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Building a solid reputation 
in the seedstock business 
requires plenty of time 

and effort. But it also takes 
integrity, and nobody knows this 
better than Frank and Margaret 
Rodgers of Frank Rodgers 
& Sons Polled Herefords.

In the registered business since 
1948, the Rodgerses’ operation 
began in their native Colorado, 
near Denver, when the country was 
still country. A bout with dwarfism 
forced them into the commercial 
business for a stint, but they built 
back into the seedstock business 
upon relocating to southern Idaho 
in 1973.

Frank and Margaret operated 
for 22 years near Roseworth, 
before downsizing to their present 
ranch just outside of Buhl, west of 
Twin Falls.

While this couple could be 
enjoying retirement, both aren’t the 
type to sit idle. The Rodgerses hosted 
their ninth annual production sale 
this past February and calved out 
150 Herefords this spring.

All along, it has been Frank and 
Margaret’s goal to produce bulls 
that will make their commercial 
customers money. In doing 
so, they have marketed cattle 
into commercial and seedstock 
operations alike. How they have 
achieved top-of-mind awareness for 
their Herefords has been primarily 
spurred by two factors: hard work 
and honesty.

Kansas Hereford breeder Kevin 
Jensen of Jensen Bros., Courtland, 
views Frank Rodgers & Sons as 
one of the most widely recognized 
Hereford operations in the 
country simply because of the time 
Frank and Margaret have put into 
their program.

“Once you’ve been there and seen 
their program, you know that both 
of them are extremely hard working 
— their work ethic is basically 
unparalleled. I don’t know of any 
married couple of that age who still 
works like they do. They’re honest, 
hardworking and down to earth.”

Partners in business
Frank and Margaret have been 
business partners all 56 years of 
married life, while raising two 
daughters and two sons. One of 
Margaret’s primary activities has 
been computer record keeping, 
including their customer database.

“She’s really been a very good 
partner. Without her, our database 
wouldn’t be what it is now,” Frank 
says. “She’s invaluable — to this 
program, she is a guiding force.”

This couple knew, from the 
start, that gaining exposure for 
their registered program would be 
key to their success and wouldn’t 
happen overnight. “It takes awhile 
to get your name known,” Margaret 
points out, “no matter what breed 
you have.”

A Program Built on

Integrity
Sixty years of hard work and diligent marketing 
efforts have earned Idaho’s Frank Rodgers & Sons 
a rock-solid reputation in the Hereford business.
Story by Kim Holt
Photos by Kim & Scott Holt
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Livestock marketers say signage is key to seedstock marketing. Frank and Margaret easily 
handle this with their sign of integrity, as Frank calls it, located at the ranch headquarters 
right along Highway 30, 17 miles west of Twin Falls, Idaho.

Frank and Margaret Rodgers have spent a lifetime 
building the honest, hard-working reputation that 
Frank Rodgers & Sons has in the Hereford and cattle 
industries. In 2005 the American Hereford Association 
recognized them with a Golden Award for breeding 
registered Herefords for more than 50 years.
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Over the years, the Rodgerses 
gained exposure by showing up and 
getting involved. Frank has regularly 
attended shows, participated in 
sales and breed and industry events, 
and been active in state breed and 
cattlemen’s groups, and through the 
years, he and Margaret have been 
huge supporters of 4-H, FFA and 
junior Hereford activities.

Perhaps the best advice Frank 
has for seedstock newcomers is this: 
“If you’re going to be a seedstock 
producer, you have to have integrity.”

And one more: “If you’re going to 
have satisfied customers and produce 
what the market wants, you have to be 
at the front of the group.”

Moving to the front
From their start in Colorado, the 
Rodgerses actively participated 
in consignment sales to increase 
their program exposure. As 
Frank points out, there were 
few production sales then. After 
moving to Idaho, they sorted 
through their marketing options.

“We chose consignment sales 
and the pen show 
in Denver over 
advertising.” Frank 
explains, “You never 
know when somebody 
has seen your 
advertising. But if you 
go to these sales and 
can talk to people 
and show them your 
progeny, then they can 
see right there what 
you have.”

Frank adds, “My theory has always 
been that people won’t come to your 
place unless they know you have it.” 
While their Buhl operation is right 
along a main road, he says people 
didn’t trek out to their Roseworth 
ranch “unless somebody really wanted 
to come and see you.”

That’s just one of the reasons the 
Rodgerses always took their best 
cattle to sales. They were cautious to 
not overfeed in order to keep cattle 
reproductively sound, and they didn’t 
overfit. Frank consigned to numerous 
better-known Northwest sales and 
consistently took home top prices. 
These sales also helped him price 
bulls to be sold privately.

One of the consignment sales 
Frank regularly sold cattle in was the 
Cattlemen’s Classic in Spokane, Wash. 
Frank consigned to this sale from its 
inception in the early 1980s up until 

nine years ago, when 
he and Margaret 
began their on-farm 
production sale.

Gary Kendall 
of Kendall Cattle 
Sales, Potlatch, 
Idaho, managed 
several Northwest 
consignment sales, 
including the 
Cattlemen’s Classic. 

He says that buyers would seek out 
Frank Rodgers & Sons bulls at the 
consignment sales.

“Frank would bring a good 
consignment of bulls. They did well for 
people.  They knew his product, so they 
came back to it. They liked him, and 
Frank would stand behind his product.”

Gary continues to manage Frank 
and Margaret’s production sale in 
early February each year, where they 
offer 2-year-old bulls, bull calves, bred 
heifers and heifer calves. He witnesses 
firsthand the confidence Frank has in 
his cattle and the built-in integrity of 
the Rodgerses’ program.

“Frank can sell cattle over the 
phone, and not everybody can do 
that,” Gary says. “He knows the 

programs because he delivers the 
bulls. And he knows the people he’s 
doing business with.

“A lot of guys will ask Willard 
Wolf to buy them bulls at 
Frank’s because they’ve used 
his product and people 
trust him.” Gary adds, 
“Everybody knows Frank. 
They all have some kind 
of connection to him.”

Frank delivers nearly 90% 
of the sale cattle himself. 
“Delivery is a big item for 
bull buyers,” Gary 
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continued on page 72...

Frank Rodgers has purchased herd sires from leading Hereford operations nationwide in order to 
produce moneymaking Hereford bulls for his commercial customers.

began their on-farm 
production sale.

of Kendall Cattle 
Sales, Potlatch, 
Idaho, managed 
several Northwest 
consignment sales, 
including the 
Cattlemen’s Classic. 

He says that buyers would seek out 

“If  you’re going 
to be a seedstock 
producer, you have 
to have integrity.” 

— Frank Rodgers A heifer calf at side of Frank Rodgers’s prolific 
RPH Bar Lady 4F, a Barnone out of a Johnny Reb 
daughter. 4F is the dam of many of Rodgers’ 
top sellers, including RPH Deputy 2P, the high-
selling bull in the 2005 sale.



72   HEREFORD WORLD / July 2008   www.hereford.org

points out. “They don’t have to take 
their truck to the sale and, a lot of 
times, breeders like Frank have a bull 
maintenance program.”

Identifying customers
Cattlemen who bought Rodgers’ bulls 
at the consignment sales and whom 
Frank met in the 
Yards in Denver 
formed the base 
for the Frank 
Rodgers & Sons 
production sale.

“The first two 
years we were in 
Denver, we had 
500 business cards. 
We gave out over 
300 of them to 
people who looked at our cattle,” 
Frank says. “That’s when the pen 
show was really a big thing in Denver. 
There were commercial men by the 
hundreds who came in then. We still 

have buyers today who started buying 
from us out of the pens.”

Frank exhibited in the National 
Western Stock Show’s (NWSS) pen 
show from 1978 to 2000. “The first few 
years we were green at it,” he recalls. 
“Through the years, we just kept 
getting better and better. The years 
they had the complete carcass data on 
the cattle, we did real well.”

In 1988-1990 Rodgers had 
champion pen of five bulls. A number 
of years, he had reserve pen. “That’s 
where we picked up a lot of clientele. 
When you won that with all the 
carcass data, it meant something.”

Satisfying customers
Throughout the years Frank and 
Margaret haven’t wavered in their 
commitment to customers. 

“We want satisfied customers,” 
Frank says. “If they like what they had 
before, they’ll buy again. Everything 
we sell is guaranteed. We’ve semen 

tested from the start 
and have not fed hot 
but complete rations.”

The Rodgerses have 
a wide radius of bull 
buyers, especially in 
Washington, Oregon, 
Idaho and Wyoming. 
Frank has tried to 
keep enough bloodline 
differences through the 
purchase of herd sires, 

so that his customers can pick from 
different sire groups each year.

“We try to buy the best genetics 
and the most modern records on 
EPDs (expected progeny differences) 
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Frank Rodgers has been a huge youth supporter in his 60 years in business. Frank and 
Margaret bought this General Motors pickup in 1987 at the National FFA Alumni Auction in 

Kansas City. It was the first pickup that GM donated to this group to benefit scholarships. At that 
time, Frank was president of the Idaho FFA Alumni Association.
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Frank Rodgers has been a huge youth supporter in his 60 years in business. Frank and 
Margaret bought this General Motors pickup in 1987 at the National FFA Alumni Auction in 

Kansas City. It was the first pickup that GM donated to this group to benefit scholarships. At that 

M
as

te
ri

ng

From 1988-1990 the Rodgerses exhibited the champion pen of five polled Hereford bulls at the NWSS.

people who looked at our cattle,” 

but complete rations.”
The Rodgerses have 

a wide radius of bull 
buyers, especially in 
Washington, Oregon, 
Idaho and Wyoming. 
Frank has tried to 
keep enough bloodline 
differences through the 
purchase of herd sires, 

so that his customers can pick from 

“Everybody knows 
Frank. They all 
have some kind of 
connection to him.” 

— Gary Kendall

Frank Rodgers & Sons’ acceptance 
and longevity in the seedstock 
business is based on many 
marketing-related factors:

• Honesty and integrity

• Breed-leading genetics

• Carcass data collection; data shared 
with buyers

• Different bloodlines for commercial 
customers’ benefit

• Breeding program, product confidence

• Best cattle prepared — not overfed or 
overfit — for consignment sales, pen 
shows, and annual production sale.

• Personal contact with buyers and 
prospective buyers

• Knowledge of customer programs

• Accurate customer database

• Guaranteed cattle purchases

• Delivery of sale cattle

• Bull maintenance program

• Junior discount

• Buyer follow-up through phone calls, 
Christmas cards

• Easily visible ranch sign

• Advertising in breed/cattle magazines

• Visibility at state and national 
breed events

• Leader in state breed association

• Supporter of youth programs

• Supporter of CHB, Hereford breed
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and carcass data that we can find, 
because I think that’s what our 
customers really want,” he says. Over 
the years, Frank has purchased 
herd sires from leading Hereford 
operations nationwide, including 
several from Jensen.

Frank Rodgers’s bred females 
have also helped start many herds, 
including those of junior members 
like the Jensen kids. Brady’s and 
Ben’s first 4-H heifers were from 
the Rodgerses’ program, and one 
of several heifers purchased by 
sister Brooke is an 8-year-old Dam 
of Distinction.

Frank has also worked to gather 
carcass data on his cattle, which adds 
value. He makes this information 
available to buyers because “to me, the 
carcass end of it is just as important as 
the other parts,” he says.

After the Rodgerses moved to 
Idaho, they fed out the bottom one-
third of their calves in order to get 
back individual carcass data. They 
continued collecting data this way 
through 2000, when they started 
collecting ultrasound data.

Frank doesn’t help customers 
sell calves, but he does encourage 
them to market through the 
Certified Hereford Beef (CHB) 
program. Willard Wolf of Crossroads 
Cattle Co., Spokane, Wash., has 
bought a lot of calves sired by 
Rodgers’ bulls targeted for CHB. 
“He’s been one of my best sources 
of marketing,” Frank says.

The Rodgerses also halter break 
bulls and offer a junior discount at 
their sale. “We try to make it easier 
for the customer. Sometimes it makes 
it harder for the breeder, but we’re in 
it to have satisfied customers.” Frank 
says they’ve had some customers for 
25 years.

To help maintain contact and show 
appreciation, Frank and Margaret 
send all of their buyers Christmas 
cards. Frank also follows up with 
phone calls throughout the year.

Being visible, helping out
While the Rodgerses have been 
responsive to customer needs, 
Frank has also been very visible at 
breed and industry events. “That is 
probably as good a tool as you can 
use. You have to keep your program 

out in front of everybody — you have 
to have exposure.”

He’s always made himself 
available to help the breed. Last 
July Frank helped cook, serve and 
promote CHB at his hometown 
Ridley’s Family Market.

Frank is especially known for his 
generosity toward youth. In fact, 
Eddie Sims declares that Frank is “the 
youngest FFA member.” Frank has fed 
steers for a 4-H endowment fund, has 
purchased a pickup to support FFA 
scholarships and buys steers at his 
county fair.

He has sponsored dinners at the 
state junior field day and, recently, 
helped raise funds for the Idaho 
juniors’ scholarship fund. These 
activities are in addition to his 
annually being one of the Idaho 
Junior Hereford Association’s (IJHA) 
top supporters.

“My theory has always been if the 
kids have something to do and it’s 
beneficial, I’d rather spend my money 
on them than pay it to the income tax 
people,” he comments.

Frank’s advice for younger 
individuals who want to breed and 
market Hereford cattle is to get 
involved in state meetings, shows and 
sales. “Start as a junior and work right 
into the adult group. Let people see 
what you’re raising.”

He admits it’s tougher now 
to become known and accepted 
as a seedstock breeder because 
there are fewer consignment 

sales and more production sales 
built around programs.

Therefore, “you might consider 
talking to someone who has a 
production sale and see if you can 
get in with them. Or go through 
HerfNet.” For example, Dave and Deb 
Jenkins of Moonlight Ranch, Kuna, 
Idaho, are joint consignors in the 
Rodgers & Sons production sale.

Frank also advises individuals to 
stay on top of issues — which he does 
through reading. “If you don’t keep 
up, then you’re going to work yourself 
right out of the market.”

Either way, he says to be sure to 
have good pedigreed cattle with 
as much data as possible. Market 
your best products and do so with 
integrity.  HW

Frank Rodgers (right) and Moonlight Ranch’s 
Dave Jenkins bid against each other at the IJHA’s 
fundraising auction. Frank is one of the IJHA’s 
greatest supporters, and he and Margaret were 
this group’s first Youth Supporters of the Year 
in 2006.

Frank and Margaret Rodgers were NWSS Honorees at the 1993 polled Hereford 
show in Denver. The NWSS has been Frank’s stomping ground since he was a 
youngster, and he can recount when the first 15 alleys between the railroad 
tracks were filled only with Hereford cattle.
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