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Date!

s ave the The 2006 PFl Annual Conference has been set for Jan. 13-14
at the Des Moines Airport Holiday Inn. We’re planning some
great things so stay tuned for developments.
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always welcome.
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Advisory Board
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50036-7423. (515) 432-1560.
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Director
Robert Karp (102), robert@practicalfarmers.org

Food Systems
Gary Huber (103), gary@practicalfarmers.org

Rick Hartmann (104),
hartmann@practicalfarmers.org

Farming Systems

Rick Exner, (515) 294-5486, dnexner@iastate.edu,
Room 2104, Agronomy Hall, ISU, Ames, lowa,
50011

Fred Tutzi, (515) 294-8512, iutzi@iastate.edu

Membership Services and Office Manager
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From the Director

PFI Glimpses

By Robert Karp

and recreational opportunities. Knowing the impact

of these upon our attention span, I propose in this
article a number of quick updates drawn from the recent
life and work of PFI. We hope you all have a safe, produc-
tive and enlightening summer.

Sumrner is now upon us with all its physical demands

New PFl Legacy Award established

For over 15 years now the PFI Board has awarded an
annual sustainable agriculture achievement award at our
annual conference. The purpose of the award is to recog-
nize individuals in Iowa who through their work have cou-
rageously advanced sustainable agriculture principles in
the world at large.

This spring the PFI Board decided it was time to also
have a formal way to recognize PFI members whose work
on behalf of sustainable agriculture has been felt not so
much in the public sector, but rather directly on the land
through their own lifelong farming or conservation efforts.

This award will be given no more than once a year and
will be presented at a summer field day. Members may be
nominated for the award at any time by submitting a letter
to the PFI board of directors. Recipients receive a framed
certificate and a profile in the PFI newsletter. A press re-
lease will also be distributed to the media.

See page 5 for a profile of Harold Wright, the first win-
ner of the PFI Legacy Award! Harold received his award at
the PFI 20th Anniversary Field Day on June 30 in Harlan.

Non-farmer representatives
on the PFl Board

Those who missed the business meeting at this year’s
annual conference may be interested to know that mem-
bers present voted overwhelmingly in support of changes
to the PFI Articles of Incorporation that open the door for
the PFI Board’s expansion to include two non-farmer rep-
resentatives. The PFI Board must now adopt bylaw chang-

es to move this process forward. Keep your ears peeled for
a formal call for nominations. In the meantime, start think-
ing if you know of a non-farmer who would make an ex-
cellent PFI Board member, or if you yourself are interested.

Farewell to Sandra :-(

It is always difficult when a valued member of the PFI
staff team leaves us, and so it is with Sandra Trca-Black,
who has been the PFI office manager and membership
service coordinator for the last three years. Sandra is hav-
ing a baby in August and will be building a home-based
business in the coming years.

- Sandra’s many accomplishments at PFI include set-
ting up: a new computer server and network for staff that
is both functional and legal (don’t ask!); a centralized fil-
ing system that has revolutionized our capacity for stay-
ing on top of the 10 to 30 grants we administer each year;
new and more efficient systems for accounts payable and
accounts receivable; not to mention bringing order and
clarity to the plethora of PFI and related publications that
flow in and out of our offices like so many lost children
looking for a home! A new PFI database and process for
member renewals is also being put in place as we speak.
For this and so much more, thank you Sandra!

Where is my membership renewal form?

Many of you are probably wondering (what else do you
have to worry about!) why you haven’t received a PFI mem-
bership renewal form in the mail. The reason is that we have
been in the process of putting in place a new member data-
base that will allow us to implement a new process for
member renewals, whereby each member has a given month
for renewals rather than all members renewing at the same
time each year. This new system has taken longer to set up
than we imagined, which has delayed the mailing of renew-
al forms. Don’t worry, no one’s membership has been
dropped during this transition, and you should get a form
in the mail soon. Thanks for your patience! %















Member Profile

“I would like it to be the
taste aspect, but | don't
think [customers] really
believe me until they

actually try it.”

—Scott Weinberg on which
marketing message most appeals
to customers

cifically restaurants and grocery
stores. The consultant then designed
marketing materials to cater to these
specific markets, focusing most
heavily on meat quality, flavor and
nutritional value (those messages that
the consumer focus groups deemed
most effective).

John Seymour Anderson, the
consultant contracted to design the
marketing materials for each project
participant, visited Planned Lamb
Farm in the summer of 2004. He com-
piled detailed field notes and ulti-

mately designed a tri-fold brochure
for Scott’s use in marketing his pas-
ture-raised lamb. Anderson used the
results of the consumer focus groups
in determining which aspects of the
pasture-raised message to highlight.

Measuring success

Six months after the development
of the marketing brochure, Scott had
widely distributed the brochures,
some by mail to existing customers,
but most to potential customers who
requested further information.

He also distributed brochures at
the art shows where he exhibits his iron
sign creations. These are a good venue
for his pasture-raised message, provid-
ing access to exactly the sort of group
he wants to target: an upscale clientele
familiar with lamb and other gourmet
products, which is also attuned to the
flavor and nutritional benefits of pas-
ture-raised meat.

Scott finds the brochure much more
effective in drawing new or potential
customers than in retaining existing

ones. He believes people will continue
buying his product because of its su-
perior quality and flavor, so he doesn’t
require additional marketing messages
to retain existing customers.

Scott had initially identified his
target audience as an upscale clientele
who would pay a premium for pas-
ture-raised lamb. As already men-
tioned, after working on the
development of the brochure, he de-
termined that restaurant owners and
chefs would be the most promising
market in the future.

Six months later, Scott had not be-
gun to target the restaurant market. In-
stead, he continued to focus on direct
marketing to consumers, since he found
the brochure to be very successful in
appealing to an upscale clientele. Judg-
ing from the great customer response
to the pasture-raised messages pre-
sented in the brochure, Scott believes
there is “tremendous opportunity out
there” for marketing his products.

Health and nutrition
message most effective

When asked which messages pre-
sented in the brochure most appealed
to customers, Scott said, “I would like
it to be the taste aspect, but 1 don’t
think [customers| really believe me
until they actually try it. Probably the
health and nutrition aspect is the
most important to them. Then, if |
can get them to try the lamb, the taste
aspect comes on pretty strong.”

When asked which messages
were least interesting or appealing to
customers, Scott said that most cus-
tomers were, in fact, “interested in
pretty much the whole package. 1
haven’t seen any ‘I don’t care’ atti-
tudes at all.”

Scott expressed positive feelings
about the final brochure format and









PFl Partners

these new expectations. Food Alliance certi-
fication pro-actively addresses environmen-
tal expectations and provides third-party
verification that standards are met. Food Al-
liance farmers report that certification posi-
tions them favorably before a public that is
increasingly concerned about where their
food comes from and how it was grown.

Reducing production risk

Food Alliance producers make use of
sound production practices that buffer farms
from some of Mother Nature’s tricks. For ex-
ample, Food Alliance-certified farms that use
water-conserving crop rotations are less likely
to suffer from drought. Likewise, if you're
using traps and degree-day models in your
IPM program, you're not only a good fit for
Food Alliance certification, you’ll likely avoid
pest damage to your crops.

Reducing financial risk

Food Alliance certification is an integral
component of your business plan. If your
business is growing or transitioning, access
to credit is essential. Lenders place great im-
portance on a thorough business plan that
addresses marketing goals and commitments.
Food Alliance certification—and your abil-
ity to work with Food Alliance market part-
ners—may be the final piece of the puzzle
that moves your business plan forward. Your
marketing plan, coupled with a strong Food
Alliance environmental scorecard, forges a
compelling story for any lender or investor.

So when you certify with Food Alliance,
you get risk management on all sides of the
farm fence—certification helps you manage
production and environmental risks and
helps you manage marketing and financial
risks as well. Food Alliance works for you
whether you direct market, sell to the natu-
ral food co-op in town or you want your kids
at the local college to have better dinners.

I encourage you to consider Food Alliance
certification for your farm or business. A na-
tional certification program that works locally
to help you reduce production, environmen-
tal, marketing and financial risks... Now that’s
something new under the sun. %%

Food Alliance Is...

Food Alliance is one of the nation’s leading
certifiers of environmentally friendly and
socially responsible farms and foods. Food
Alliance Midwest is the regional affiliate of
Food Alliance, serving lowa and the Upper
Midwest. We're located in St. Paul, Minn.

Food Alliance certification distin-
guishes and adds value to regional farm
products with the goal of rewarding farms
for their stewardship. Shoppers want to know where their food comes
from and how it’s grown. But they don’t want to search for this infor-
mation; they want it to be easy. The Food Alliance certification seal
makes it easy for consumers to identify local, environmentally friendly
and socially responsible foods. And from there, it’s a short step to
rewarding certified producers with those shopping dollars.

Food Alliance certification is designed to be accessible to a wide
range of farms exhibiting good stewardship—e.g. soil and water con-
servation, integrated pest management and healthy and humane care
for livestock. Conservation-minded farmers of all types (including PFI
members!) are candidates for certification.

In addition to providing third-party certification, Food Alliance
also offers market development and public relations support for Food
Alliance-certified farms and foods. We do this by opening doors that
farms normally, acting individually, would have trouble opening. Food
Alliance works with market partners—food purveyors who are com-
mitted to sourcing and selling Food Alliance-certified products. Our
market partners run the gamut, from retail and natural foods grocers
to food service companies that supply colleges and hospitals.

Food Alliance supports certified farms with public relations through
events and publications. Individual farms might find it difficult to be
featured on National Public Radio or in the Wall Street Journal, but Food
Alliance can reach these outlets with the stories of our farms.

For more information about Food Alliance certification, our mar-
ket partners and our public relations work, visit www.foodalliance.org.
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Edward Peak
passes away at 67

PFI member Edward L. Peak, 67, of
Newburg, lowa, died of lung cancer
on June 3. A strong supporter of fam-
ily farms, he had been a PFI member
since 1987 and was also a member of
the Farm Unity Coalition and the
Iowa Farmers Union.

The son of Edward Bennett and
Sarah Evelyn Miller Peak, he is survived
by his wife, Janis Peak, and two daugh-
ters, Sara Convery and Cyd Peak.
Edward was born on Oct. 14,1937 and
grew up on a farm near Gilman. He
received a B.S. in Agriculture Econom-
ics at lowa State University in 1960. He
returned to the family farm afterwards,
but was involved in a tractor-car colli-
sion and his leg had to be partially
amputated. Edward worked for DeKalb
for 15 years before returning to full-
time farm management.

He attended PFI field days and
always practiced crop rotation to keep
healthy soil on his land. Edward was
a member of the Grinnell UCC - Con-
gregational Church. His service was
held June 18 at the Grinnell United
Church of Christ-Congregational.

Robert Wolf news

Lansing PFI member Robert Wolf con-
ducted a writing workshop at the Stax
Museum of American Soul Music in
Memphis in August. The goal was to
document the neighborhood in which
Stax Records emerged.

In July, Wolf ran a writing work-
shop for four old-time cowboys in
Channing, Texas, who once worked on
the famous Matador Ranch.

Finally, Wolf conducted a three-
day workshop in Marshfield, Wis.,
bringing together 20 residents to envi-
sion their community’s future.

Member News

Wilsons

(continued from pg 4)

this model. “Starting with individual
families,” Colin said, “we want to help
people realize that greater knowledge
of their Creator’s love for them and
the rest of his creation can help them
discover His principles for creating a
balanced farm and family system that
meets their unique needs.”

As parents and PFI members, the
Wilsons know the value of listening
to people talk through their problems.
This encourages self-respect and re-
spect for the importance of their
work. It gives them hope that they will
be able to find answers.

The Wilsons also know the value
of farmers teaching farmers. “Through
our experience looking at a variety of
systems, our American education in
problem-solving, our ability to travel

to meet various pioneer farmers, and
the technology of videotaping, we want
to simulate the PFI on-farm field days
that encouraged us so much,” Colin
said. “Haitian farmers need to see other
Haitian farmers succeeding. They need
to decrease their dependency on for-
eign answers that don’t fit here.”

The Wilsons and their two daugh-
ters, Becky (25) and Rachel (10) hope
to return to Haiti as full-time mis-
sionaries next February. Of course, it
takes a lot of time and money to do
this. The Wilsons receive a lot of their
funding through churches, farm
groups and individuals who believe
what they’re doing is important.

. Contact the Wilsons at
c.c.wilson@juno.com or 712-448-
2708. &

The Farmer Funny

Art by Kevin de Laplante

JUST EAT IT

The fast food industry recently launched a new promotion to
compete with the wildly successful Buy Fresh, Buy Local campaign.
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Focus on Food

Taste of Place

Capitalizing on lowa’s food culture and heritage

By Rachelle H. Saltzman

The author

Rachelle H. Saltzman is lowa
Arts Council folklife coordinator
and grants coordinator.

Interested?

Ifyou're interested in participat-
ing in this project, please go to
www.iowaartscouncil.org
to complete the Place-Based
Food Survey (just type Place-
Based Foods Survey into the
browserwindow). There is also
a recipe section for those of
you with heritage recipes from
your families, communities
and friends. Or feel free to
contact Rachelle at
riki.saltzman@iowa.gov,
515-242-6195.

An unedited version of this

story is on the PFl website,
www.practicalfarmers.org.

A4

regon Pinots, Wisconsin cheese
O curds, Chesapeake Bay blue crabs—

these are all foods that evoke a “taste
of place.” Whether you feel the actual squeak
of the cheese against your teeth or suck the
sweet, spicy crab from its claw, these foods
transport you to Wisconsin’s bucolic farms
or Maryland’s small-town coastal crab
shacks.

What Towa foods can create comparable
taste memories and place associations? A quick
survey of the forums at Roadfood.com reveals
the majority of “foodies” identify Iowa with
pork tenderloins (www.allenbukoff.com/
wildBPTiowa03/), MaidRites (or loose meat
sandwiches) and quality pork and beef. Yet
relatively little notice is paid to foods my col-
leagues at the Department of Cultural Affairs
say provide an lowa “taste of place,” such as
popcorn, pie plant (rhubarb), Muscatine
melons, Red Delicious apples, beef and sweet
corn—or morel mushrooms and wild aspar-
agus, which evoke childhood memories of
family Sunday drives.

When I first started working here in
1995 as the state folklorist for the lowa Arts
Council, I came to realize that lowa is about
community, and therefore about food—but
not just corn, beans and pork.

At the 1996 Smithsonian’s Festival of
American Folklife and the subsequent Ses-
quicentennial Festival of lowa Folklife, ven-
dors sold, and traditional cooks
demonstrated, dishes representative of Io-
wa’s largely Northern and Central Europe-
an heritage. Czech red cabbage, Swedish
potato sausage and Dutch pancakes were all
there, as were Jewish challah, Mexican tama-
les and Meskwakie fry bread. Since then, I've

found that Bosnian pita (meat or cheese stru-
del), Vietnamese phé and Lebanese flatbread
also evoke “tastes” found in Iowa today.

Yet lowa remains better known for its ag-
ricultural commodities of corn, soybeans,
hogs and cattle than for its table food. How-
ever, according to Rich Pirog’s A Geography
of Taste (2004) (www.leopold.iastate.edu/
news/newsreleases/2004/taste_101304.htm),
from before World War II until the 1950s,
Iowa farms were highly diversified and rela-
tively small. Since 1920, commodity produc-
tion in Iowa has plummeted from 34 items
to 10.

Although such products as Maytag
Blue Cheese, Amana meats and wines,
sweet corn and Muscatine melons
(www.leopold.iastate.edu/news/newsreleases/
2004/muscatine_111804.htm) are recognized
beyond our state’s borders, they are not
necessarily linked to Iowa. The challenge
then is to let people living in lowa and away
know about, taste, and continue to consume
these Towa foods—as well as visit the com-
munities that produce them.

The Leopold Center for Sustainable
Agriculture at lowa State University
(www.leopold.iastate.edu/) recently launched a
project exploring the notion of documenting
and finding niche and specialty markets for
“place-based foods” (www.leopold.iastate.edu/
news/newsreleases/2005/food_030205.htm), a
place-based food being one that is tied to the
climate and soil of a region as well as to the
culture and traditions of its inhabitants. The
goal is to identify those foods that can be dis-
tinguished as uniquely lowan—and then tell
their stories. The resulting report will include a
selection of narratives from the state’s major









Calendar

AUGUST SEPTEMBER

#¢ Celebrating a Decade of Teaching
Lessons in a Land Ethic, Aug. 19-
21, Upham Wood 4H EE Center,
Wisconsin Dells, Wis. Hands-on
sessions, a trip to the Leopold
family Shack and presentations by
Leopold family members and
scholars. Contact: 877-773-2070,
efp@pheasantsforever.org,
www.lep.org/calendar.php.

>
e

Field School for Weed Ecology
& Management, Aug. 22, 1:30-
3:45pm, Southwest of ISU Agronomy
Farm, Matt Liebman, ISU Agron-
omy, 515-294-7486; 4-5:30pm,
Richard and Sharon Thompson
farm, 2035 190th St., Boone,
515-432-1560.

-
l“

Sustainable Row Crops, Livestock
and Home Gardens, Aug. 24,4-8pm,
Neely-Kinyon Research Farm, 2557
Norfolk Ave., Greenfield. Flax rota-
tional study, breeding corn for qual-
ity, tillage intensity study, popula-
tions for organic azuki beans and
more, Contact: 515-743-8412
(Adair County Extension office),
krohrig@iastate.edu.

% Organic Flax Production and
Marketing, Aug. 27, 1-4pm, Paul
and Karen Mugge farm, 6190 470th
St., Sutherland, 712-446-2414,
pmugge@midlands.net.

% Low-Lin vs. Tofu Beans, Hybrids,
Forage Tools, Finishing Beef,
Aug. 29, Ron and Dottie Dunphy
farm, 1758 Iris Ave., Creston,
641-782-4327, dunphyron@Il.net.

% The Conservation Security Pro-
gram at Work, Sept. 8, 2-7:30pm,
Vic and Cindy Madsen farm,
2186 Goldfinch Ave., Audubon,
712-563-3044, vemadsen@metc.net.

% Field to Family, Sept. 8-11, Iowa
City area. Celebration of local
food and culinary arts. Contact:
Laura Dowd, 319-338-2010,
www.fieldtofamily.org.

.
o

Z] Farm Tour and Celebration,
Sept. 10, 3-7:30pm, Z] Farm,
5025 120th St. NE, Solon. Contact:
Susan Jutz, 319-624-3052,
zjfarm@ia.net.

% I-RENEW Energy Expo, Sept. 10-
11, Prairiewoods, 120 E. Boyson
Rd., Hiawatha. Workshops on
wind, solar and other renewable
energy technologies, energy effi-
ciency, sustainable living, green
building, utility issues and
perspectives. Contact: Michelle
Kenyon Brown, 319-325-2701,
echofarm@netins.net,
Www.irenew.org.

% Quality Corn, Crop Breeding for
Farmers, Sept. 11, 2-5pm, Full
Circle Farm, 1579 P Ave., Madrid.
Contact: Don Adams and Nan
Bonfils, 515-795-3288.

% Seeds and Breeds, Sept. 11-14,
Ames. Covering the availability of
genetics adapted to sustainable
systems and relates directly to the
corn work PFI is doing, as well as
the upcoming oat project. Contact:

www.agron.iastate.edu/seedsand
breeds.

% “Beyond Sweaters and Fluorescent
Light Bulbs: Global Climate
Change, Our Moral Responsibility
of Earth Stewardship,” lowa Envi-
ronmental Council annual meet-
ing, Sept. 17, 8am-4pm, Hotel Fort
Des Moines, Des Moines. Guest
speaker, Nina Utne of the Utne
Reader. Contact: 515-244-1194,
iecmail@earthweshare.org.

% Grazing as Cost-Effective Conser-
vation, Sept. 24, 1-4pm. Linda and
Ron Grice farm, rural South En-
glish. Contact: Linda and Ron,
319-667-2350, agricol@netins.net.

Breeding and Selecting Corn for
Quality, Sept. 27, 1pm, Mike
Natvig and Amy Miller farm,
20074 Timber Ave., Cresco. Breed-
ing crosses between elite inbred
lines and high-yielding exotic
populations. Contact: Mike Natvig
and Amy Miller, 563-569-8358,
northriver@iowatelecom.net.

% Small Towns and Economic
Shocks: Business Networks and
Entrepreneurial Communities,
Sept. 28, Scheman Conference
Center, Ames. Sociology research
symposium, topics include com-
munity change, community capi-
tal, farmer entrepreneurship. Con-
tact: www.soc.iastate.edu/research
symposium.

% Management-Intensive Grazing

for Economic & Environmental

Sustainability, Sept. 27-29, Uni-

versity of Missouri Forage Systems

Research Center, Brookfield,

Mo. Contact: Joetta Roberts,

573-499-0886 (mornings only),

mfgc@mchsi.com.

17






On-farm Research

breakeven point Stender calculated needed to be unpacked
too. Variation often contains opportunity, and the sample
in this study was no exception: While the higher-cost third
of the producers surveyed had an estimated $43/cwt
breakeven point, the lower-cost producers could get by with
$31/cwt. The next question is obvious: What are those
farmers doing and how can others do it too? Work under-
way now will shore up these preliminary impressions and
allow us to move forward.

Working closely with niche pork company personnel,
Dave Stender and PFI staff have identified about 30 pork
producers who are willing to anonymously contribute 2005
(and in some cases 2004) records, and over 30 more who
lack full record-keeping systems but are interested in par-
ticipating. Taking advantage of Leopold Center funding,
project participants are working to help each other im-
prove record-keeping practices and generate reliable, use-
ful averages for benchmarking purposes. Data being
collected is wide ranging, encompassing feed records, such
as bushels of corn fed and value/weight of feed purchased
during the year; operating cost records, such as vet bills,
fuel, repairs, supplies and bedding; and sales information.

As analysis of 2005 records is completed in early 2006,
individual producer participants will take advantage of a
detailed analysis of their own production and cost num-
bers, while overall averages will be made available across
the state in a series of meetings. For news of opportunities
to obtain potentially cost-saving, profit-increasing infor-
mation, watch for announcements in The Practical Farmer.

2004 workshop now online:
“Am | Really Making Any Money”

In August, 2004, an all-star team came together on the
farm of Wayne and Ruth Fredericks to lay out three record-
keeping options and demonstrate why a hog farmer can-
not long survive without good records. In addition to
Wayne, participants for the day included ISU Extension
swine field specialists Dave Stender and Mark Storlie, and
feed specialist for St. Ansgar Mills, Inc., Ryan Ubben. A
few quotes from the day are below. If they catch your in-
terest, you can listen to those talks while viewing the ac-
companying slides by browsing to the Farming Systems
Program section of the PFI website.

Dave Stender—Squeeze a Little More (money out
of an already-squeezed pork enterprise)
“What do we worry about? We worry about the mar-

The Feeds and Feeders panel included (I-r) Wayne Fredericks,
Extension swine specialist Mark Storlie and Ryan Ubben of
St. Ansgar Mills, Inc.

ket, the market, the market. But it’s the production costs
that really make the difference on whether we’re profit-
able or not.”

“The industry (based on the past three decades) is try-
ing to shave $7.50/cwt off the cost of production to re-
main competitive... We need to find another $7.50 to stay
in the ballgame... How many pigs does it take to make a
living? In the early 70s, it was 320... In the early *90s it was
750... In a high labor system... if it takes more than about
750 pigs to make a living, what are you going to do? Most
people are going to quit. And in the early to late *90s, that’s
what happened. And as you start pushing up toward 1,000
pigs just to make a living on a system, that’s a lot of work,
people start bailing out. Guess where it is today? With $40
hogs and $39 hogs and a 35-cent breakeven. It’s about 3,000
pigs... And when you're talking about these [alternative]
systems, there’s more variation, which means it’s more
critical for people to have records, not less.”

Mark Storlie—Making the Most of Feed and Water

“A feeding budget is a management tool so that we
don’t overfeed, especially in the earlier rations.” “Provide
the right feed to the right pig, for the right amount of time.”

“If we look at it as simply feed cost per pig, if we just
feed two phases, from basically 50 pounds up to 260, we
can look at a feed cost of $42.50 per pig, versus if we just
start adding some phases, thereby keeping our ration on
target for that pig, we can reduce that feed cost... We can
save about 80 cents by feeding four phases rather than three.”
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“The particle size of that ration can make a big differ-
ence on how well that pig can utilize. And so if we’ve just
got cracked corn going in to the ration versus ground corn,
that ground corn can be better utilized by the pig. If we
look at micron sizes, when we get about 700 microns, for
every 100 microns above that, we start losing about 1.2
percent of our feed efficiency... We can run into problems
grinding too fine. If we get it too fine, we can have a higher
incidence of gastric ulcers.”

“Sows can use a coarser ground than young pigs (like
900 microns). Deep bedding also takes care of the fiber
need.” (Ryan Ubben, St. Ansgar Mills, from the Feeds and
Feeders panel)

“Water [tracking] will lead feed [tracking]... Would
anybody like a nice, bright, flashing amber light going off
a couple of days before strep was going to break in the barn?
Or a couple of days before ileitis was going to break? This
[water use] chart is providing that role as a flashing light.”

Dave Stender—Start Simple, But Start!

“There’s a disconnect in the industry between accoun-
tants and production people. The accountants say, ‘We
gotta screw down and save every dime!” and the produc-
tion people are, like, ‘We gotta produce the fastest growth
rate, the most pigs per sow per year, we gotta get through-
put out the barn!” They assume maximum production
equals maximum profit, while the accounting people don’t
want to spend any money to get maximum profit. So the
two are always competing. And I see somebody like myself
or Mark [Storlie] as somebody that knows the market,
somebody that knows production and can say, ‘OK, what
about, for example, Wayne’s rations? Can we get decent
performance with less cost?””

“To try to apply high-cost system management strate-
gies to a low-overhead cost [alternative] system, you get
yourself in trouble in a hurry, and that’s why we need the
records and the benchmarks with your own types of op-
erations; you need somebody from the outside to come in
to say, ‘Look, is it making sense here? Are we really attach-
ing our facilities to our resources correctly?”™

“Everybody’s gotta have numbers—some numbers,
But if you don’t have numbers, you have to start some-
where. And you may as well start simple and get some ‘tri-
age’ numbers so that you can start making these
management decisions (like Wayne). You can find $5 that
quick if you know where to look... That’s why you need a
production-numbers specialist to look at your operation.
Not just numbers, not just production. It’s gotta be the

Wayne Fredericks of Osage (center) welcomed producers
and others to the on-farm workshop on swine records.

combination, really, to find these things quickly.”

On getting started with records: “It’s pretty easy. The
formula is you take [closing weight plus sale weight] mi-
nus [opening weight plus purchase weight]... That’s the
formula for the denominator. That tells me how many
pounds you produced on your farm. In farrow-to-finish,
most of that’s going to be on five scale weights and one
estimated weight, on the year. And so there we have the
denominator, that’s the hundredweights produced. All we
need to do on our record system then is pull off the ex-
pense side, that’s the numerator. How much did you spend
for your feed? How much did you spend for your vet bill?
How much did the buildings cost to sit out there? How
much do you need to pay for family living and labor costs?
And those are the numerator. And in a nutshell, that’s our
record system. We'd love to have the numbers pulled out
of an accounting program, but they can come off of tax
records. You need to start with something! Because once
you see these numbers, you're going to graduate yourself
to a system.”

Group Trakker, Mark Storlie

“When you change the way you look at things, things
can change.”

“Group Trakker is [based on] an Excel spreadsheet that
I put together to do group closeouts. So now we go back to
what I view is the real management basis that you work
with on a daily basis, that is a group of hogs. Group Trakker
is a closeout program that will work for nurseries, grow-
finish, wean-finish, those types of applications where we
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know the starting weight and we’ve got an ending weight.”

“Why group records? Certainly to monitor change in
your operation. To compare. Different building types, dif-
ferent producers, different equipment within those systems
can be looked at for management decisions. Good records
are a communication tool with suppliers or your co-work-
ers, with your lenders, with your veterinary, and certainly
with your neighbor as well.”

Wayne Fredericks—Standards-Based Accounting

“Traits of standards records are different [than other
enterprise records.| All costs are allocated. No longer are
you trying to determine which costs you have to put in the
blank. All costs you have must go somewhere... All costs
and profits get allocated back into those [profit and cost]
centers... And family living costs become part of the equa-
tion. And this is one cost most of us leave out... What costs
get lost in the cracks? The main one is G&A, or most people

call it General and Administrative costs. These costs are
our business insurance, property, liability insurance, pro-
fessional fees, dues, office expenses, accounting expenses,
human resources in some of the larger operations, com-
puter costs, farm share of auto, farm truck, and then fam-
ily living costs. You go back to the enterprise system and it
doesn’t necessarily capture that, and if you don’t pick it up
under ‘other; it gets lost.”

“I think we envisioned, especially for producers in the
niche groups, to work with Dave or Mark, hopefully that
those people can work a similar type of program, and where
they can benchmark among themselves. ‘Cause I think
there’s real value to small group benchmarking. If you've
got a guy way up here on costs, and another one that’s way
down here, ‘What’s this guy doing right?’ Is he willing to
share that and help others in the group? And I think that’s
some of the power that can come out of a benchmarking
session.” %

lowa Food

(continued from pg 15)

foods rooted in Towa’s heritage and
soils, there are challenges to overcome
in transforming them from eclectic
bits of travel trivia to specialty prod-
ucts. Some lowans are already begin-
ning this process, starting with
marketing approaches and accessibili-
ty options.

For example, Uncle Jack’s pop-
corn comes from North-central Towa
and involves at least a fourth-genera-
tion, possibly heirloom, three-color
corn variety. Steve McLaughlin relates
that his father and his grandfather
before him would gift newly married
children with one ear each of brown,
white and red popcorn. Steve contin-
ues the tradition, supplying his own
children with family popcorn in lo-
cally packaged microwavable bags,
which are occasionally available for
local sale. According to Steve, Uncle
Jack’s popcorn is smaller and less
fluffy than the leading national brand
but reputed to be much tastier!

Nut tree farmer and Southeast
Towa Nut Growers (S.I.N.G) contact,
Tom Wahl of Red Fern Farm in
Wapello (www.redfernfarm.com), is
working to create growers for natu-
rally certified chestnuts and pawpaws
as well as heart nuts, a fast growing
tree that produces a mild, sweet-fla-
vored, easily extracted nut in a very
appealing heart-shaped shell.

Native lowa pawpaw trees produce
a rich, soft fall fruit that does not ship
well and is loaded with seeds. The fruit
can be frozen for use in baked goods and
ice cream; however, Tom reports that
an upscale restaurant in Tennessee sells
pawpaw ice cream for $10 a gallon.

The most viable tree crop for lowa
may be Chinese chestnuts: They grow
well and quickly here, require no invest-
ment in expensive agricultural machin-
ery, do not cause soil erosion and have
a proven demand as a specialty crop.
According to Wahl, chestnuts are the
third most popular nut worldwide, af-
ter peanuts and coconuts. Italy currently
dominates the marketplace with a nut

that brings an average wholesale price
of $4 per pound. USDA records show
the United States imports 41 million
pounds of chestnuts and produces only
half a million.

While chestnuts, heart nuts and
pawpaws may become full-scale special-
ty crops, local dairy products are at the
other end of the spectrum and fill more
of a niche market. Francis and Susan
Thicke’s organic dairy farm in Fairfield
produces rich milk, yoghurt, ice cream
mix, cream, cheese and butter from its
herd of 65 pasture-fed Jerseys for sale
to local food markets and restaurants.

While aggressively marketing lo-
cal foods can sometimes create de-
mand that outstrips supply (as was
the case with Amana meats, whose la-
bels ceased to refer to pork and beef
actually raised in the Amana Colo-
nies), the challenge remains: encour-
aging geographical identification or
ecolabels for lowa heritage foods and
encouraging lowans and non-lowans
alike to appreciate the places where
these foods are produced. %
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Resources

In each issue we focus on a selection of resource

organizations and highlight some of the reports, books,

newsletters, etc. each offers. This issue, we look at

resources offering info on grapegrowing and winemaking.

lowa State University
http://viticulture.hort.iastate.edu/

The good people at ISU Extension
preside over a veritable clearing house
of viticulture info. Extension and the
university’s Department of Horticul-
ture jointly host a viticulture website.
Some highlights:

ISU research

* Weed Management and Soil
Quality in Vineyard Agroecosystems

+ Cynthiana Grape Cultivar
Propagation Study

* Establishing the Vineyard,
PDF presentation

Books/publications

* A Midwesterner’s Handbook to
Grapevine Varieties

* Cost Estimate for Establishment
of a Five Thousand Gallon Winery

* Conservation Practices for

Grape Expectations

Vineyards, video

* How to Build Orchard and
Vineyard Trellises

* Wine & Juice Grape Varieties for
Cold Climates

ISU Extension publications

* Growing Grapes in the
Home Garden

* Growing Fruit in lowa

* Integrated Pest Management
for ITowa Commercial Fruit &
Vegetable Growers

Other resources

* “Grapevine Training and
Sunlight,” article from
The Iowa Horticulturist

* PDF map of lowa vineyard and
native wineries

www.leopold.iastate.edu/pubs/staff/grapes/grape.htm

Grape Expectations: A Food System Perspective on Redeveloping the lowa Grape
Industry was developed by the Leopold Center’s Rich Pirog. The publication re-
views the historical and present-day production of Iowa grapes; examines sources
of table grapes, wines, grape juices and raisins for sale in lowa food stores; and
provides some suggestions for redevelopment of lowa’s grape industry.

Phone contact: (515) 294-1854.

Wine Country Classifieds

www.winerysite.com

Selling everything from used barrels to bulk juice, 800-995-9463

AGMRC

www.agmrc.org/agmrc/com
modity/fruits/wine/midwestern
wine.htm

The cyber-based Agricultural
Marketing Resource Center (AgMRC)
features a comprehensive resource
listing on Midwestern Wines.
Highlights:

The Total Wine Package

You can view this AgMRC/Leopold
Center-funded video series right
online. The presentation includes
everything from first steps to grow-
ing the business. Also available in
DVD format by sending a check pay-
able to Iowa State University in the
amount of $10 to: Wine Video, Agri-
cultural Marketing Resource Center,
1111 NSRIC Bldg., lowa State Univer-
sity, Ames, lowa 50011.

Reports

A General Wine Background in-
formation sheet created by lowa State
Extension in 2004. Includes lowa wine
industry history and consumption
information.

Links

* To both state and federal regulation
and license/permit information.

* To Towa State University publi-
cations, WineAmerica, Wine
Business Online and resource
lists for other Midwestern states.
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UM Extension

http://muextension.missouri.edwxplor/
agguides/hort/g06085.htm

The University of Missouri Extension
offers tips on choosing cultivars, when to
plant, cultivation, fertilizer, insects and
diseases and harvesting.

Features an excellent table of grape
cultivars and highlights the many uses of
different varieties. Printed copies 50 cents
each, ask for G6085, Home Fruit Produc-
tion: Grape Culture, 800-292-0969.

University of
Nebraska

http://ianrpubs.unl.edwhorticulture/
g618.htm

A web-guide titled “Grapes: Cultivars,
Training and Pruning” offers especially
detailed and useful info on training and
pruning (even a pruning formula!). Avail-
able on Web and in print. To order hard
copy, email tmcgill@unl.edu or call
402-472-9713 and ask for Gary.

Beverage Online _____

www.beverageonline.com/content/
homepage/

Good resource for info on bottling.

Books

Production, Management and Market-
ing. Most complete publication of grape
growing in the Midwest—and adaptable
to lowa conditions. Pruning and training
systems are well illustrated. 614-292-1607.

From Vines to Wines: The Complete
Guide to Growing Grapes and Making Your
Own Wine, by Jeff Cox

The Grape Grower: A Guide to Organic
Viticulture, by Lon Rombough

lowa Wine Growers Association

www.iowawinegrowers.org

This statewide organization was
founded in 2000 to provide assis-
tance, information and support to
those growing vineyards in Jowa.

Phone contact: 515-262-8323,
800-383-1682.

lowa Winegrowers
Information Exchange

Bulletin board with discussions
ranging from growing information to
supplies for sale.

Results of the lowa Wine
Growers Survey

Find out what your fellow lo-
wans are up to.

Resources

» ISU Extension contact info

* Grape Disease Control Guidelines
* Grape Pictures website

+ Wine Institute

What is a Grape?

Find out the fascinating basics,
for instance: Successful grape variet-
ies of the eastern United States, such
as Concord and Delaware, are strains
developed from hybrids between the
European grape and several native
species, particularly the northern
fox grape, the summer grape, the
riverbank grape and the muscadine

grape.

Wine Maker magazine

http://winemakermag.com

WineMaker is the largest circulation magazine for the home

winemaking hobbyist. Recent features include “Pinot Noir: Growing the
Grape” and “Hydroponic Grape Growing.” Regular columns include
troubleshooting common problems with the “Wine Wizard,” learning
special techniques and tips on making a specific style of wine in a sec-
tion called “Varietal Focus,” refining your winemaking with “Techniques,”
building gadgets in “Projects,” growing your own grapes in “Backyard
Vines” and hearing tips, stories and recipes from fellow home winemakers
in “Cellar Dwellers.” Available online and by subscription: 800-900-7594,
winemaker@pcspublink.com.

Practical Winery and Vineyard
www. practicalwinery.com

Peer reviewed for accuracy and importance, PWYV offers a blend of
relevant, immediately applicable information on winegrowing,
winemaking and winemarketing with six issues a year. Article topics range
from canopy management to employee compensation, soil fertility to
fermentation, wine distribution to waste management. 415-492-9325.
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means to you, our readers and members.

Sustainable agriculture... We throw those words around a lot, but are we really
sure what they mean, or what we want them to mean? We wondered what the phase

Send your 150-words-or-less definitions of sustainable agricuiture to Practical
Farmers of lowa, Attn. Todd, PO Box 349, Ames, |A 50010, or email them to
todd@practicalfarmers.org. Feel free to be as poetic or technical as you'd like.
A free PFl hat to anyone who sends in a thoughtful response.

PFl member Gina Lloyd is County Extension Education Director for Guthrie County. She works
with value-added agriculture, Growing Food and Profit (producer entrepreneurs) and oper-

ates a pit greenhouse in Guthrie County.

What is
Sustainable
Agriculture?

24

T he term “sustainable agriculture”
means a lot of different things to
people, depending on their point of
view. To the person with the products, it
means, “Can this make me a living wage?”
To the consumer, it means solidarity in ways
things have always been done or improved
upon, and to the economist it means, “How
many times can I get the same dollar to turn
over in my community?”

I see many people looking for ways to

improve, enhance, invent and dream whose
use of the term “sustainable agriculture”
comes from a lack of understanding of what
it really is. Sustainable agriculture is a way of
life that creates a partnership with a network
of people that help one another achieve a
bigger part of the whole. It is the glue to our
local food chain, our manufacturing and most
importantly, our quality of life. ¢%

—Gina Lloyd, Guthrie Center









Support Our Efforts ~ Sustain Our Work

This annual membership is a: My interest in joining PFI is primarily as a:
U new membership O farmer/grower
O renewal U non-farmer (You will have the opportunity to expand

upon this when you receive your membership infor-

I am joining at the level of: .
mation form.)

O Student—$15
- Individual—$25
O Farm or Household—$35
 Organization (including businesses, agencies, not-for-
profit groups)—$50

Each membership includes one vote and one subscription
to The Practical Farmer.

Sustain PFI

For the sake of the long term health and vitality of PFI, we ask you to consider making a donation above and beyond
your membership fee. Donation without membership is also welcome. Donors who give $100 and above will receive
a special gift and will receive an invitation to our annual Cooperators and Partners Banquet.

I would like to make a tax deductible donation to PFI in the amount of:
0 $1,000 1 $500 0 $250 Q $100 Q $50 as$

Individual or Farm or Organization Name:

Mailing Address:

City, State, ZIP:

Primary Phone (with area code):

Alternate Phone (with area code):

E-mail:

* For Farm/Household membership, please list names of persons included.
* For Organization membership, please list one or two contact persons.

Payment:
Total: $ =$ membership + $ donation + $ merchandise (from opposite page)

0 Check or money order enclosed. (Please make payable to “Practical Farmers of Iowa.”)
O CreditCard WVisa MasterCard U Discover
Card Number

Expiration Date Signature
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