


1983, he joined Bartlett Company, a
familv-owned business in Kansas City
that has three divisions—Bartlett Grain,
Bartlett Milling and Bartlett Cattle.

While his initial job with Bartlett
was to centralize the accounting func-
tions of their milling division, Gillcrist
showed an ability to quickly grasp agri-
cultural markets and agricultural mar-
keting, and to understand the unique
aspects of production agriculture,
Within three vears, he was vice presi-
dent of Bartlett’s milling division, and
shortly was named president.

Gillerist got up close and personal
with cattle feeding in 1994 when he
moved to Amarillo and went to work
in Bartlett Cattle’s office, immersing
himself in learning the cattle business.

The same qualities that allowed him
to move quickly in the milling side of
Bartlett’s operations served him well in
the cattle division. He's a quick study,
with an agile and active mind that has
an almost unlimited capacity to
embrace new concepts and ideas.

“The most tfun three years of my
career were the vears [ was in Amarillo,
because I don't think there was a day
that I didn’t learn something new,” Gill-
crist savs. “There was so much new stuft
for me to learn that it was, and still is, a
very, very stimulating business.”

After three vears in Amarillo, Gill-
crist moved back to Kansas City where
he took responsibility for both the
milling and cattle divisions for Bartlett.
He has oversight for Bartlett’s three
feedvards, two in Texas and one in
Kansas, and the milling division, which
consists of two flour mills, a feed mill
and six farm and feed retail stores in
the Southeast.

Those who know Gillcrist describe

him as a person who is passionate

about agriculture and the role it plays
in the lives of consumers worldwide.
He’s proud to be part of a business that
produces the world’s most abundant,
safe and wholesome food supply and
he doesn’t shy away from the issues in
the industry.

Nor is he a rookie at leading an
agriculture association. He has been
actively involved in the North Ameri-
can Millers Association, rising to the
top elected position and helping pump
new direction, energy and focus into
the group. -

“I like problem solving,” he savs.
“What makes me go and stimulates me
is variation and variability throughout
the dav.”

That’s why he finds cattle feeding
such a stimulating business. His
inquisitive mind is alwavs looking
ahead, searching for opportunities in a
marketing environment that is seldom
static and seldom predictable. “As

something changes during the day, as

TCFA

In Gillcrist’s mind, the TCFA chair-
man’s role is to keep cattle feeders
focused, in an environment of change,
on the issues that are most important.
And the most pressing thing that TCFA
must work toward, in his opinion, is
recapturing beef export markets. “That
is fundamental in the success of our
members,” he states.

When the U.S. lost its export
trade at the end of 2003, it lost mar-
kets that accounted for about 10% of
total production. By early 2006, the
U.S. regained roughly half of its
export trade.

“So we've got half of our export
number that we can still pick up,
which is about 5% of our total pro-
duction. Where else can you get
demand for 5% of vour total pro-
duction? In the export market, we
have an opportunity to get a big por-
tion of that back within a vear or

two, if it’s done right and if we can

““We're in a period of great change in this

business,” Gillcrist says. “That creates a

great opportunity for us to assemble the best

minds in our business and probe our future.”

the market moves, it’s fun to sit down
with a group of people and say ‘how
are you going to react to that market?
What does this market give you the
opportunity to do?’ [ like that variabil-
itv and that up and down in the mar-
ket. The stimulation of challenge is
what drives me.”

Given that personality trait, he
will be right at home as chairman of
the nation’s leading state cattle

organization.

get Japan back again and South
Korea to accept bone-in beef, partic-
ularly ribs. I think clearly that’s the
No. 1 driver.”

And TCFA’s role? Gillerist thinks
TCFA needs to continue its regular and
strong dialog with both the White
House and USDA regarding the indus-
try’s perspective on market negotia-
tions. It is essential, he stresses, that the
U.S. successfully communicates, when

negotiating with other nations, that
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agreements be based on the interna-

tional standard of trade in beef from
cattle 30 months of age or less

The No. 2 driver in ensuring the
health and well-being of cattle feeders
is the regulatory and legislative items
that TCFA battles every day. Gillcrist
is very proud of TCFA's accomplish-
ments in the legislative and regula-
tory arena and points to that as one
of the significant benefits of being a
TCFA member.

TCFA's long-standing and well-
respected role in legislative and regula-
tory work will serve it in good stead as
debate begins in earnest on the 2007
Farm Bill. “How can we influence the
Farm Bill? What are those things that
we can make the least intrusive or even
favorable to the cattle feeder in the
Farm Bill?” Answering those questions
will be important, Gillcrist says, in rep-
resenting cattle feeders during the
Farm Bill debate.

And finally, Gillcrist thinks TCFA
has great potential to serve the indus-
try as a think tank, an idea incubator in
helping identify trends that will affect
cattle feeders in the years ahead. “We're
in a period of great change in this busi-
ness,” Gillerist savs. "That creates a
great opportunity for us to assemble
the best minds in our business and
probe our future. Where do we think

energy is going? What's happening in
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the labor markets? [ think as
an organization this is some-
thing we can do for our
members.”

TCFA itself is changing,

long-time president and
CEO Richard McDonald.
However, Gillcrist is confi-
dent that TCFA won't skip
a beat in 2006. “We have a tremen-
dous staff and Ross Wilson is very
attuned to members.” Wilson, TCFA’s
new president and CEQO, is a 21-year
veteran of the association, serving as
vice president, where he was TCFA's
lobbyist and had oversight of the
association’s work with the regula-
tory side of government.

What will Gillcrist use as a vardstick
10 measure success in 20067 At the end
of the vear, our goal should be to make
sure we're doing everyvthing to sustain
demand for our products. And not
only sustain but look for ways to
increase demand.”

To that end, he thinks it is impor-

tant for TCFA to continue its strong

with the retirement of

are Hispanic and Asian. Are Hispanics
and Asians going to eat beef? And if
they are going to eat beef, what kind
are they going to eat? And how are we
going to design products that will
appeal to these segments of the popu-
lation?” Thanks to the beef checkoff,
those questions are being addressed,
and answered.

The challenge used to be competing
with poultry and pork for beef’s share
of stomach. “It’s no longer a debate
whether beef is in a battle with chicken
or pork,” Gillerist says. “We're in com-
petition with cold cereal. We're in com-
petition with pot pies. We're in
competition with thousands, maybe
tens of thousands, of new food prod-
ucts introduced every vear. So when we
look at somebody eating a piece of
meat, that choice is between a piece of
meat and thousands of other things.
No one would have predicted that 20
vears ago.”

The other vardstick Gillcrist will use
in 2006 is the TCFA membership. “It is
incumbent on us to make sure every

member continues to understand the

“It is incumbent on us to make sure every

member continues to understand the value

they get out of this organization.” In Gill-

crist’'s mind, that value is great.

support and strong involvement in
checkoff activities, particularly in new
product development.

“If vou look at the demographics of
the United States, we have a rapidly
aging population. What does that do to
consumption? The two most rapidly

growing segments of our population

value they get out of this organization.”
In Gillerist’s mind, that value is great.
His role as chairman is to carry that
banner and to ensure that TCFA con-
tinues to deliver the level of services
and leadership that members expect.
But Gillerist is up to the challenge.

After all, it’s not rocket science.





