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Meet your board president

PDPW President
Marty Hallock: Keep
growing leaders

From its beginning more
than 25 years ago, PDPW has
leaned on dairy-producer
members to bring forth their
ideas, solutions and talents to
grow one another, continue
to learn and develop leaders.
Currently serving as president
of the nine-member board
of directors is dairy producer
Marty Hallock of Mondovi,
Wisconsin.Spend some time
to learn about the board’s
recently elected president.

What are your goals for
PDPW as board president?

The team of dairy produc-
ers currently serving on the
board is sharp. Each one has
his or her own blend of tal-
ents. They are all so passion-
ate about their work. I want to
harvest all their energy, and
put them in the right places to
continue our work and bring
forth new programs. In my
opinion, PDPW already has
the bar set so high — I want to
make sure we keep bringing
that level of programming to
our members.

What originally brought
you to PDPW?

When I expanded my
farm years ago I took on new

Marty Hallock

responsibilities and needed
to learn more about human
resources, managing people,
creating systems and more.
I had graduated from college
11 years before, but more cur-
rent information was avail -
able. The newest and latest
in education was coming
through PDPW. If our team
was going to be connected
with the upper echelon of
good programs, good speak-
ers and good farmers, we’d
need to keep learning.

What are some changes
you’ve seen in PDPW
during that time?

I knew that PDPW did
a great job educating and
informing farmers and their
employees, but I had no idea
how much the organization
was doing in terms of out-
reach in our industry. I didn’t
realize how involved it was
in educating and forming

relationships with regulatory
boards, governing bodies and
other groups like the Wis-
consin Department of Natu-
ral Resources, the Wisconsin
Department of Agriculture,
Trade and Consumer Protec-
tion, and more. Topics like
sustainability, milk and meat
residue, and consumer rela-
tions were becoming more
and more important in the
industry. PDPW was really
making an impact in those
circles — and the group con-
tinues to do so.

What is PDPW doing right
now that you’re most
excited about?

Animal health and welfare
have always been important to
me; I’'m passionate about it. I
really believe our Food Armor
program is one of the gold
standards in animal health.
Also, I'm excited about the
Dairy Dialogue Day tours that
PDPW isrolling out.

When farmers are able
to learn directly from other
farmers, I love those events. I
always learn something, even
if it’s not what I went there
to learn. I always take away
something.

And Business Conference
just keeps becoming better.
It’s timed perfectly, too. As
we come out of the February
blues, the promise of learning

See PRESIDENT, Page 2
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of Directors

President
Marty Hallock
Mondovi, Wis.
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Directors
Andy Buttles
Lancaster, Wis.
608-723-4712
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Jay Heeg
Colby, Wis.
715-507-0030
jcheeg@yahoo.com

Steven Orth
Cleveland, Wis.
920-905-2575
orthlanddairy@gmail.com

Katy Schmidt

Fox Lake, Wis.
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katy_schmidt@live.com

Dan Scheider

Freeport, IlL.
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dnscheider@gmail.com

PDPW Adyvisers

Mark Binversie
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mbinversie@
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Eric Cooley
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Sturgeon Bay, Wis.
etcooley@wisc.edu

Dr. Randy Shaver
UW-Madison Dairy Science
Madison, Wis.
rdshaver@wisc.edu

Chad Staudinger

Dairyland Seed

St. Nazianz, Wis.
cstaudinger@dairylandseed.com

Financial-literacy program to launch

T

Today’s successful dairy
producers are proficient in
caring for their animals, per-
sonnel, equipment and facil -
ities. In addition, they’re
able to manage finances in an
unpredictable industry. They
know profitability is para-
mount to their success.

Coming this fall, PDPW
will pilot a multi-level,
multi-session financial-lit-
eracy program to further
equip dairy producers and
allied industry professional
to clarify their financial goals,
to interpret and create finan-
cial documents and to imple-
ment critical financial busi-
ness-planning tools.

Whether new to business
finance or already armed with
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PDPW will pilot this fall a multi-level, multi-session financial-literacy
program to further equip dairy producers and allied industry
professionals to clarify their financial goals.

a comprehensive understand-
ing of financial concepts and
products, those who attend
the program will strengthen

and clarify their knowledge
of financial topics fundamen-
tal to business growth and
profitability.

President

Continued from Page 1

something new and reconnect-
ing with friends energizes me. I
always go home eager to try new
ideas.

What is some of the special
work of the board that you're
most eager to dig into?

The financial-literacy pro-
gram we’re launching later this
year is going to be good. Farm-
ers can’t just look at checkbooks
and balance sheets. They need
to actually understand the num-
bers to be profitable. This pro-
gram will help them put together
the dairy-related information
they’ve gathered throughout the
multi-session course.

What do you see as PDPW'’s
biggest challenge in the
short term?

Developing immediate strat-
egies to help producers become
profitable right now. Dairy has
always had its cycles. Things are
low; then they’re high again;
then they go back down. That

won’t change, but there are
things we can do in the short
term. We can make a difference,
whether it’s contracting or it’s in
the way we raise our calves.

The great thing about PDPW
is that it’s a grassroots set of
people - the members, the
board and the staff. How else
do you know what the critical
problems are if you’re not liv-
ing them? Grassroots people are
in the best position to find the
answers, and quickly.

What about long-term?
Looking down the road to
the following generations,
what do you see as PDPW’s
biggest challenge?
Continuing to grow leaders is
what we need to keep doing -
giving people leadership abili-
ties so they can lead others. We
can’t know what the challenges
will be in the future, but when
we grow people who can replace
us, they’ll find the answers. One
of the great things about PDPW
is that the members have never
had a “woe is me” mentality.
Instead it’s “Every day, let’s be
better, do better!” For me, I'm

always thinking, “I need to keep
up!” There’s always a new idea
I've learned that I want to try.

What’s a big dream
you’d love to see PDPW
accomplish?

The organization has already
expanded beyond local and state
borders in its reach, but I'd like
to see PDPW grow to be even
more of a national leader. From
the beginning PDPW organiz-
ers have surrounded themselves
with excellent people, excellent
producers and excellent advis-
ers. The lifelong-learning men-
tality sets PDPW apart; it allows
an individual to become a mas-
ter at something.

I’d like for more and more
dairy producers to understand
that PDPW is for all dairy pro-
ducers, not just specific seg-
ments. During my time as a
member I’ve met a lot of great
people. Whether they were
great speakers or great produc-
ers, at the heart of it all they
were simply great people.

That’s what PDPW brings to
us all. You meet great people
willing to help and to teach.
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Addressing core values: win for producer, consumer

KATY PROUDFOOT
AND BETH VENTURA

Most consumers don’t live
on farms and have little or no
knowledge about how farm-an-
imal industries work. At the
same time, consumers are
increasingly concerned about
how food animals are raised.

To some degree, the con-
cerns are driven by misinfor-
mation and can be resolved by

Katy Beth Ventura

Proudfoot

educating consumers. How-
ever a broader approach than
disseminating information is

necessary because consum-
ers make food-buying choices
largely based on their core val-
ues about animals, rather than
information alone. Though
education plays a role, core val-
ues are the more critical target
and they’re difficult to change.
A case in point: gestation
stalls have been used in the
swine industry for decades to
house sows despite widespread

public opposition. Educat-
ing consumers about gestation
stalls led to increased opposi-
tion, not acceptance. When a
practice is out-of-step with a
core public value, history shows
that merely justifying the prac-
tice isn’t effective. On the other
hand, acknowledging a core
value and seeking new solutions

See VALUES Page 4

PDPW'’s financial-literacy
program will place participat-
ing students in an appropri-
ate level using a web-based
assessment tool. Students
placed in levels one and two
will be taught by David Kohl,
professor emeritus of agricul-
tural finance in the Depart-
ment of Agricultural and

For more information about the farm dividend program and
how you may qualify, call 877-219-9550 or contact your local

Rural Mutual agent.

Applied Economics at Virginia
Polytechnic Institute and State
University.

Students in all three lev-
els will learn about balance
sheets, income statements,
cash flow and decision mak-
ing. They will study cash vs.
accrual accounting, enter-
prise analysis and financial

benchmarking. Attendees will
learn from a curriculum writ -
ten to expand on current levels
of aptitude.

The coursework will be
presented through a year;
it will include face-to-
face workshop sessions
and webinars. Additional
information including class

THE #1 WRITER OF FARMS IN WISCONSIN IS
REWARDING POLICYHOLDERS

Introducing the Rural Mutual Farm Dividend Program

2= Rural Mutual

dates, locations and other
details will be made avail-
able once an inaugural class
is confirmed.

To register as a student in
the limited-enrollment pilot
program, call PDPW at 800-
947-7379. Visit pdpw.org to
watch for updates as they
become available.

<N

|

Insurance Company

www.ruralins.com/farm-dividend
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Values

Continued from page 3

opens the way for dialogue and
agreement.

Fortunately the dairy indus-
try is already good at creating
innovative solutions. When it
comes to dairy nutrition, safe
milk and meat production,
business management, sus-
tainable agricultural practices
and more, producers are con-
tinually advancing technologies
and practices using the latest
research, science and practi-
cal experience. Animal welfare
and consumer engagement are
aspects of dairy production
with just as much - if not more
- impact on the future of dairy
in America than any other. Just
as scientific research leads to
refinements in on-farm prac-
tices, social-science research
is critical to helping produc-
ers better align with consumer
values.

With more and more consumers
making purchases based on
misperceptions, it’s important
for producers to continue to
not just educate consumers but
ensure core values more closely
align between the two groups.

Researchers in the Animal
Welfare Program at the Univer-
sity of British Columbia have
conducted broad surveys to
study core values. They want
to more clearly understand
the typical North American’s
perspective of dairy practices
such as disbudding and cow-
calf separation. Veterinarians,

800 776 7042 |

"THE COBURN COMPANY,

« 24 hour fly control
- Pesticide and attractant free
- Sticky Roll systems for every operation

Mr. Sticky® products and Sticky Roll™

INC.
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Deluxe Sticky Roll System
with 1000 ft. roll of tape
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producers and consumers agree
that preventing pain in animals
is important. In dairy produc-
tion, disbudding is necessary to
ensure the safety of the herd and
farm personnel. But all meth-
ods involve some level of pain.
On-farm research has led to the
development of best practices
and pain-control methods that
match core values held by the
public.

Another example revealing
a discrepancy between public
values and practical production
methods is separating calf from
cow at birth. Dairy producers
separate cows from calves for
practical and safety reasons,
but the public has a more emo-
tional response to this practice.
Many people prefer calves not
be housed alone after being
separated from their mothers.
When the concern for calves’
welfare was initially addressed
by housing calves in pairs
before weaning, studies showed
paired calves had growth and
behavioral benefits without an
increase in calf-disease risk.

Those examples illustrate
how innovative thinking can

help producers be more in touch
with consumer values regard-
ing the care and welfare of pro-
duction animals. Good animal
care is fundamental to a healthy
dairy industry, and consum-
ers care passionately about this
topic.

As producers continue to
make the paradigm shift from
educating the public to engag-
ing and aligning with the public,
more opportunities for innova-
tion will arise and the industry
will enjoy increased partnership
with consumers.

Katy Proudfoot is an assistant
professor and The Ohio State
University-Extension specialist
in animal welfare and behavior
with the Department of
Veterinary Preventive Medicine.
Contact her at proudfoot.18@
osu.edu for more information.

Beth Venturais an assistant
professor at the University of
Minnesota with interests in
animal welfare, public attitudes
and stakeholder engagement.
Contact bventura@umn.edu for
more information.

Weather webinars take
producers by storm

Day by day, weather-fore-
casting technologies are
becoming more accurate and
more available to consumers.
For an in-depth meteorologi-
cal outlook for summer and fall
2017, join the “Weather: more
than a guess”
webinar sched-
uled for June 14.

The hour-
long session,
led by Eric Sno-
dgrass, direc-
tor of under-
grad studies
in the Depart-
ment of Atmospheric Sci-
ences at University of

E;ic
Snodgrass

WORLD CLASS
WEBINARS

PRESENTED BY PDPW

Illinois-Urbana-Champaign
will provide rain and tempera-
ture forecasts for the next 30
days and assess the current
growing-season progress.

In addition Snodgrass will
point to stressors across the
country that could impact grain
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Farm training offered
for non-farm folks

APPs offers experience, information

Practical on-farm experience makes
a big difference for those employed in
agriculture, but fewer and fewer employ-
ees have it. To bring this fundamen-
tal training to non-farm professionals
across all agricultural industries, PDPW
has developed the Agricultural Profes-
sional Partnerships® — APPs — program.
A three-day session of the program is
scheduled for July 25-27 in Madison,
Wisconsin.

Participants will take in more than
20 hours of on-farm professional development and gain a
comprehensive understanding of modern agricultural and
farm-management practices. They will be connected to train-
ing resources, industry experts, owners of host farms and a
network of like-minded industry peers.

Attendees will depart from and return each day to the
Crowne Plaza Hotel, 4402 E. Washington Ave, Madison.
Training will take place on a dairy farm, with access to transi-
tion pens, a calf barn and manure-handling facility, machine
shops, a milking parlor, freestalls and feed-storage areas.
Experts will facilitate discussions on animal welfare, con-
sumer trust, and environmental and food safety. Attendees
will gain an enhanced understanding of modern agriculture.
Visit www.pdpw.org or call PDPW at 800-947-7379 to regis-
ter or for more information.

CONTRIBUTED

Weather webinar presenter Eric Snodgrass has numerous helpful
weather tools on his website.

prices and analyze how past yields, herd health and milk
weather events have moved production.
summertime markets. The webinar takes place from
He will provide long-range noon to1p.m. It will be avail-
forecasts through the end of able for playback for those not
the growing season. Learn able to join the webinar live.
how to forecast excessive Visit www.pdpw.org or call
heat and drought - two fac- 800-947-7379 to register or for
tors that negatively impact more information.

- Affordable pricing

«  Customized testing programs
«  FREE SCC management report
- Fast delivery of results from Kaukauna Lab

- PCDART dairy management program offers low
monthly subscription and affordable per cow
pricing

- Diagnostic tests for Pregnancy, Mastitis, Johne’s,
Leukosis, BVD and more

Call NorthStar to Learn More!

NorthStar Cooperative
[

INC.

§ fntel  DHI

800.631.3510 « northstarcooperative.com

Gary Holterman Kevin Haase
920.418.3758 920.419.1910
Jay Krull Scott Ellevold
715.851.1115 715.781.5635
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Customer needs, wants come first

- CONTRIBUTED
Old-fashioned individual-serving sizes of milk are one example of an
opportunity our industry has begun to address. Yet there’s room to
meet customer preferences to a larger extent in this area and more.

Twohig Rietbrock
Schneider & Halbach

“Attorneys for Agriculture”
(920) 849 - 4999

Legal, business and planning
solutions for Wisconsin’s
farms and agribusinesses.

HANK WAGNER

Many of us involved in agri-
culture are business owners.
For some it may be land and
machinery; others have live-
stock. Regardless of the assets
we own, it’s important to view
our farms as businesses.

I’ll never forget a quote that
a great friend and mentor of
mine, Gordie
Jones, shared
with me early
in my farming
career.

He said a
farm run as a
way of life is a
poor business,
but a farm run as a business is
a great way of life.

Sometimes it’s easy to be
consumed with the phys-
ical assets of the business.
How much land do we need
or want? Will we buy or rent?
What equipment needs to be
purchased, both short and
long term? And those of us
who have cattle know how
much of our day is spent car-
ing for them. The businesses
that know how to invest in the
right assets and then excel at
caring for them have a big part
of their success figured out.

But sometimes it’s easy to
be consumed with our phys-
ical assets and forget about
something far more import-
ant - people. People are not
machines, computers or things
that are used to get work done.
People can think and reason.
And they have value far beyond
the work they perform. Our
businesses or the physical
assets in them should never
be considered more import-
ant than people. I believe this
thinking should reflect our
view of our families, friends,
employees and all people.

Family, friends and employ-
ees are extremely important.

Hank Wagner

But I'd also like to address
two other important groups
of people. The first is the col-
lection of people who aren’t
necessarily employees of ours,
yet they add value to our busi-
ness. This group of important
people includes veterinarians,
nutritionists, crop consul-
tants, bankers, electricians,
plumbers, accountants, attor-
neys, insurance providers,
milk-processor representa-
tives, truckers, custom oper-
ators of all kinds and many
more. And then there are all
the people who supply prod-
ucts, machinery and equip-
ment, feed and crop resources,
parts and tools of all kinds,
lumber, steel, concrete, elec-
tricity, fuel, tires, medicine
and many other things.

There are many people who
are attached to the success
or failure of our businesses. I
understand the power of hav-
ing the right people connected
to me, both at a personal level
and in our business. There are
specific qualities I look for
in choosing whom I allow to
influence me and our business.
Probably the most important
quality is their vision or atti-
tude concerning the people
whom they’re serving, which
includes me. We all know the
people who come to our farms
only looking to sell a product.
It’s easy to see that their focus
is on selling.

I understand their business
is dependent on their prod-
uct sales, but there’s some-
thing else many of them may
not understand. A sales rep-
resentative who doesn’t put
his or her customers first will
be out of a job. We find our-
selves being loyal to the people
who have our best interests in
mind. That’s because trust is

See CUSTOMERS, Page 8
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Customers

Continued from page 6

the bond that forms strong long-lasting
relationships. Once we can trust that a
person who is serving us is looking out
for our best interest and not just look-
ing to sell something, we’re much more
inclined to become long-term loyal cus-
tomers. It seems there are few people
who truly live this principle. Those who
do seem to have a long list of happy and
satisfied customers in addition to a bright
future.

I would like to further apply this
important truth to another group of
important people - our customers. I
sometimes forget I'm in the same boat as
all those who provide goods and services
to our farm; and so is every producer.
This may not feel comfortable, but we
can sometimes become distracted in pro-
ducing or selling our product. We can fail
to do a good job of putting our customer’s
needs first. How good are we at truly lis-
tening to their needs and wants? I admit
I find myself complaining about current
consumer desires targeting issues such

WE'LL'GR

Introducing Compeer Financial™

as tail docking, rBST, genetically modi-
fied organisms, animal welfare and other
things. I understand we need to do a bet-
ter job of helping our customers under-
stand what we do. But ... is that what’s
most important?

Think about the salesperson who
comes to the farm and only talks about
what he sells and why he needs to charge
the price he’s asking. Does it feel like he
cares about your needs as a customer?

If you asked him for specific packaging
that would make your job easier and he
wouldn’t provide it, you might switch to
another supplier who would provide it.
Or would you settle for the first alterna-
tive? By not listening to your needs, that
sales rep has shown he probably won’t be
eager to find other solutions for you. That
leaves him vulnerable to any competition
who will listen and provide what you're
looking for.

We must understand the gravity of
this truth and be dedicated to living it
with our customers. All of us in the dairy
industry have been shaken by the loss
of some markets to Canada; each of us
has felt its impact on some level. We can
complain about the loss of markets and

OW WITHf-YOU._
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Three Farm Credit-organizations are coming together to strengthen

our commitment to the agricultural community. We are combining our
resources, knowledge and expertise to champion the hopes and dreams
of rural America like never before. Let's get started with yours.

CHAMPIONRURAL.COM

1% Farm Credit Services, ACA, AgStar Financial Services, ACA, and Badgerland Financial, ACA are
equal opportunity employers, lenders and providers. Compeer Financial, ACA will begin operating on
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July 1, 2017, assuming the Farm Credit Administration grants final approval for the merger. © 2017

demand that rules be put in place to pro-
tect our right to sell. Or we can focus on
our customers, seek to live this principle
of putting customers first and concerning
ourselves with their needs, and then pro-
vide their needs to the best of our ability.

I’'m somewhat embarrassed that our
healthy nutritious milk is still being pro-
vided to children in ancient packaging
that is hard to open, uncomfortable to
drink from and is definitely not cool. All
those children are the future consumers
of our product. Iremember those dreaded
milk cartons from when I was in school; I
hated them even though I liked milk.

Today, other industries slowly pick
away at our market share, not because
they have a better or more nutritious
product but because they’ve shown
themselves more responsive to the needs
of today’s customers. All of us, including
those of us who produce food, have a lot
to gain or lose by focusing on putting the
customer first.

Hank Wagner is a dairy producer and
a John Maxwell Team teacher, mentor,
speaker and coach. Contact hwagner@
frontiernet.net for more information.

e::e
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Tours showcase solutions, innovations

CALLIE HERRON

What comes to mind when
reading the word “water?” Is it
a vast lake, a bathtub, faucet or
the cows’ water tank? Everyone
has several
associations
with water - a
most precious
resource. It's at
the core of sur-
vival.

Now add the
word “quality.”
The words
“water quality” tend to evoke a
different sort of opinion. Maybe
it’s about the good work farmers
do to protect this resource. Per-
haps it’s the frustration that
comes along with feeling mis-
understood or restricted by
ever-changing regulations.

Everyone cares about water
but opportunities to engage in
conversation with those outside

Callie Herron
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of the dairy industry don’t often
present themselves. University
of Wisconsin-Discovery Farms
and PDPW recognize the lack of
cross-industry conversations
regarding water quality. Moti-
vated to fill that gap and provide
relevant resources and a forum
to exchange ideas, the organiza-
tions have partnered together to
present a second series of
water-quality tours.

After participating in the
2016 Water Quality Tours, one
attendee said, “Hearing the
concern for protecting our
resources from industries other
than agriculture was very
enlightening. Farmers tend to
be excellent environmentalists.
It was very cool to see that this
passion is a common thread
amongst different entities that
wouldn’t seem to have a lot of

See TOURS, page 10
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Tour participants will see water monitors on various sites during the
upcoming Water Quality Tours.
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Tours

Continued from page 9

common ground at first glance.”

This year, the conversation
will continue during tours in the
Marshfield and River Falls, Wis-
consin, areas.

During the Marshfield tour
attendees will hear from Sam
Warp, Marshfield Wastewater
Treatment Plant superinten-
dent. Among other topics he’ll
talk through the important
role microbes play as they help
remove phosphorus. He’ll also
discuss partnerships the city is
forming with area farmers.
The tour will stop at Eron
Farm, where John Eron will
show a closed-loop irrigation
system. He’ll talk about the
farmer-led watershed group
he’s involved in, the group’s
testing practices and other
work with local resources to
protect water quality. This
tour’s final stop will be a visit
to Mullins Cheese - the largest

=3

Contributed

Relevant conversations, open dialogue and fact-sharing are attendee

favorites during water tours.

family-owned and -operated
cheese factory in Wisconsin -
to tour the plant and see a
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recently installed membrane
system.

River Falls offers another set
of thought-provoking water
stories. This tour will break
down the urban and rural
divide, headed from down-
town River Falls south to
Ellsworth Creamery. It will
conclude with a tour of the
Dry Run watershed. In River
Falls participants will learn
about the city’s history of
protecting water and hear
about the challenges storm
water presents. Also on the
agenda in the university town
are visits to demonstration
sites showcasing how the city
is taking innovative
approaches to storm-water
management.

A stop at Ellsworth Creamery
allows attendees a tour of the
plant and a look at the only
creamery biotower in the state
of Wisconsin. The drive around
the Dry Run watershed will give
participants an opportunity to
learn about farmer-led groups
in the area, how they’re coming
together and the benefits of
those collaborations. The tour
culminates in a visit to an edge-
of-field monitoring site for

Water
tours offer

learning

June 21: Marshfield,
Wisconsin — Chartered
bus will pick up tour par-
ticipants at 9 a.m. at the
Wis. DOT Park & Ride

71-01, U.S. Highway 10,
exit 186, South Draxler
Drive, Marshfield

June 22: River Falls,
Wisconsin — Chartered
bus will pick up tour par-
ticipants at 9 a.m. at the
Park & Ride 55-03, 70th
Ave, Roberts, Wisconsin

further discussions. It will
highlight 15 years of UW-Dis-
covery Farms edge-of-field
water-quality research.

On both tours, representa-
tives from UW-Discovery
Farms will infuse science into
the discussions with the aim
to answer questions regarding
runoff, soil and nutrients lost
from farm fields or urban areas
- and much more. Targeted to
more than farmers, the tours
will bring together leaders
from municipalities, local
businesses and farmer-led
watersheds. In addition,
elected officials are invited to
represent their constituents,
to ask tough questions so all
stakeholders can contribute to
the discussion and provide
answers.

Cost to attend is $30; it
includes chartered-bus travel,
snacks, refreshments and
lunch. Comfortable shoes are
recommended.

Visit www.pdpw.org or call
800-947-7379 to register and
for more information.

Callie Herron is a communications
manager with UW-Discovery
Farms, a program of University of
Wisconsin-Extension.
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A fresh approach
to freshening cows.

To keep your herd performing at
optimal levels, you have to keep
subclinical hypocalcemia at bay.
Use a two-bolus BOVIKALC protocol
to supplement your cows’ calcium
needs. Because when you keep

her calcium up, she won’t let your
operation down.

Learn more at Bovikalc.com.

THE WHOLE-HERD
APPROACH FOR
SUBCLINICAL

BOVIKALC® HYPOCALCEMIA

Bovikalc is a registered trademark of Boehringer Ingelheim Vetmedica, Inc.
©2017 Boehringer Ingelheim Vetmedica, Inc. BOV-0322-BOVK0317
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Key to success: effective communication

KATIE MRDUTT

To be successful we must be
in tune with how we commu-
nicate with others. Communi-
cation is more than just the
words we say
and how we say
them. It also
includes our
body language,
our interpreta-
tion of what we
hear and how
we react to it.
Mastering our communication
and continuously improving
these skills are vital for a
strong productive team.

What makes communica-
tion “effective”?

Dr. David Rhoda, a retired

Katie Mrdutt

Wisconsin, worked to improve
communication skills during
his 40 years in veterinary
practice. One of the key areas
Rhoda emphasizes is commu-
nication among individual
members of the farm team as
opinions are shared about
proper use of medications in
specific situations on the
dairy.

“To be effective within a
farm team, communications
need to identify each individ-
ual’s core values versus their
mindsets based on perceptions
or imagination,” Rhoda said.
“Core values, such as main-
taining animal welfare and
food safety, must align. Mind-
sets may not. Simply under-

contributed

veterinarian from Evansville, standing the words used is
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Farm owner Marcy Feine and Dr. Karen Lorch, veterinarian, rely on
information recorded on clipboards or in binders kept at various
locations around the farm, to avoid communication gaps.

such a minor portion of
understanding the true mean-
ing of what is being communi-
cated. Communication is most
effective when discussions are
held face-to-face so in addi-
tion to the words, voice inflec-
tions and body language are
included”

Effective communication is
essential in every part of our
lives. When thinking about a
working dairy with multiple
employees and mindsets,
managing communication
works best when the objective
of the dairy-herd plan is clear.
Focusing on the welfare of the
cow or the economic welfare
of the dairy is paramount -
not the biases or personalities
of the individual stakeholders.

“The team has to recognize
that every decision marginal-
izes some individuals and
enhances others within the
farm team,” Rhoda said. “The
team needs to keep stake-
holder satisfaction as an

objective but it must not come
as a priority over the cow”

Dr. Karen Lorch, a veteri-
narian from Winona, Minne-
sota, works closely with Marcy
Feine at Feine-Est Heifer Farm
near Rushford, Minnesota, to
develop a comprehensive
on-going communication and
herd-health plan.

“Poor communication cre-
ates large barriers in the care
provided to our patients and
clients,” Lorch said. “Our
practice strives to communi-
cate on aregular basis with our
clients regarding the health
and wellbeing of their ani-
mals.”

Feine said, “Timely commu-
nication has a direct impact on
daily decision-making in our
heifer-raising operation. Vac-
cination schedules, regular
pregnancy checks, moving
animals through the different
areas of our facilities, treat-
ment of a sick animal, culling
decisions and the like, all have
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a domino effect down the line.
Knowing Dr. Lorch is readily
available minimizes ‘down
time’ and expedites action to
resolve issues on the farm.

Communication affects
every aspect of the
dairy

The communication that
occurs while a herd plan is
being developed should
include explaining why partic-
ular processes are expected
and include instructions for
carrying out each job. One
mindset to overcome is the
desire to take shortcuts in a
process, which often happens
when the disadvantages of
taking a shortcut aren’t clear.
In particular, because food
safety is such a high priority
farmers need to have a com-
munication plan specific to the
farm’s drug use.

“The science behind residue
risks is very specific and needs
to be understood for all of the
medications used on farm,”
Rhoda said. “The farm team
doesn’t need to know every-
thing about every available
medication, but they do need
a complete understanding
about the drugs used on their
farm.

“The first step - and in
many cases the last step - is
addressing mindsets that have
led to inappropriate drug use
by identifying and discussing
them. Many mindsets are mis-
takenly considered to be
unchangeable core values until
they are held up to the light of
proof”

Lorch and Feine put those
concepts into action in real
life.

“During our initial imple-
mentation of the Food Armor
program we had a meeting to
discuss the protocols and
(standard operating proce-
dures),” Lorch said. “During
this discussion we had the
opportunity to correct treat-
ment dosing, fill gaps in com-
munication and record keep-
ing, and work through scenar-
ios that previously had been

overlooked. Since then we
have used text messaging to
alert each other to concerns
with animals, product avail -
ability and more. This has
been a great way to keep in
contact and provide a dynamic
relationship.”

Feine and Lorch talked
through scenarios where they
had communication gaps.

“How do we devise a system
of checks and balances that
works without being too cum-
bersome?” Feine said. “We
decided to keep written logs at
each location in a clipboard or
binder. Every action is
recorded.”

Keeping a veterinarian in
the loop is vital.

“The reports that I email to
my clients are also sent to my
veterinarian so she is kept
up-to-date on things like total
serum-protein levels, incom-
ing weights and hip heights,
average daily gains, weaning
weight and hip-height gains,
any changes in my feed plans,
weather events that have
impacted my babies’ health,
and the like,” Feine said. “Cell
phones are a great tool. Take
pictures for reference pre- and
post-treatment and share
them with your vet. There are
times when that photo is
worth a thousand words.
Nothing gets lost in transla-
tion - except the smell!”

When you know better,
you do better

Improving communication
among members of a farm team
is an ongoing task that requires
commitment. Everyone on the
farm team needs to be dedicated
to do what’s best for the farm,
the cow and the team. Effective
communication, dedication to
improvement and prioritizing
animal care before all else are
the foundation of a successful
farm.

Dr. Katie Mrdutt is a Food Armor
Outreach Specialist with the
Wisconsin Veterinary Medical
Association. Contact mrdutt@wvma.
org for more information.

Working in partnership with a herd veterinarian ensures that

contributed

animal wellbeing is the top priority while also encouraging optimal
communication about ongoing herd-health issues.

888.438.8683
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Don't ‘back seat’ money management

DAWN HAAG

Every year farmers are eager
to be in the fields once tem-
peratures warm and the soil
dries. Ideally important finan-
cial responsibil -
ities have
already been
addressed by
that time. Con-
ducting a year-
end analysis,
planning capital
purchases for
the year ahead and securing an
operating loan if necessary are
just a few business responsibil -
ities that are critical to a farm’s
financial position and cash-
flow plan. While these activities
may not be as exciting or satis-
fying as being in the fields and
working outdoors, they can’t be
ignored.

No matter the season it’s
important that the type of
financing matches the repay-
ment terms for that item. For
instance, an operating loan for
operating expenses — expenses
incurred annually such as seed,
fertilizer and crop insurance -
is often a good fit to manage the
ongoing cycle of a farm. These
loans typically need to be repaid
every 12 months and often come
with a variable interest rate.

On the other hand, if pur-
chasing a piece of equipment,
the financial product and
repayment plan for that item
should match the life of that
asset. Most equipment is
financed between three and
seven years; a capital loan is
likely a better solution.

It’s important not to mix
operating and capital loans. If a
farmer uses available operating
dollars for an equipment pur-
chase, the operating loan could
fall short of covering crop
expenses or purchasing inputs.
On the other hand, if a farmer
uses capital dollars for operat -
ing expenses, the operating loan

Dawn Haag

Calculating a farm’s financial position and creating a cash-flow plan may not be as exciting or satisfying as
being in the fields and working outdoors, but they can’t be ignored.

won’t likely be repaid within
the operating cycle and more
debt will be incurred the fol-
lowing year. By using loan
products only for their intended
purposes, a farm can maintain a
proper debt structure and not
risk running out of borrowing
capacity.

Summer weather often
brings an additional level of
responsibilities on most farms.
Keeping track of financial prod-
ucts can’t take a back seat, but
it doesn’t need to be compli-
cated. Effectively budget for an
operating loan by dividing the
loan amount into 12 monthly
payments. Plan to pay it off
prior to the next cycle. Many
operating-loan contracts don’t
require monthly payments, but
this approach makes clear the
amount owed throughout the
loan cycle. It positions the bor-
rower to be fully paid within the

year. It also ensures operating
credit will be available even
during skinny years. Also, those
with an operating loan may
want to take advantage of sup-
plier discounts or tax planning
as those opportunities arise.

Keep in mind the significance
of working capital - total cur-
rent farm assets minus total
current farm liabilities - to the
farm’s financial lender. Current
assets are things that can be lig-
uidated within 12 months, such
as cash and feed. Current liabil -
ities are amounts owed within
the next 12 months including
any accounts payable. This
number should be a positive
figure and equates to the farm’s
financial stability.

Lenders tend to look closely
at working capital, particularly
when the farm economy is sag-
ging, because it’s a strong indi-
cator of a farm’s ability to

sustain itself through a down-
turn. A strong working-capital
position gives a farm the ability
to take advantage of unexpected
opportunities to make strategic
investments in the business.
And finally, don’t lose sight of
simple strategies to bring in
extra cash when needed. Sell
excess inventory — whether hay,
livestock, genetics, supplies,
machinery or other farm busi-
ness assets when possible.
Reviewing a farm’s financial
position, loan structures, pur-
chases and operating needs is
critical to building a solid rela-
tionship between producer and
lender. With the farm’s finan-
cial plan in place, enjoy all that
summer brings, including
watching the crops grow.

Dawn Haag is a farm and home lender
with Badgerland Financial, a mission
sponsor of PDPW.
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Faithfully Fedlng the Future

One of the highlights of the
25th-anniversary celebration
at the 2017 PDPW Business
Conference was the unveiling
and live auction of a masterful
oil print created by artist Larry
Schultz of Monroe, Wisconsin.
The print was purchased by a
generous group of dairy pro-
ducers and former PDPW
board members and advisers.
It was subsequently donated
to the PDPW office headquar-
ters, where it’s now on display.

All proceeds from the pur-
chase price will help fund
future youth and leader-
ship-development programs
throughout the dairy industry.

“Faithfully Feeding the
Future” depicts a multi-gen-
erational farm family with an
elder generation in a pickup
truck. Current and upcoming

.4‘§f -_.-'_

Prints and canvases of “Faithfully Feeding the Future” are available by

calling PDPW at 800-947-7379.

generations are at the center.
The families are facing their
animals, land and farm build-
ings in the landscape before
them. A church in the distant
skyline acknowledges the
strong bond between farm

Prints

Prints are available for
purchase in a variety of sizes
and formats.

Canvases

+ 30- x 22.5-inch ... $425

+ 24-x 18-inch ... $325
Prints

+ 30- X 22.5-inch ... $160

+ 24- x 18-inch ... $135

+ 16- x 12-inch ... $110
Prices include shipping and
handling.

Funds from all purchases
will support youth and
leadership-development
programs. Call PDPW at
800-947-7379 to purchase
or for more information.

families and faith.

The timeless piece honors
all dairy-farm families who
dedicate their lives to feeding
not only their own families,
but also people around
the world.

Vertical Mixers
Model 625

e For Dairies,

cow/calf and heifer
operations

Twin, single flighted
augers

Better mixing and
processing of long
fiber material

Equipped with 42"
wide chain conveyor

Left or right side
discharge

Maximum load weight of
21,500 Ibs.

Loading height of 104"
Rubber extenders optional

Mixing capacity of 620 cu. ft.

¢ Easily operated with
a 110 hp or larger tractor

¢ Reliable, low maintenance

PTO-driven, planetary gearbox

EEE | :
L = www.rotomix.com
misd.  USA

620.225.1142
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The New Semex ai24™ eSense Ear Taqg Is Here

The eSense Ear Tag combines activity and rumination monitoring with the
industry’s leading ear tag manufacturer. Ask your Semex rep about it today!

® Semex ai24.

(877) 545-ai24  www.semex.com  MEEIR THE SEMEX DIFFERENCE
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