’t part with. From
sale barn closcouts to Forest Service
and BLM movements in your back-
yard, [ want to hear it all. Your stories
are what give my advocacy its teeth.
They carry your legacy and hold the
key to ensuring the next generation
can keep this livelihood operating
profitably.

Your membership is working hard
for you, and so are we.
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IIIVCStiIlg ill AmCI'iCElIl PI'OdllCCI'S. o o by Zach Ducheneaux, USCA Secretary

Discretion without resources is not
a solution to anything. Discretion
without compassion and empathy is
€ven Worse.

As droughts worsen and wildfires in-
tensify, ranches across the country are
under severe strain. The good news
is that effective, proven tools already
exist. When the federal government
makes timely, welltargeted invest-
ments in agricultural producers, the
payoff—both economically and social-
ly—can be enormous.

This is a story about one such in-
vestment, and what it meant for North
Dakota’s cowherd and rural economy.

SAVING NORTH DAKOTA
COWHERDS IN 2021

In the summer of 2021, western
North Dakota was in the grip of an
extended, extreme drought. Senator

¢

BOZEMAN,

John Hoeven’s team invited a group
from USDA to tour the state, listen
to producers, and see the impacts
firsthand—especially on the state’s
beef cow herd.

Atlistening sessions across North
Dakota, producers shared fears of
losing up to 30% of the breeding cow
herd. Generations of genetic selection
and stewardship were at risk. Many felt
they had no choice but to sell pairs and
calves into a depressed drought mar-
ket, months before those calves would
normally be ready for sale. Selling into
a drought s, for many, a “going out of
business sale.”

Crop producers, whose markets and
crop insurance looked stronger, often
stepped up in those meetings and said:
“Help the livestock guys. We’ll be ok.
They need it more.”

LONE MOUNTAIN

MDNTANA' %

Behind all of this was a simple
reality: it wasn’t that feed didn’t exist.
It was that the drought was so wide-
spread that the cost of freight to haul
hay from where it was available had
become the real barrier.

UsinG THE Ricar Tool s
AT THE Ricur TIME

USDA had a flexible tool available:
the Emergency Assistance for Live-
stock, Honeybees and Farm-Raised
Fish Program (ELAP). ELAP and its
companion programs were designed
by Congress not just to authorize and
fund assistance, but also to give ex-
perts in the Executive Branch enough
flexibility to respond quickly and
sensibly to real-world conditions.

o INVEST IN PRODUCERS cont. on pg. 7

M‘

PREMIUM ROTOMOLDED COOLERS AND DRINK CHILLERS MADE IN MONTANA
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INVEST INPRODUCERS

cont._from pg. 6

Working with Senator Hoeven’s
team, USDA determined that freight
assistance would be the most effective
way to keep cowherds together. The
national trucking rate at the time was
about $5-$6 per loaded mile. The
solution: a costshare program to help
cover abovenormal freight costs for
abovenormal feed purchases trans-
ported from abovenormal distances.

Program rules were developed and
moved through USDA and the Office
of Management and Budget. With
consistent engagement from Senator
Hoeven and his team, USDA was able
to announce freight assistance in time
to help keep those cows fed through
the fall and get those calves to market.

That was only the beginning of the
story.
“RANCHER MATH™:

ForLLowING ONE LoAD oF
Hay

To illustrate the impact, let’s track
a single truckload of hay under some
conservative assumptions:

* Freight cost: $5.900 fora
r,ooomile loaded trip

* Load size: 20 tons (40,000
pounds) of hay

* Feeding period: 120 days
(roughly June to October)

* Ration: 50 pounds of hay per
cow/ calf pair per day

*  Weight gain: 2 pounds per day
per calf (240 pounds over 120
days)

 Calfvalue during that period:
$1.72 per pound

At 50 pounds per day for 120 days,
each pair needs 6,000 pounds of hay

A
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to get to market. One 40,000pound
load feeds about six cow/ calf pairs for
that period.

Six calves gaining 240 pounds
each at $1.72 per pound equals about
$2,476 in calf sales preserved in 2021
alone—just from that one load of hay.

But the real return shows up over
time. Keeping those six mother cows
together meant those calves kept com-
ing. Using actual average sale values
for the years that followed, those six
calves per year generated roughly:

* 2021 $2,476
e 2022: $6,268
* 2023: $9.156
2024: $9,666

* 2025 $15,276

SO3D—+0NAVCEH 5 W3ID3ID—UNANCH

100% PREMIUK

Year Average/Head | 6 Calves
2021 $412 $2,476
2022 $1,047 $6,268
2023 $1,526 $9,156
2024 $1,611 $9,666
2025 $2,546 $15,276
Total $42,842

Total: $42,842 in income opportu-
nity preserved from an initial $5,900
freight investment.

That’s a return of more than 600%—
and that’s before we consider the
broader economic effects: the hay
purchased from a surplus region, the
trucking work created, and the dollars
circulating in rural communities.
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USCA MEMBERS RECEIVE 10% OFF WITH THE CODE USCA



INVESTIN PRODUCERS to feed. When people with practical and then acted, which helps

experience and the right information rebuild confidence in public
cont. from pg. 7 speak up, and when policymakers mstitutions.
LISTENING. ADJUSTING are Vﬁlhﬂg to listen and adapt, better e Rural economies need cow-
? > solutions emerge. herds. Keeping the “factory”
AND IMPROVING b .
WHAT THiS EXPERIENCE together—those mother cows—
After the ELAP freight assistance Tracars Us preserves not only one year’s
was announced, members of the U.S. _ calf crop but years of future pro-
Cattlemen’s Association (USCA) did - Th.ere are several important lessons duction and the local businesses
their own “rancher math.” For some 1 this story: that depend on it.
[ ) P ’( P CS 5 . . .
ootk s ol Targd el mnts i porany. s
e ; shows what happens when elected and
Instead of forcing producers to fit disaster strike, strategic support appointed leaders believe in con-
the initial program design, USDA lis- can prevent 1(’118'[“@ damage structive government, and when they
tened and adjusted the program so it 0 PTOdl}CUOn capacity and rural empower knowledgeable, dedicated
could also help with moving livestock CCONOMICS. public servants to use the tools Con-

* Flexibility matters. Programs  gress has given them.

Wyoming’s only weekly - like ELAP work best when they

publication devoted to
agriculture!

Real, lasting change happens. Pro-
all.ow ontheground CXperts Lo ducers see results instead of neglect.
tailor assistance to realworld

CHECK US OUT ONLINE n < Rural communities get a chance not
AT WYLR.NET ; conditions. . .
v just to survive, but to grow.

ml;:-r e ' * Listeningbuilds trust. Produc- WE CAN Do THIS ACAIN

(285 234 2rco ! ers saw a federal government
that listened to their concerns The authorizing language for ELAP

WESTERN AG REPORTER

available. Thousands of dedicated
AL the news @ busy rancher has time to read!

federal employees still show up each
day wanting to help producers weather
challenges and stay in business.

What they need is the continued
support, direction, and engagement
of elected officials—and clear feedback
from producers themselves.

Subscribe Today!

So keep speaking up. Let your
representatives know what’s happen-
ing on the ground, what you need, and
what tools—like ELAP—are available
and effective. When we invest wisely
in American producers, the returns
show up for years in families, com-
munities, and the food security of our
entire nation.

1 Year of Print and Unlimited
Online Access for only $55

WesTERN Ac REPORTER

P.O. Box 30758 - Billings, Montana 59107
406-259-4589
www.westernagreporter.com
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LONG LIVE THE
AMERICAN CATTLEMAN

Feed Your Henry
with Federal
Premium <«

Engraved, highly \.
polished, hardened "

brass receiver

Introducing the American EXCLUSIVE DISCOUNT!

Cattleman Tribute Edition Rifle SAVE 5590 OFF MSRP
From the wide-open ranges of the 19th-century Western frontier WITH CODE CATTLEVIP

to the family ranches that have stood steadfast for generations,

America’s story has always included the men and women who _M_S.R_P_S.]__G.g.e_

sweat and toil to raise the cattle that feed our nation. The - )

American Cattleman Tribute Edition Rifle is our tip of the hat

to this enduring way of life. YOUR PRICE WITH
Built on our brass-framed .30-30 lever action platform, this rifle is CODE CATTLEVIP
made for those who put in the long, hard hours from sunup to sun- $1 10 0

down, and it stands as a testament to the animals and their stew- )

ardship at the heart of it all. Featuring genuine American walnut

furniture paired with an engraved, highly polished brass receiver, =~ BUY NOW!
every detail honors the grit and tradition that define the cattleman’s e T B
trade. Long live the American Cattleman. EE.:;;EEE FREE \ ol
AT . %3 i
e o g N
maskdk 0o o g @R
SCAN or VISIT
HenryUSA.com/cattle
MADE IN AMERICA, OR NOT MADE AT ALL
LIFETIME WARRANTY | 100% SATISFACTION GUARANTEE LIMITED TIME OFFER - DON’T WAIT!
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Next Gen Building Knowledge Beyond the Fence Line

From cattle markets and financ-
ing to herd management, consumer
trends, and practical ranch manage-
ment, the U.S. Cattlemen’s Associ-
ation’s Beyond the Fenceline: Next
Generation Ranchers Call continues
to connect producers with the infor-
mation, resources, and relationships
needed to navigate today’s cattle
industry.

Designed as a casual, conversa-
tion-based forum, the monthly call
brings together ranchers from across
the country to learn from industry
experts, share experiences, and dis-
cuss the opportunities and challenges
facing the next generation of cattle
producers.

Recent calls have covered a wide
range of topics relevant to producers

A
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at every stage of their operation.

In February, Farm Credit Services
of America’s Erin Yost discussed
financial planning, business growth,
and lending considerations for pro-
ducers looking to expand or transition
into ownership. The conversation
focused on goal setting, cash flow
management, risk management tools,
and strategies for building long-term
financial resilience.

March’s call featured Logan Vander-
mark of South Dakota State University
Extension, who provided an over-
view of the many resources available
through Extension systems. Partic-
ipants learned how local agents and
specialists can help producers address
production challenges, access educa-
tional opportunities, and make more

informed management decisions.

In April, Micah Bristow of Circle 5
Cow School shared practical insights
on reproductive management, in-
cluding pregnancy checking, artificial
insemination, and producer educa-
tion. Drawing from years of hands-
on instruction across the country,
Bristow highlighted how developing
these skills can improve efficiency and
strengthen herd management deci-
sions.

Most recently, Kansas State Uni-
versity livestock economist Dr. Glynn
Tonsor joined the call to discuss find-
ings from the Meat Demand Monitor.

. NEXT GEN cont. on pg. 11
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NEXT GEN

cont._from pg. 10

His presentation explored consumer
preferences, beef demand trends, and
market outlooks, providing valuable
perspective on how changing con-
sumer behavior continues to influence
opportunities throughout the beef
industry.

Each call also features a spotlight
on USCA producer leaders, allowing
participants to hear firsthand lessons
learned from ranchers across the

country. Conversations have touched
on leadership development, communi-
ty involvement, technology adoption,
business management, and the impor-
tance of building a strong foundation
for future success.

Beyond the Fenceline was created
to provide a welcoming space for
those building the future of the cattle
industry—whether they are returning
to a family ranch, growing an existing
operation, entering the business for
the first time, or preparing to take on
greater leadership responsibilities.

UNITED STATES

CATTLEMEN'S
ASSOCIATION

A

an affiliated organization of
GOOD GRAZING MAKES CENT$

- Videos with Experts on the Range
- Monthly e-Newsletters
- Interactive, Collaborative Facebook Group

- Access to Society for Rar&h@gewn Re

u stel clod e

@dgrazmgUCA

for a discou mbers

aims to provide practical,
applicable, and economically feasible range management practices
which can ultimately improve productivity of the land and the
bottom dollar of the ranch through conversation and collaboration
between range scientists and ranchers.

visit goodgrazing.org
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The calls offer a unique opportunity
to connect with fellow producers, ask
questions, gain new perspectives, and
strengthen professional networks.

The Beyond the Fenceline: Next
Generation Ranchers Call is held
monthly and remains open to all inter-
ested producers. As the series con-
tinues to grow, it remains focused on
one goal: helping producers build the
knowledge, connections, and confi-
dence needed to lead the next chapter
of the cattle industry.

Join the BEYBN-B Monthly:

Third Thursday
71am [(MST)
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Powered by Data—Driven by Performance.

Protein, Energy, Minerals & Vitamins
for Optimum Health & Performance

Conveneint, cost-effective, year-round livestock
nutrition supplements for herd health and calf
performance are a phone call away:

Call your local Anipro
dealer or 844-313-3337

Liquid Supplements,
Low-Moisture Tubs, &
WeatherPro Minerals

Anipro.com
iy
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Risk Management Providers: LRP Decision Matrix

Typical Typical AG Rl SK

LRP Salesman Crop Agent ADVISORS®

24[7 service

Industry Involvement
Full-time Professionals \/
Decision Tools v

15+ Years Experience v

\&&ﬂﬂ&

NO PRESSURE v
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AgRlsk Advisors have been proud supporters of USCA since 2007
THANK YOU for your involvement!

With a robust service team and helpful folks who understand Western agriculture,
AgRisk Advisors is the sound choice for risk management advice.

We won't pester you, so be sure to call us today to learn why AgRisk Advisors stand
head and shoulders above the rest!

Don’t get stuck with just an agent — hire an AgRisk Advisor!

Aeric Reilly Aaron Tattersall Tait Berlier
aeric@reillyins.com  aaron.tattersall@cropins.net tait.berlier@cropins.net
(406) 570-5853 (303) 854-7016 (307) 285-9898

“I've been working with AgRisk Advisors for years. They‘ve done a great job in helping

me manage ranch risk and they may be able to do the same for you.” - Leo McDonnel/

FR1AGRISK (4 Cariidhiens

. mrhe weather. As s n[ IAT I n "

6130 Greenwood Plaza Blvd, Suite 110 Greenwood Village, CO 80111
(303) 539-9300 | AgRiskAdvisors.com

The information contained herein is not an offer to sell insurance. No binder, insurance policy, change, addition, and/or deletion to insurance coverage will be effective unless
and until confirmed directly with a licensed agent. Please note any proposal of insurance we may present to you will be based upon the values developed and exposures to
loss disclosed to us by you. All coverages are subject to the terms, conditions exclusions ofthe actual policy issued. Notall policies or coverages may be available in every state
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BONFIRE

Shop our line of unique “rancher-approved” designs!
Share your design ideas with Kayla at (406) 930-1466 or kayla@wssdc.com

" CALVING
FUEL

All apparel store proceeds benefit our efforts on Capitol Hill.
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MOSIAC THREADS
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Customize your USCA apparel with your ranch brand'
Pay a one time fee to have your brand added to any apparel in the Mosiac Store
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Membership Office: 100 N 27th St. Suite 600D, Billings, MT 59101
(406) 670-0530 | www.uscattlemen.org | usca@uscattlemen.org

MEMBERSHIP AND DONATION FORM
STATEMENT OF PURPOSE

The purpose of the United States Cattlemen’s Association (USCA) is to present an effective voice for the United States cattle industry.
USCA is dedicated to, and focused on, efforts in Washington, D.C. to further the interests of cattle producers on mandatory country
of origin labeling, international trade, market competition, reform of the mandatory beef checkoff, animal health, welfare and
identification, private property rights and other issues that affect the United States cattle industry.

Name

Company or Ranch Name

Address

City County State Zip

Phone Email

Only members owning cattle have voting rights. One member - one vote.

Own cattle: Yes No

Annual Membership Dues: Premier Memberships: For Those Members
[0 $50: Cattle Producer (less than 50 head) Who Wish To Increase Their Support of USCA
[0 $100: Cattle Producer (more than 50 head)
[ $100: Business Member [ Maverick level $200+
0 $25: NextGen (under 35 years old) [ WRANGLER level $500+

] DROVER level $1000 or more

AMOUNT REMITTED:

Recruited By:
Name:

Address:

City: State: Zip: Phone:

Please mail completed form along with your check to:
UNITED STATES CATTLEMEN’S ASSOCIATION 100 N 27th St Suite 600D, Billings, MT 59101

Online payment may be made at www.uscattlemen.org.

Your Support is Appreciated!

Contributions are not deductible as a charitable contribution but a portion (54%) may be deductible as a trade or business expense if
ordinary and necessary to the conduct of the taxpayer’s business.
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UNITED STATE CATTLEMEN’S ASSOCIATION

100 N 27TH ST., SUITE
. 60
BILLINGS, MT 59101 .
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