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Reflections
by Linda Fox

A Little Home Research

The other day I conducted an experiment with the 
goats. I see no reason the Universities and real sci-
entists should get all the good projects. There's no 
reason a little practical research can't be done in 
one's own backyard—preferably something that takes 
a day or less and requires no tedious application for 
project funding or lengthy write-up and publication 
of research results upon completion.

I called my project "Bonding Research." A good re-
search project has to have a nice title. I've always been 
interested in the kid/doe bond. I've noticed that if a 
kid is separated from its mother for weaning and put 
back after two weeks, some of them still aren't weaned 
and have to be pulled off again. If put back after three 
weeks, they are weaned, but they immediately go back 
to hanging out with their mothers. This year, I kept 
the kids separated and never put them back. How 
long does it take a kid to forget who its mother is?

So we'll call this question the reason for my actions. 
Actually, I put a bunch of goats together from different 
groups because I wanted a whole bunch of goats to 
nibble off the weeds along the driveway for the day, 
but let's just say the primary purpose was research. 
Sounds better.

So, I let 30 adult does and their guardian dog out of 
their pasture into the driveway. I also chased out 20 
doelings, Jeeves (a young wether) and Laura (a young 
ewe) from their pasture into the driveway. So no one 
would be left out, I then let out Buster and Worf (older 
wethers) and the guardian dog from the draw. 

I was curious to see what would happen at the end 
of the day. Would all three groups end the day wait-
ing by their respective gates to be let back into their 
pastures? Would the doelings and young Jeeves seek 
out their mothers and hang out with them? Will all 
three groups remain separate for the entire day or will 
the whole group pack up and swarm up and down the 
driveway like a herd of starving locusts? And where 
will little Laura end up if the does tell their daughters 
that Laura is not really one of them? Will the two 
guardian dogs kill each other? And are any of these 
really very good research questions?

However, the most important question of all was: Will 
anyone I know be interested in the results (except 

Paul of course who'll have to help me separate out 
the mess I've created)?

Well, number one flaw was assuming that Paul would 
help me restore order at the end of the day. As I put 
on my boots to head out for the barn to see where 
my charges had ended up, he said, "Reap what you 
have sown!" I muttered something unintelligible and 
informed him that dinner might be late!

They weren't waiting by their respective gates; they 
were waiting in a pack at the adult does' gate. How-
ever, I was able to call the doelings, Laura and Jeeves 
back to their gate and they all came except a set of 
twins who stayed with their mother.

Buster and Worf were easy to lure back to their area 
with a flake of hay. They weren't willing to forsake 
food just to hang out with a few new friends.

The two  doelings who stayed with their mother fol-
lowed the adults into the barn but, once inside,  were 
clearly uncomfortable in the strange area. They were 
easy to catch and toss (gently) back to the other side 
of the barn with their group.

The one dog didn't really want to go back—he wanted 
to stay with the other dog and he asked real nice so 
I let him stay.

So, the results of my research were:

1.	 I'm not sure what they did during the day because 
I forgot to go out and look, but by the end of the 
day, they were all hanging out in a group. Were they 
grouped up by the adult does' gate because there were 
more goats in this group or maybe because the adult 
does were the biggest and oldest goats? How should 
I know?

2.	 I'm not sure which doelings hung out with their 
mothers for the day and which didn't because I forgot 
to go out and look, but I do know for sure that one 
set of twins wouldn't leave their mother at the end of 
the day.

3.	 This is a really good way to get the weeds removed 
from the edges of the driveway.

4.	 I need to work on my spouse to become more in-
volved in these research projects at the beginning of 
the project rather than assuming he will bale me out 
at the end!
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This article is a joint venture between myself and one of the 
members of our (informal) Montana goat cooperative —as we 
were hauling our last wethers for the year to a private buyer in 
Oregon, my copilot Toni Bolen, and I brainstormed about sell-
ing goats for consumption. Smoke Ridge and our “cooperating” 
Montana goat ranches have experience in most if not all of the 
following ways of selling animals for slaughter, be they produc-
tion wethers, older does or culls. Each method has benefits and 
drawbacks, some may work for one goat operation and not for 
another, and this is by no means an exhaustive list of marketing 
opportunities. 

Within a few years, some of us will be marketing our meat ani-
mals by national video sale, some will have retail shops with 
fresh-chilled cuts of chevon or chevon jerky available for walk-in 
customers. Some breeders will be supplying restaurants and 
groceries, and some will be shipping their animals to partners 
in different climates so that a year-round supply of quality ani-
mals is available. Right now, although demand for goat meat 
far outstrips supply, that doesn’t mean that we all get a terrific 
price for our sale animals, or that it is easy for us to sell them 
(and I’m not talking about the emotional attachment!)
 
As our herd has grown, wethers have become much easier to 
part with, and they have become a more important part of our 
business. Although we continue to sell breeding stock at prices 
higher than slaughter value, all animals have to contribute 
as best they can. It is easier to get buyers excited about your 
animals when you say that you will have hundreds of wethers 
available in a given year, but there are also excellent opportuni-
ties available for those with low(er) numbers of goats. 

If you have just a few wethers available per year, all you need 
is one family who wants a goat occasionally for a festival or 
barbecue. Or you can go in with other nearby breeders and 
now you (all together) have many more to offer. One restaurant 
may want a few carcasses a month to offer as a special. Let them 
have one on trial. Do not sell it below the cost than you will 
want to get in the future, but give it to them to try. It’s cheaper 
than advertising. Or have the carcass halved, let them have one 
half fresh and one frozen, so that they can see that frozen is still 
a great product. The restaurants that took all of our carcasses 
frozen a few years ago were all very pleased with the quality, 
and those were kids straight off the pasture or hay. 

Marketing/selling is very hard for most people. If you find a 
Greek or Italian or Hispanic restaurant or grocery that is inter-
ested, talk to them. Listen to what they have to say, and see if 
you can get them what they want. One broker wants a year-
round supply of exactly 70 pound animals, the same number 
every week, fresh (not frozen). Well, there is a lot I want in my 
life too, but that doesn’t mean I’ll get it. Maybe we could get to 

where he could have 70 pound kids fresh for 9 months out of 
the year. That’s a lot longer than he can get them now! 

A few truths that we have learned (usually painfully!) over the 
past years:
 
Quality is worth more to buyers: a juicy, 60-pound wether will 
bring more than a worn-out, old doe with a sagging midsection 
and pronounced hipbones. The wether is a production animal; 
the doe is a cull. That sounds awfully basic, but many of us 
overlook that fact. Just because the doe weighs more than the 
wether does not make her worth more as a slaughter animal. 

Buyers spend money on what is familiar and desired. Some 
buyers do not want to buy live animals in fleece, as they look 
“weird,” are different from what they are used to buying, and 
remind the buyer of Angoras. In the case of people who will 
scald the carcasses and cook them “hide on,” the fleece does 
not burn off but forms an unappetizing crust. This would mean 
shearing or combing before live-animal sale, or selling heavily 
fleeced animals in their early-summer clothes (slick). 

We need to police ourselves for ethical meat sales, with regard to 
drug withdrawals (for example, from antibiotics or workers) and 
known disease. A coughing, poor goat should not be sold as a 
carcass, but on the hoof so that the buyer is aware of what they 
are getting. Remember the old adage that a happy customer 
might tell one or two people, but an unhappy customer tells ten.
 
Here are some of the ways that we have sold wethers in recent 
years, with a few of the pros and cons that Toni and I came up 
with. 

Auction Yards
 
+	 You get your money right away (usually within 		
an hour of the sale). 
+	 Will accept any quantity of animals, one or one 		
hundred. 
+	 The animals will sell. 
+	 You have no advertising cost. 

Thoughts About Marketing Meat Goats 
By Yvonne Zweede-Tucker
Smoke Ridge Cashmere
Choteau, Montana

Marketing/selling is very hard for most people.
Do not sell below the cost that you will want to get for 
your product in the future.
Buyers spend money on what is familiar and desired.
We need to police ourselves for ethical meat sales.
The avenues that have the highest gross returns also 
have the highest "hassle factor" (require the most 
work).
The main problem with meat sales is that we don't 
have a consistent/large enough supply.
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Continued on next page

_	 You do not control whether you get $2 per goat or 	
$60. 
_	 You pay a commission (typically 6 to 10 percent 		
of the sale price). 
_	 You cannot educate the buyers as to what the goats are—if 
they haven’t put their hands on the animals in the yards before 
the sale, all bidding will be done based on their visual assess-
ment of the goats. 
Our animals tend not to be shorter than dairy stock, and thus 
are assumed to be lighter weight, which brings a lower price. 
Even if one buyer has bought your goats before and knows that 
they have nice carcasses, if other buyers don’t “bid him up,” the 
buyer will pay the least amount necessary to get your animals. 

Private Buyer  (someone who comes and gets your animals, 
or you take the animals to them, and they sell direct to a 
consumer)

+	 Can usually take small to medium groups of animals. 
+	 Will give feedback about the actual consumer’s likes and 
dislikes. 
+	 You have more control over price for which you will sell 
your goats. 
_	 Doesn’t always have enough cash to pay for all of the goats 
up front. 
_	 There is a risk of losing animals that the buyer already has 
but has not yet paid for…whose responsibility is that? Get it in 
writing! 
_	 Is going to try to maximize the money he/she will get versus 
what goes to you.
 
Farm Gate Sales (direct sale to consumer, generally live animal) 

+	 You set the sale price. 
+	 You can educate the buyer, have them get hands on knowl-
edge (of the goat). 
+	 You get paid right away. 
_	 No guarantee of sale. 
_	 You need to advertise in some manner. 
_	 Consumers now know where the goats live…some risk of 
future theft. 
_	 Possibility of bad checks if you accept other than cash as 
payment.
 
Carcass Sales (or, how to have your cashmere and your chevon 
too!) 

+	 You can keep the fleece. 
+	 You can keep the hide if selling hide-off .
+	 You can have animals processed at the right (desired) 
weight. 
+	 Goats travel even more easily in a box than on the hoof. 

+	 Not as perishable, especially if cryovacked or frozen. 
+	 Can aggregate carcasses (if frozen is OK) until target quan-
tity is reached. 
+	 Immediate data available regarding carcass quality (yield). 
+	 You could develop by-products like dog treats (think pigs 
ears and chew hooves), leather sales from hides, skulls/racks, 
and even bones for soup stock if you are having bone-out cuts 
made such as shish-kebabs. 
+	 Possible market for big smelly bucks if consumer will accept. 
+	 You can supply fresh-chilled carcasses, which are not as 
readily available at present. 
_ 	 You pay kill costs up front. 
_	 You have to market the product and kill/pack to specifica-
tions (such as hide on or off, cubed bone-in or quartered, or 
Halal). 
_	 You need a USDA or state inspected facility if selling to 
retail or restaurant trade. 
_ 	 Many kill facilities do not want to do goats as there typically 
has not been a consistent number per week or month for them 
to deal with. 
_ 	 There are very inexpensive imported frozen carcasses read-
ily available.
 
As far as we could see, the avenues that have the highest gross 
return in terms of dollars also have the highest “hassle fac-
tor.” Some folks like to call it “value added”—you are adding 
value but you also have more of your time, energy and money 
invested. Please be honest with yourself what that time and 
energy is worth to you, and what your opportunity costs are. 
Total dollars received is relevant, but what stays in your pocket 
at the end of the total transaction is what counts. 

There are breeders in the Pacific Northwest that have told 
me that they could sell three times as many wethers as they 
have…why aren’t some of us who are farther from the con-
sumers bringing them our wethers? I would much rather give 
another breeder the commission than a faceless entity that 
really couldn’t care less about us, and would be very interested 
in discussing possibilities. Isn’t there a Field Day coming up in 
March?
 
The main problem with marketing meat animals is that we don’t 
have a consistent/large enough supply (Did you know that there 
is a Texas broker shipping carcasses into Oregon/Washington?) 
That would mean that we need to get our numbers up…and 
isn’t that what the Co-op is wanting, as well? Hmmm… Maybe 
we could all get together about this if there was a Field Day 
coming up this spring. 

In the last few weeks the owners/managers of three different 
large ranches (3,000 to 30,000 acres), wanting to graze goats on 
those ranches in the summers, have approached Smoke Ridge. 
I believe that we would need between 1,500 and 2,500 goats 
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to fulfill these different ranchers’ weed-control objectives, and 
a number of professional herders. When you think about that 
many goats, you’re also thinking about an awful lot of nice, 
juicy, target-sized wethers… Somebody’s problem is our (and 
that “our” includes every reader of this magazine) opportunity.

 Smoke Ridge can’t immediately buy 2,000 more goats, but 
maybe there is a way to have partnerships to take advantage 
of the grazing out here and the market out there (both coasts). 
A Field Day in March would be a great opportunity to discuss 
these opportunities.
 
Happy New Year! I think that it’s going to be an incredible year 
for all of us. See you in March! 

Advertising With Passion!
By Lisa Roskopf

Hawks Mountain Ranch

We've wanted to do an article on advertising for some time, 
but didn't feel qualified to write it ourselves. We also thought 
that generating it ourselves might be viewed as somewhat self-
serving. So, we decided to enlist the help of someone whose 
advertising skills we admire. We've seen Lisa's ads around in 
many places and know that she is focused and methodical in 
her business. Lisa and her husband George raise several breeds 
of livestock on their Gaston ranch. They specialize in Icelandic 
sheep and Pygora goats. 

For many of us, the entry into the “business” of raising animals 
came as a result of a “passion” for sheep or goats, using the fiber 
they produced, or the lifestyle these activities represented. It 
may have been the sight of baby kids bouncing around the barn 
in the spring or the meditative satisfaction of spinning beside 
a winter fire, that hooked us into this adventure.

Once we had jumped in with both feet and bought more ani-
mals and fenced more pasture, we came to the realization that 
they would represent a considerable investment in time and 
money. In order to continue to invest in our passion, we began 
to realize that we would need to begin to sell our products to 
others. This can be a difficult transition.

Good advertising can be a key ingredient to the transition from 
being a hobbyist to operating a successful business. I think of 
advertising as a way of helping others understand why I’m 
passionate about my animals and products. I’m afraid I’m not 
a good enough advertiser to be able to push products I don’t 
know, however, when it comes to describing to people the 
virtues of my animals or their products, I feel confident I can 
do that! It is clear to me what their value is. I feel that this is an 
important place to start your advertising planning.

Understand the value of your product
The place to begin to understand why someone would want 
to buy what you have to sell is to understand why you bought 
it yourself. List the “value” your animals or products have for 
you. Keep this “value list.”  As you sell to customers, actively 
seek their feedback. Use that feedback to update your list. This 
will give you a comprehensive picture of why people would 
purchase from you.

This list will do a couple of things for you. It will focus your 
discussion once your advertising begins to generate contacts 
from potential customers. I am always amazed at the fuzzy, 
vague, and sometimes even negative responses that sellers give 
prospective buyers. It is often difficult for potential customers 
to “catch the passion” from these kind of  responses. The “value 

Continued on next page
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list” will help focus your discussion on the things about your 
animals that will enable others to understand your passion and 
yes…….perhaps purchase your products.

The second thing this list will provide is the basis for your 
advertising. By focusing your advertising around the values of 
your animals and products, you are prepared to create “your 
message.” Having a message uniquely tailored to the values of 
your product will allow you to stand out for the eye of potential 
customers. In a world with many choices for customers, it is 
important to catch the eye of buyers. Once you have your mes-
sage, it is time to plan your contacts with customers.

Methods of making contact
There are lots of ways to be seen and heard by people that 
may have an interest in your products. I have detailed a few 
here but keep an open mind. Potential buyers can be in lots of 
places. What I believe is important is to find those places and 
be effective at getting your message across.

Printed material
One of the tried and true methods is to advertise in newspapers, 
magazines, periodicals, and other written materials that poten-
tial customers read. I suppose more contacts are generated this 
way than any other. I try to advertise in the kind of material that 
I believe that most customers read. It isn’t usually too produc-
tive to advertise in a magazine aimed at urban readers if you 
want to sell farm animals.

A simple example but it isn’t always that easy to determine 
which things you should spend your advertising dollar on. I 
look to see where others are advertising, ask myself what is it 
that I read and start there. Once I’ve started, I gather data on 
where I’m receiving the most contacts. I ask people how they 
heard from me. I keep a “contact list” with names, addresses 
and phone numbers. 

Internet
The Internet is the fastest growing medium for advertising. I 
understand that nearly 25% of the retail business during the 
1998 holiday season was done over the Internet. I have found 
my web site to be the most effective generator of contacts for 
raw fleece customers. I do my own web site. It is something that 
can be learned with reasonable computer skills. Web creation 
and maintenance services are available though expensive. The 
use of this vehicle in future advertising will play a larger and 
larger role.

Fairs, shows, breed association meetings
This is an excellent place to meet potential customers person-
ally. By showing animals and going to these events, it not only 
allows me to intermingle with other breeders but I can learn 
from it and it gives me a chance to personally deliver my mes-

sage. I always have farm and breed brochures. I also have a 
clipboard that asks anyone interested in additional information 
to leave their name address and phone number. This data, of 
course, gets added to my contact list.

Newsletters
I generate a quarterly newsletter. In that I try to include informa-
tion about my animals and products that I feel people might 
be interested in. I try to include useful information that would 
cause someone to say they gained value from having read it. I 
also include lamb, kid and fleece price lists. I try to tie in some 
of the advertising methods. For example, I tell them about the 
news on my web site listing and a listing of the fairs I will be 
showing at. 

Follow up, follow up, follow up
It can’t be said enough. Whoever said you need to knock on 
a hundred doors to make a sale was right on the button. Be 
prompt in your response to people contacting you. Listen and 
gather data from each contact. This will help you understand if 
your message is being heard with the feeling you desire.

You can be an effective advertiser. Believe in yourself and your 
product. Have “your message” clear in your own mind. Use 
customer feedback to continuously improve the clarity. Use all 
the available methods to make contact with customers. Follow 
up on all contacts and use them as learning experiences. Most 
importantly of all, be passionate about your products.

Lisa Roskopf 
Hawks Mountain Ranch
51920 SW Dundee Road
Gaston Oregon 97119
503-985-3331
E-mail:  lisa@hmrpygoras.com
Web site:  www.hmrpygoras.com

Advertising With Passion
Continued from previous page
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More Stone Information
By Linda Fox

Continued on next page

Medicine Cabinet for Sheep and Goat Producers
Drugs and feed additives used by sheep and goat producers worldwide

From the Maryland Small Ruminant Internet Pages

Editor's Notes: If you have a computer and 
internet access, these internet pages are an 
excellent resource. They can be found at: 
http://www.intercom.net/user/sschoen/
meds.html. The author of the pages has 
made available an extensive list of drugs, 
biologicals and feed additives with links 
directly to the sources of the information 
at the FDA, drug manufacturer or a Uni-
versity. Of course, as the author notes, all 
products should be used under the advice 
your your Veterinarian.

In the January 1999 CashMirror issue, 
we published the listings for Anthelmin-
tics, Antiobiotics, Coccidiosis treatments, 
reproductive control aids, kidding aids 
and a couple of miscellaneous drugs. This 
issue completes the list with the biologics 
(vaccines), injectable vitamins and footrot 
medications. The following section about 
Extra Label Drug Use and the author 
disclaimer are repeats from last issue, but 
we didn't feel that any of the information 
listed below should travel alone without 
the warnings attached!

Extra-Label Drug Use

Extra-label drug use is defined as use 
or intended use of any drug in an ani-
mal in a manner that is NOT in accor-
dance with the approved labeling. This 
includes use in a species not listed in 
the labeling, use for an indication (dis-
ease or other condition) not listed in 
the labeling, and use at dosage levels, 
frequencies, or routes of administra-
tion other than those stated in the label-
ing. It also includes deviation from the 
labeled withdrawal time. Extra-label 
drug use is only permitted by or on the 
order of a licensed veterinarian within 
the context of a valid veterinarian-
client-patient relationship. 

Due to the limited number of drugs 
labeled for use in sheep and goats, 
extra-label drug use is often neces-
sary. Sheep and goat producers and 
veterinarians need to work together to 
ensure that all livestock drugs are used 

in a safe and legal manner. 

There are two classes of drugs:  Over 
the Counter (OTC) and Prescription 
Drugs.  Over the counter drugs can be 
purchased and used as directed on the 
label by producers without establish-
ing a relationship with a veterinarian.  
Prescription drugs can be used only 
on the order of a veterinarian within 
the context of a valid Veterinary Client 
Patient Relationship.

Extra-label drug use is permitted if 
there is a rational medical basis for the 
use and all requirements of the Animal 
Medicinal Drug Use Clarification Act 
(AMDUCA) are met. Extra label use is 
not permitted for nontherapeutic uses 
such as for production purposes or for 
improved reproductive performance.

Disclaimer:  This article has been 
compiled for informational purposes 
only and is not intended to replace 
professional veterinary advice or care. 
The author  disclaims any liability in 
connection with the use of this infor-
mation.

Biologics - Vaccines

Anti-Abortion
Products - Campylobacter Fetus Bac-
terin, Chlamydia Psittaci, Enzabort™ 
EAE-Vibrio, Campylobacter Fetus-
Chlamydi Pstittaci Escherichia Coli 
Bacterin, and Lepto-5.
Indications - for use in flocks where 
specific abortion types have been diag-
nosed by veterinarian and/or animal 
health laboratory.
Dosage and directions for use - 2 ml 
subcutaneious injection. Administer 
1st dose at least 60 days before ewes 
are exposed to rams and 2nd dose 30 
days later. Revaccinate annually.
Withdrawal- 60 days before slaughter.

C-D Antiotoxin
Indications - for prevention and treat-

ment of enterotoxemia in cattle, sheep 
and goats.
Dosage and directions - for protec-
tion, inject 3 ml subcutaneous (SQ) or 
intramuscularly (IM).  For treatment, 
increase dosage 100%.

C-D Toxoid
Indications - For use in healthy sheep 
as an aid in the prevention and control 
of disease caused by Clostridium per-
fringens Types C and D. Type D is also 
called enterotoxemia, pulpy kidney 
disease or overeating disease.  Type C 
is known as bloody scours.
Products - Bar-Vac® CD/T, Bar-Vac® 
7, C-D Toxoid, Covexin™-8, Colorado 
Serum CD/T, Fermicon CD/T, C/D, 
Ultrabac C, Electroid® D
Dosage and directions - Administer 1 
ml intramuscularly (IM). Repeat in 21 
days. Revaccinate annually. Vaccina-
tion of pregnant animals provides pro-
tective antitoxin through the colostrum 
to nursing newborns until they are 
old enough to be vaccinated. Young 
animals can be vaccinated at any age 
followed by a booster shot in 21 days.  
Goats require regular revaccination at 
6 monthly intervals to maintain effec-
tive immunity against enterotoxemia 
(CSL Ltd., Australia).
Precaution(s): Avoid carcass second-
ary infection at injection site. Local-
ized swelling may develop at the site 
of injection. Anaphylactic reactions 
may occur following the use of this 
biological.
Withdrawal - 21 days.

Ovine Ecthyma (Soremouth, Orf)
Vaccine is a live virus!
Indications - for vaccination of healthy 
sheep and goats against soremouth.
Dosage and directions for use - Mix 
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Medicine Cabinet
Continued from previous page

diluent and dried virus as directed. 
Dip the supplied applicator into the 
prepared vaccine (see product litera-
ture) and make a light scratch 4 to 5 
cm long on the bare unprepared skin. 
The scratches should be just sufficient 
to break the skin but not draw blood. 
The most suitable sites for vaccination 
are the bare areas of skin on the side 
of the brisket, inside the forearm, or 
inside the thigh.
Precaution(s) - Use of this vaccine on 
soremouth-free farms will result in 
its introduction; therefore, soremouth 
vaccine should not be used on farms 
that do not already have this disease 
or are not at a high risk for catching it.
Soremouth is caused by a virus which 
is communicable to humans!

Covexin™-8
Indications - for active immunization 
of healthy sheep against blackleg, ma-
lignant edema, tetanus, black disease, 
red water disease and overeating types 
B, C and D.
Dosage and directions - Inject 5 ml (cc) 
subcutaneous, followed by a 5 ml (cc) 
dose in 6 weeks.  Revaccinate annu-
ally with a 2 ml dose. Pregnant ewes 
should receive their 2nd vaccination 
or annual booster 2 to 6 weeks before 
lambing. Give lambs their primary 
course beginning at 10 to 12 weeks 
of age.

Escherichia Coli
Products - Ovine Ecolizer™ (oral), 
Ovine Pili Shield (injection).
Indications - for use in the prevention 
and treatment of colibacillosis (baby 
lamb scours) caused by Escherichia Coli.
Dosage and directions - Lambs: admin-
ister 5 ml orally to each lamb within 12 
hours after birth.  Slowly syringe the 
contents into the back of the lamb’s 
mouth. Colostrum should be fed to 
each lamb.  Ewes: vaccinate against E. 
Coli at the same time as you are giving 
C & D vaccine to the pregnant ewe 2 
to 4 weeks pre-lambing; then the E. 
Coli antibodies will be contained in the 
vaccinated ewes colostrum. 

Precaution(s) - Anaphylactic reactions 
may occur following the use of this 
biological.
Withdrawal-21 days before slaughter.

Nasalgen®
Modified live virus.
Indications - for the immunization of 
cattle against IBR (Bovine Phinotrache-
itis) and PI3 (Parainfluenza-3). PI3 may 
play a role in baby lamb pneumonia 
(University of Minnesota, 1991).
Dosage and directions - administer 
2 ml (cc) intranasal (1 ml (cc) in each 
nostril) per head.  Give at birth or at 
processing.
Withdrawal - 21 days before slaughter.

Tetanus Antitoxin
Indications - for treatment of tetanus 
and immediate, but temporary (7-14 
days) protection for animals recently 
exposed to tetanus.
Dosage and directions for use - for 
prevention, inject 1,500 units subcuta-
neous or intramuscular.  For treatment, 
inject 3,000 to 15,000 units.

Tetanus Toxoid
Indications - For use in healthy sheep 
as an aid in the prevention and control 
of disease caused by Clostridium tetani, 
tetanus (lockjaw).
Directions and dosage - Administer 2 
ml intramuscularly (IM) or subcutane-
ously (SQ). Revaccinate in 2-4 weeks 
and once annually.
Precaution(s) - Anaphylactic reactions 
may occur following the use of this 
biological.
Withdrawal - 21 days before slaughter.

Injectable Vitamins

Bo-Se®
Ingredients - Selenium (Sodium Sel-
enite) and Vitamin E.
FDA approved use - for lambs and 
ewes for the prevention and treatment 
of white muscle disease.
Availability - veterinary prescription. 
Route of administration - intramuscu-
lar (IM) or subcutaneous (SQ) injection. 
Dosage - 1 ml per 40 pounds of weight 
(minimum 1 ml) for lambs 2 weeks of 
age or older. 2.5 ml per 100 lbs. of body 
weight for ewes.
Precaution(s) - Do not use in pregnant 

ewes. Deaths and abortions have been 
reported in pregnant ewes injected 
with this product. Mu-Se® contains 
5 times as much selenium as Bo-Se. 
Withdrawal - 14 days before slaughter.

Thiamin
Indications - For treatment of Vitamin 
B1 deficiences.
For treatment of thiamin deficiency 
(polioencephalomalacia) in sheep, 
administer 100-500 mg of thiamin, 
depending on bodyweight (Cornell 
University).

Vitamin B Complex 
Indications - as a supplemental source 
of B vitamins.
Dosage and directions - intramuscular 
(IM) injection, 3 to 5 ml for adult sheep; 
1 to 2 ml for lambs.

Vitamin A-D
Indications - for the prevention and 
treatment of Vitamin A-D deficiencies 
in cattle, sheep, and swine.
Dosage and directions - intramuscular 
(IM) injection, adults, 1/2 to 1 ml per 
100 kg bodyweight; breeding animals, 
1/2 ml per 100 kg bodyweight; young 
animals, 1 ml per 50 kg bodyweight.

Footrot

Footvax® Footrot Vaccine
Manufactured by Schering-Plough 
Ingredients - 10 strains of killed Bacte-
roides nodosus organisms suspended 
in a water-in-oil emulsion.
Indications - to stimulate a strong im-
munological response for the protec-
tion from new footrot infection and 
treatment of infection already present. 
Dosage and directions - Two 1 ml injec-
tions should be given six weeks aprt. 
The first is a primer and the second 
shot should be timed to correspond 
with the start of the footrot season. 
A booster should be given every six 
months. Combine with conventional 
treatment (regular hoof trimming, 
footbaths, culling etc). Vaccine should 
be given under the skin high up on the 
neck and just behind the year.

Continued on next page
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Kopertox
Ingredients - 37.5% Copper Naphthe-
nate.
Availability - over the counter.
FDA approved use - As an aid in 
treating horses and ponies for thrush 
caused by organisms susceptible to 
copper naphthenate.
Route of administration - topical liq-
uid.
Dosage and directions - apply daily 
to affected hooves until fully healed.

Volar™ Footrot Bacterin
Indications - 61% to 88% reduction in 
clinical symptoms of footrot in sheep.
Dosage and directions - Inject a 3 ml 
dose intramuscularly or subcutane-
ously in the neck area. Repeat in 3 to 
4 weeks. A booster dose should be 
given annually or at any time endemic 
conditions exist or exposure is immi-
nent. Additional information - safe in 
pregnant ewes

Zinc Sulfate
36% Zinc, 17.5% Sulfur.
Indications - for use in footbaths as a 
preventative and treatment of footrot 
in sheep.
Dosage and directions - mix rate of 
8 lbs. to 10 gallons water in footbath. 
Add one cup liquid laundry detergent.

    

Medicine Cabinet
Continued from previous page A Letter From Terry Sim

(Noted Australian Shearer and Classer)

Dear Paul and Linda,

No, I won’t be coming to the US this year. Too much to do here and too 
much consolidating to do, mainly financially, before I make any more over-
seas trips. I will miss the US and all my friends there, but haven’t given up on 
the cashmere industry. Just need to focus on some other things.

I heard on the news today that mohair is making a big fashion comeback. 
Maybe cashmere will do the same and all you people will be millionaires. 
Well, you’ve got to dream a little.

I’m still working hard at the newspaper. My part of the paper has expanded 
from three to five pages, to eight to sixteen, so it is taking more of my en-
ergy now. I’m still enjoying it, but it is very tiring and I’m feeling the need to 
get back to the farm and real work. Think of me when you are wrestling your 
goats this shearing season.

Take care.

Terry Sim
January 11, 1999

"First you spend inordinate amounts of time breeding them, then you spend entire 
weekends shearing them. Now all you do is hang around in the barn and wait for 
the kids to arrive. Am I ever going to get any attention???"
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Calendar of Events Association Contacts

American Meat Goat Association
W. E. Banker, President,  512-384-2829

Cashmere America Co-operative
Joe David Ross, Manager, 915-387-6052
fax: 915-387-2642
Wes Ackley (Maine) 207-336-2948
Marti Wall (Washington) 360-424-7935

Cashmere Producers of America (CaPrA)
Kris McGuire, President, 970-493-6015
email: krisvadale@aol.com
Membership info: Marilyn Burbank, PO Box 2067, 
Rogue River, OR 97537, email: burbank@cdsnet.net
 
Colorado Cashmere and Angora Goat
Association (CCAGA)
Carol Kromer, Club Contact, 719-347-2329

Eastern Cashmere Association (ECA)
Ray Repaske, President,  540-436-3546
cashmere@shentel.net

North West Cashmere Association (NWCA)
Guy Triplett, President, 541-388-1988
harvest@empnet.com

Professional Cashmere Marketers’ Association 
(PCMA), Tom and Ann Dooling
 406-683-5445
ann@MontanaKnits.com

Pygora Breeders Association (PBA)
Darlene Chambers, President
phone: 541-928-8841, fax: 541-928-0246
email: dchambers@proaxis.com

Texas Cashmere Association (TCA)
Dee Broyles, President
806-489-7645 office, 806-489-7959 home

Wild Goat Women
Debbie Walstead, Chairperson, 719-495-2962

February 27, 1999
Northwest Dairy Goat Conference
Clackamas Community College, Oregon City, 
Oregon. 24 different educational sessions to choose 
from on goat management, disease, spinning, chee-
semaking, showing and other topics. Cost $10 
advance registration, $15 day of event. For informa-
tion: 503-829-7102, 503-829-8352, 503-655-9874.
March 20, 1999
Farm Field Day, Goat Knoll, Dallas, Oregon
10:00 am - 4:00 pm or so. Hands-on lessons on goat 
care, goat conformation, fiber preparation, fiber 
classing, spinning and other cashmere-related stuff. 
More information on page 3, this issue.
May 14-15, 1999
Rare Breed Livestock, Miniature & Small Pet Expo, 
(Sixth Annual), Fairgrounds, Knoxville, Tennessee
Sponsored by Heartsong Triple D Farm
Entertainment, educational seminars, vendors 
booths, breeders, registries.
For more information, visit their web site at:
http://www.public.usit.net/ddtarr or contact Heart-
song Triple D Farm, 1292 Lakemoore Drive, Jeffer-
son City, TN 37760, phone 423-475-3777
email: ddtarr@usit.net.
May 29, 1999
Back of the Wasatch Fiber Festival, Summit County 
Fairgrounds, Coalville, Utah, Featuring llamas, 
alpacas, sheep, stocksdogs and everybody's favorite: 
goats! More info: Heide Smith 435-649-3856 (eve-
nings).
June 5-6, 1999
Big Sky Fiber Arts Festival (10th annual)
Ravalli County Fairgrounds, Hamilton, Montana
1999 theme is "Life's Threads into Art", featured 
breed for 1999 is goats! Numerous workshops with 
well-known instructors, commercial booths, animal 
shows. For information contact Big Sky Fiber Arts 
Guild, PO Box 74, Hamilton, MT 59840.
June 18 - 20, 1999
Black Sheep Gathering
Lane County Fairgrounds, Eugene, Oregon
For info: 25455 NW Dixie Mountain Rd., Scap-
poose, OR 97056, 503-621-3063.
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CANADA

GIANT STRIDE FARM
Pat Fuhr
RR #3
Onoway, Alberta, Canada, 
TOE IVO
403-967-4843
email:
giantstride@compuserve.com

UNITED STATES

CALIFORNIA

Henry Lowman
PO Box 2556
El Granada, CA 94018
650-225-1171
email: hlowman@
compuserve.com

COLORADO

MARSHALL’S
ORGANIC ACRES
9217 N. County Rd. 7
Wellington, CO 80549-1521
970-568-7941
email: PLCMARSHAL@aol.
com

ROLIG GOAT RANCH
Cashmere Producing Goats
Steven or Ellen Rolig
8435 CR 600
Pagosa Springs, CO 81147
970-731-9083
email:
roliggoatranch@
pagosasprings.net

IDAHO

SHREFFLER TARGHEE 
& CASHMERE
Ken & Loyce Shreffler
589 Center Valley Road
Sandpoint, ID 83864
phone & fax: 208-263-5038

email: loyce@micron.net

KENTUCKY

October Farm III
Dick and Dottie Gould
764 Shacks Branch Rd.
Jackson, KY 41339
606-666-4878
email: octfarm3@se-tel.com

MAINE

BESSEY PLACE 
CASHMERE
Wes and Marilyn Ackley
319  Brock School Road
Buckfield, ME   04220
207-336-2948
email: ackley@megalink.net

BLACK LOCUST FARM
Yvonne Taylor
PO Box 378
Washington, ME 04574
207-845-2722
email: Lance@airs.com

GRUMBLE GOAT FARM
Linda N. Cortright
574 Davis Rd.
Union, ME 04862
207-785-3350
fax: 207-785-5633
email: grumble@midcoast.
com

HARDSCRABBLE FARM
Hattie Clingerman
PO Box 682
Winterport, ME 04496
207-223-4211

MARYLAND

Middletown Farm
George and Barbara Little
8123 Old Hagerstown Rd
Middletown, MD 21769
phone & fax: 301-371-8743
email: glittle640@aol.com

MINNESOTA

THE WINTER FARM
Vicki Biggs
122 Caspers Hill Rd.
Grand Marais, MN 55604
218-387-1913
email: momsuper@boreal.org

MONTANA

CASTLE CRAGS RANCH
Diana Hachenberger
894 Pheasant Run
Hamilton, MT 59840
406-961-3058
fax: 406-961-4770

EDENS,
Dan and SHERYL
1825 Sierra Rd E.
Helena, MT 59602
406-458-5317
email: edensdan@initco.net

J & K Cashmeres
Jim Haman & Kathy Sumter
604 2nd St. S.W.
Park City, MT 59063
406-633-2210
fax: 406-633-9157

SMOKE RIDGE 
CASHMERE
Craig Tucker
Yvonne Zweede-Tucker
2870 Eighth Lane NW
Choteau, MT 59422
406-466-5952
Fax: 406-466-5951
email: smokeridge@marsweb.
com

NEBRASKA

AIRY KNOLL FARMS, 
INC.
Richard & Harriet Jensen
76460 Road 424
Cozad, NE 69310
308-784-3312

HI-PLAINS CASHMERE
Julie and Alex Becker
160482 County Road C
Mitchell, NE 69357
308-623-2627
email: ajbecker@PrairieWeb.
COM

Sandhills Cashmere
Mark and Karen Crouse
Box 595, East Point Drive
Bingham, NE 69335
308-588-6248
fax: 308-588-6236
email: fibergoats@aol.com

NEVADA

ROYAL CASHMERE
Eileen Cornwell
419 Centerville Ln
Gardnerville, NV 89410
702-265-3766
Fax: 702-265-1814
email:cashmere@sierra.net

NEW JERSEY

BLACK FEN FARM
Virginia Hinchman
Kevin Weber
117 RD 2, Rt. 46
Hackettstown, NJ 07840
908-852-7493
fax:908-852-1336 (call first)
email:blackfen@juno.com

Breeders 
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NEW MEXICO

DOUBLE EYE FARM, INC.
Sanford Bottino
PO Box 218
Ojo Caliente, NM 87549
505-583-2203

OHIO

TAMARACK RANCH
Bob and Ann Wood
12000 Old Osborne Road
PO Box 567
South Vienna, OH 45369-0567
937-568-4994
email: tamarack@erinet.com

OKLAHOMA

Texoma Kids & 
Cashmere
J. D. and Karen Chandler
Rt 1, Box 37
Mannsville, OK 73447
580-371-3167
fax: 580-371-9589
email: jkc@flash.net

OREGON

CASHMERE GROVES
Pat Groves
16925 S. Beckman Rd.
Oregon City, OR 97045
503-631-7806
email: pgroves@europa.com

FOXMOOR FARM
Carol and Carrie Spencer
1178 N.E. Victor Point Road
Silverton, OR   97381
Phone: 503-873-5474
Message: 503-873-5430
email: foxmoorfarm@juno.
com

GOAT KNOLL
Paul Johnson/Linda Fox
2280 S. Church Rd.
Dallas, OR 97338
503-623-5194
Fax: 503-624-1704
email: goatknol@teleport.
com

HARVEST MOON FARM
Guy and Karen Triplett
63300 Silvis Road
Bend, OR 97701
541-388-8992
email: harvest@empnet.com

HAWKS MOUNTAIN 
PYGORA'S
Lisa Roskopf & George 
DeGeer
51920 SW Dundee Rd.
Gaston, OR 97119
503-985-3331
Fax: 503-985-3321
email:lisa@hmrpygoras.com

HOKULANI FARMS
Cynthia and Karl Heeren
22260 East Highway 20
Bend, OR 97701
541-388-1988
email: hokulani@bendnet.
com

K-T CASHMERE GOAT 
FARM
Kitty and Tom Hanczyk
33758 Totem Pole Rd.
Lebanon, OR 97355
541-258-5857
email: toolguy@dnc.net

MCTIMMONDS VALLEY 
FARM
Janet and Joe Hanus
11440 Kings Valley Hwy.
Monmouth, OR 97361
503-838-4113
email: janhanus@open.org

MOONSHADOW FARM
Lisa and Jerry Zietz
46080 NW Levi White Rd.
Banks, OR 97106
Voice & fax: 503-324-0910
email: moon@hevanet.com

NORTHWEST 
CASHMERES
Carole Laughlin
21935 SW Lebeau Rd.
Sherwood, OR 97140
503-625-8816

OVER THE RAINBow 
FARM
Deb Miller
95150 Turbow Ln.
Junction City, OR 97448
541-998-3965

ROARING CREEK 
FARMS
Arlen and Cathy Emmert
27652 Fern Ridge Road
Sweet Home, OR  97386
503-367-6698
email:cashmere@proaxis.com

SOMERSET cASHMERE
Julie and Jim Brimble
12377 Blackwell Rd.
Central Point, OR 97502
541-855-7378
email: brimble@cdsnet.net

SUNSET VIEW FARM
Jean Ferguson/Carolyn 
Bowser
4890 Sunset View Ln. So.
Salem, OR 97302
503-581-9452
email: carolbow@open.org

PENNSYLVANIA

PHEASANT HILL FARM
Ralph, Jan, Ryan & Steven 
O'Banion
5935 Pidcock Rd.
New Hope, PA 18938
215-598-7627
email: phcashme@voicenet.
com

SANDRA ROSE 
CASHMERES
Jim and Sandra Rebman
RR 2, Box 279
Palmyra, PA 17078
717-964-3052

TEXAS

FOSSIL CREEK FARM
Norman and Carol Self
1077 Cardinal Drive
Bartonville, TX 76226-2620
940-240-0520
fax: 940-240-7024
email: NTSELF@MSN.COM

WILDBERRIES FARM
Barry Steinberg
171 CR 153
Whitesboro, TX 76273
903-564-9776
fax: 903-564-9152

UTAH

Kanarra Kashmere
Ron and Jan Gerrity
PO Box 420186
Kanarraville, UT 84742
435-559-9472
fax: 702-242-9436
email: GerrityGroup@EMail. 
Msn.com

VERMONT

CRR CASHMERE
Tia and Peter Rosengarten
PO Box 37
Weston, VT 05161
802-824-8190
Fax: 802-824-4072

VIRGINIA

FOGGY BOTTOM FARM
Marilee and John Williamson
Rt. 2, Box 223AA
Buchanan, VA 24066
540-254-1628
email: mhwabc@juno.com

Directory

Continued on next page
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MORE VIRGINIA

Raney Day Kids
Craig and Lucy Raney
3627 Va. Ave.
Goshen, VA 24439
540-997-1121
Fax: 540-997-1124

STONEY CREST FARM
Anne and Roy Repaske
570 Paddy's Cove Lane
Star Tannery, VA 22654
Phone/fax: 540-436-3546
email:cashmere@shentel.net

Washington

BREEZY MEADOW  
CASHMERE FARM
Douglas and Roberta Maier
810 Van Wyck Rd.
Bellingham, WA 98226
360-733-6742
email: fibergoat@earthlink.
net

BROOKFIELD FARM
Ian Balsillie/Karen Bean
PO Box 443
Maple Falls, WA 98266
360-599-1469 or
360-715-1604

KELLERS KRITTERS
Kay Keller
11030 Grandview Rd.
Arlington, WA 98223
360-435-6123

LIBERTY FARM (NLF)
Cliff and Mickey Nielsen
1505 Nile Road
Naches, WA   98937
509-658-2502
email: Cnielnlf@aol.com

RAINFLOWER FARM
Sue Lasswell
37003 Mann Rd.
Sultan, WA 98294
360-793-9590
email:
Rainflower@compuserve.
com

STILL WATERS 
CASHMERE
Moon and Diana Mullins
PO Box 1265
Twisp, WA 98856
509-997-2204/509-421-3107
email: dmullins@methow.
com

WALLFLOWER FARM
Dan and Marti Wall
16663 Beaver Marsh Road
Mt. Vernon, WA  98273
360-424-7935
Fax: 360-428-4946
email: cashmere@sos.net

WINDRIDGE FARM
Becki and Jim Belcher
202 Clemans View Rd.
Selah, WA 98942
509-698-3468

Breeders Directory
Continued from previous page

Good Jokes

Cat Power
When a cat is dropped, it always lands on 
its feet. And when toast is dropped, it 
always lands with the buttered side facing 
down. I propose to strap buttered toast 
to the back of a cat; the two will hover, 
spinning inches above the ground. With 
a giant buttered cat array, a high-speed 
monorail could easily link New York with 
Chicago.

The Danger of Fear
Fear can sometimes be a useful emotion. 
For instance, let’s say you’re an astro-
naut on the moon and you fear that your 
partner has been turned into Dracula. 
The next time he goes out for the moon 
pieces, wham!, you just slam the door 
behind him and blast off. He might call 
you on the radio and say he’s not Dracula, 
but you just say, “Think again, Batman!”

Understanding Mankind
Maybe in order to understand mankind, we 
have to look at the word itself: “Mankind”. 
Basically, it’s made up of two separate 
words - “mank” and “ind”. What do these 
words mean? It’s a mystery, and that’s 
why so is mankind.

Coming Attractions!—Next Issue

1999 Domestic Prices for Cashmere
Objective Measurement

for Cashmere Style (Research)
Book Review - Goatkeeping 101

(a new book from Caprine Supply)
National Western Stock Show

Cashmere Goat Results
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The King and I
By Vicki Biggs

Reprinted with permission from the
Cook County News-Herald

It has often occurred to me that it is a good thing I do 
not own a handgun. Not that I ever have wanted to shoot any 
two legged critters. When I get angry at people I seldom think 
of murder. It’s too quick. No, my murderous impulses of late 
were directed solely at my darling, albeit stinking, new black 
cashmere billy goat.

Two weeks ago I went into the corral well after dark and 
shone the light on the flock of seven goats. They were huddled 
in a nervous knot behind the little black billy, who looked at me 
with his yellow, devil-eyes as if I were a bear. I sensed he was 
less than his usual sweet-natured self. So I extended my hand 
to stroke his back. Big mistake.

With one quick flick of his head he raked the hand with a 
horn. Then before I could retreat, he rammed me on the side of 
my upper right leg, pushing me off balance and neatly sending 
me on my knees in the goat-berry encrusted mud.

We will not dwell on my comments at that point. Suffice 
it to say I got up and out of the corral faster than I ever knew I 
could. I was not physically hurt, but my feelings were bruised 
and I was boiling mad.

“You, my fellow are going to get gone!” I told him as I re-
turned in less than a minute, goatherd staff in hand. The ash 
staff has a long crook at one end, shaped like a swan’s neck, 
that is all business. The shepherd holds the staff upside down, 
hooks the animal under the chin and pulling up, leads the re-
calcitrant creature anywhere. It sounds too simple to work. But 
I have easily snagged my biggest goat out of a bucket of corn 
and led the walking stomach away with no more effort than it 
takes to carry a water bucket.

“You will never go back in the flock again!” I shrieked at the 
bewildered black delinquent as he stood in the ante room of the 
stable. “No more romancing the does and bullying the weth-
ers—get it?” Slam! I resolved to sell the little spud immediately.

But, winter is a tough time to sell livestock. I did not care 
to declare defeat and surrender requires some struggle. So, I 
consulted my goat bible, Goat Husbandry by the venerable 
Scot, David Mackenzie.

“Honeyed words and bribery are wasted on a rebellious 
goat,” said Mackenzie. “A good sound trouncing is needed; 
not just an angry slap, but a stand-up fight and a walloping 
thorough defeat.”

Lord, but those Brits cut to the heart of things. No touchy-
feeling flap doodle to waddle through. No herbal unguents 
to concoct or dubious auras to discern. Just whup that sucker 
upside the head. Well, not quite.

Mackenzie then proceeded to tell the tale of a small boy 
who ruled over a huge and rebellious goat with “awesome horns 
and ferocious habits.” Taunting the goat to the end of its tether, 
the boy grabbed the creature simultaneously by one ear and 
the tail, pulled the two together, causing the animal to stagger 
and fall. Once down, the goat was further humbled by having 

its nose rubbed in the dirt.
Oh my...I thumbed rapidly 

through the book looking for 
other options. But Mackenzie 
didn’t clutter his book with 
watered down alternatives. 
I lay awake several nights 
wondering which hand should 
hold the tail.

Days passed with the billy 
tethered outside the barn, 
bleating piteously to his flock 
who were happily cavorting within sight in the corral. My heart 
softened. I brought him so many small trees to chew on that 
twice his tether got tangled in limbs and broke. Twice he braved 
the electric fence to be with his own. Twice I took him back to 
the tether without incident. Never did I attempt the ear/tail 
twisting maneuver.

The realization has come to me that the black goat was 
simply being “king billy” on the night he knocked me down. 
I came upon him in the dark. The other goats telegraphed 
their nervousness to him. I was between him and the stable. 
He reacted. It was isolated and explainable. Again, how good I 
did not have a gun at the time when I believed in my rage and 
disappointment that the animal had “gone bad.”

Often I have been accused of attributing human charac-
teristics to animals. Actually, I do the reverse. And, it works. The 
dynamics between the king billy and me happen to me and 
other humans all the time. In the shopping mall. The workplace. 
The churches. Instant outrage and seething resentment are 
inevitable.

For the most part, though, I believe that pissant behavior 
in humans and king billy hoo-hah in goats must be part of our 
deal here on earth, not an aberration. Our only choices seem 
to be flight, fight or accept.

Given the grace of time to cool down, my choice is inevi-
tably acceptance. It’s a good choice. It means I get to stay with 
what I love. But, better yet, it means I never have to decide which 
hand has to grab the tail. Works for me!
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CashMirror back issues 7/96 - 1/99 
$3 each or a whole dozen for $30. 
Back issues 10/89-6/96 $2 each or 
$15 for a dozen. We'll pay the ship-
ping. About 2/3 of old issues still 
available. A good reference source 
about cashmere goats and history of  
the industry. Index for 11/89-4/96 in 
May 1996 issue, index for 7/96-6/97 
in July 1997 issue. 7/97-6/98 in July 
1998 issue. Index after that, ask us.

CashMirror calendar for 1999. 
12" X 17" wall calendar. Great little 
boxes to write in your goat stuff. 
Price $10@, includes shipping. Order 
from CashMirror Publications.

Maremma Livestock Guardian 
Dogs, puppies, purebred, registered, 
working parents guarding sheep & 
goats. $350. 360-733-6742.

Maremma Sheepdog Club of 
America,  Maremma Livestock 
Guarding dogs, PO Box 546, Lake 
Odessa, MI 48849, 616-374-7209. 
Free information and Breeder Direc-
tory.

Shearing Stands: 360-733-6742.

Classified
 Advertising

New Children's Book Available—
About cashmere goats!

Buster
 The Cashmere Goat

By Paul G. Johnson

An exciting tale of a young cashmere goat's adventures with bad weather, big 
coyotes and the fearless guardians who save them all. 

66 pages (8,400 words) of education and fun for all ages.
Suitable for reading aloud to small children (or bored adults) or for children at 
3rd-4th grade reading level.

Illustrated with numerous photographs.

Follow Buster's journey with his friends from birth to young goathood as they 
discover the word and the word discovers them. Included are 13 different stories 
of Buster and his friends, Worf (cashmere goat), Billy and Spotless (the Maremma 
guardian dogs) and Dave (the big white guardian llama).

Educational material included about goats, cashmere, fiber harvesting and fiber 
use. Guaranteed only happy endings!

To order: Send $7.50@ to:
CashMirror Publications, 2280 S. Church Rd, Dallas, OR 97338

Once upon a time, in a place called Goat Knoll, 
there was a little goat named Buster...

Remember Wes and Marilyn 
Ackley's flying goat as featured 
on the cover of the April 1997 
CashMirror? It has now, with 
the permission of the Ackley's,  
become the featured star of 
Yocom-McColl's new display 
advertisement for cashmere fi-
ber testing—it makes its debut 
on the back cover of this issue. 

Dirty Dave
and the

Devil Eyes

"We Want Buster!"
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To subscribe 

Send:	 Name
	 Farm Name (if applicable)
	A ddress with zip code

To:	 CashMirror Publications	
	 2280 S. Church Rd.
	 Dallas, OR 97338

Annual Subscription is only $25 for 12 
monthly issues! ($35 Canada, $40 Mexico, 
$50 overseas).
 
Breeders Directory listing for full year $30.

Display Advertising Rates:
                 
Ad Size	 Price (Issue / 4 mos. / 1 yr.)         
Business Card	 $25 / 100 / 150
1/8 page	 $35 / 130 / 320
1/4 page	 $45 / 165 / 410
1/3 page	 $65 / 240 / 600
Half Page	 $80 / 300 / 730
Full Page	 $150 / 550 / 1,370
Other sizes, options	A sk us

Extensive layout or photo screening may be extra. 
Payment must accompany ad order.

Classified ads 50 cents/word.

CashMirror
Subscription 
Information

The Deadlines:

Articles, photographs, advertising and other 
information submitted must be received by 
the 25th of the month prior to magazine issue 
date. 

If you need assistance designing or laying out 
a display ad, or fine-tuning an article, earlier is 
appreciated.

Northwest Cashmere Association

Membership includes
NWCA Quarterly

Newsletter

Serving northern
California, Idaho, Nevada, 
Oregon,
Washington and
western Canada

NWCA Annual Dues only $25
Cynthia Heeren, Membership Coodinator
22260 East Hwy 20, Bend, OR 97701

541-388-1988, email: hokulani@bendnet.com

Notable Quotes

“As we, the American people, approach 
the new millennium, we face many trou-
bling questions. One is: How can we, as a 
nation, be sure that we have spelled ‘mil-
lennium’ correctly?”
	 ...Dave Barry, 1/14/99

“Be sure you know the condition of your 
flocks, give careful attention to your 
herds.”
	 ...Proverbs 27:23

"Dogs come when they're called; cats take 
a message and get back to you later."

	 ...Mary Bly
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