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Whose Farm Is It Anyway? 
 

  

The cover of the Ag Digest features a 

different Lewis County farm each 

month. The contest works like this:  

1. The challenge – look closely and let 

us know if you think you know 

either of the following: 

-     Farm name 

-     Farm owner name 

-     Detailed description of its 

location 

NOTE: If you need another hint, visit 

our website at  

 www.ccelewis.org and click on 

“Agriculture” where you will see the 

same farm from a different (often 

more common) angle. 

2.  Call CCE of Lewis County at 376-

5270 with your guess no later than 

November 4th.  

3. All correct entries received by the 

deadline will be entered into a 

drawing. The winner will receive a 

prize, sponsored by our advertisers.  

4. The answer and the winner will be 

announced in the next issue. 

5. You can only win a prize once each 

calendar year; however, the person 

with the most correct answers in a 

year will receive the Grand Prize.   

Last Month’s Winner was Jackie 

Kaban of Lowville who correctly 

guessed it was the farm of Molly and 

John Williams on the Roberts Road in 

the town of Denmark. Jackie receives a 

free seasonal fresh flower arrangement 

valued at $45 from Sunnycrest Flowers. 
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tons of 35% dry matter/acre BMR forage is making this all 
worthwhile. We are working to develop the steps for a 
greater chance of success with this crop at both Cornell with 
Dr. Ketterings, and the Valatie research farm. A key advance 
was the recent BMR brachytic dwarf sorghum feeding trial 
that found the same milk producing ability as corn silage.  
Read it for yourself:  
www.caes.uga.edu/departments/ads/documents/
Feedingvalueofbrachyticforagesorghumcompared.pdf 

 
The biggest change is 
the new BMR 
brachytic dwarf 
sorghum. Many high 
yielding BMR forage 
sorghum with grain 
heads have a habit of 
falling over shortly 
before you are ready 

to harvest.  Something 12 feet tall on a stem the size of a 
pencil and a half pound of grain on top is not going to stand 
long. The concept of a dwarf is to make a shorter plant that is 
more resistant to lodging.  Also, because of their stocky stalk, 
lodging resistance is significantly increased.  Before you jump 
to conclusion and say “I don’t want to grow a dwarf crop,” 
consider this point.  Who weighs more, a 7 ft tall basketball 
player or a 6 ft tall football linebacker?  The brachytic dwarf is 

ith the increasing number of farms incorporating 
winter triticale in their rotations, there is a need 
for a highly digestible summer energy source that 

can fit in the slightly narrower season between spring 
harvest and fall planting of the superior quality winter 
forage.   
 
Unfortunately, corn falls short on two fronts.  Except for a 
few specialty breeders, most of the shorter than 90 day 
corn is out of flint type germplasm (think popcorn type 
kernel) that produces a hard kernel that does not digest as 
well even after steeping in the silo for a number of months.  
The second reason is that the BMR corns that are available 
are all longer season and so have the potential in much of 
the northern portions of the northeast to significantly 
reduce the yield of the higher milk/ton winter forage 
because the longer corn forces later triticale planting, 
significantly reducing its yield.  
 
Interest in BMR sorghum as a potential companion to or 
replacement of corn silage in high forage diets continues to 
grow.  We have been researching shorter season BMR 
sorghum in New York for best management practices.  
Issues such as planter systems, variety choices, fertilization, 
and harvest stage/technique are all being adjusted from 
Texas conditions to New York.  Repeated yields of 25 – 26 

W 
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the football linebacker.  In the above are two dwarf stems of 
the 85-89 day bmr dwarf sorghum variety.  In the middle is a 
stem of the 83 day bmr sorghum.  The outer plants were 6 - 
7ft. tall while the inner was 9 + feet tall, yet there was no 
statistical difference in yield between them.  Make sure it is a 
Brachytic dwarf, not just a dwarf that some are selling. The 
difference is in the final yield you get. 
 
It can be planted by a corn planter with sorghum plates (for a 
vacuum unit) or sorghum pickup fingers.  If a drill is used, it 
must be modern with a gear reducing ability in order to plant 
the 8 – 10 lbs. of seed/acre.  If your drill drops to high a 
population the crop lodges.  Comparing a modern drill to the 
old ones, the difference in uniformity of seed placement, 
precise control of seed rate, and ease of 
operation was like night and day.  
Preliminary research, still out in the field is 
that a cultipacker seeder with a friable 
seed bed can do a very good job with the 
smaller brachytic dwarf seeds. The dwarf 
seed is smaller than the regular sorghum 
and so is slower to emerge but handles a 
shallower seeding depth.  Shallower 
planting can also warm the soil quicker.  
This crop stands still under cool 
conditions.  The soil needs to be 65 F and 
rising for quick emergence.  Thus we are 
planting in early June after winter forage 
harvest and most first cutting is in the silo.   
As you move north, the narrow rows of a 
drill or cultipacker seeder will intercept 
light sooner for maximizing yield.  It also 
gives maximum space between plants for 
robust stems that can withstand lodging 
better. Narrower rows also limit weed 
escapes (we had excellent weed control 
utilizing a seed protectant on the sorghum 
seed and a standard corn broadleaf/grass 
weed control).  There are few insect pests 
that attack sorghum.  Interestingly this 
crop is noted for wiping out northern corn 
rootworms so the corn planted the year 
after will not have to be expensive stacked 
gene type.  Farmers in our area also plant 
it where there is heavy deer pressure. 
Deer hide in it and come out to eat the 
corn. 
 
In the south they have been growing this 
crop for years.  We are still in the learning 
phase and will hopefully be testing a 
number of practices this year.   
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 Nov. 2, 2015,  7:00 p.m. – 9:00 p.m. 

Location:  CCE Lewis Conference Room  

Learn about the ins and outs of exporting Maple syrup.  

Other Maple syrup opportunities will be covered also. 

RSVP and questions please contact Michele Ledoux at 315-376-5270 or 

mel14@cornell.edu. 

 

Registration allows us to communicate any cancellations and changes in arrangements. 
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Got Knotweed? As North Country Invasives Go, It’s Very Hard to Eradicate 

ften termed “bamboo” because of its hollow jointed 
stems and impressive growth rate, Japanese 
knotweed (Fallopia japonica) is well-established in 

Northern New York. As the name suggests, it’s from “away.” 
Native to Japan and Korea, it was imported to the U.S. in the 
late 1800s as an ornamental. 
 
In its home range it grows in some of the least hospitable 
sites, including—reportedly—in pure volcanic ash. 
Compared to that, just about anywhere in our region is a 
paradise. In back yards and vacant lots, along utility and rail 
rights-of-way and stream banks, this exotic plant thrives, 
forming dense thickets. Children love to play in these 
“forests,” but most adults aren’t keen on having to beat back 
the invader from their gardens and lawns. But because 
knotweed can provide instant privacy, some welcome it. 
As invasive plants go, it could be worse. Knotweed doesn’t 
blister your skin like giant hogweed and wild parsnip do or 
stamp out forest regeneration in your woodlot the way 
swallow-wort does. It’s not poisonous to animals; in fact it’s 
grazed by deer, rabbits and even livestock. Maybe the “best” 
part is that it produces little or no viable seed. 
 
And it has some genuine good points. It is a source of 
resveratrol, a compound which shows promise in the 
treatment of cancer and heart disease. Its flowers, while 
unable to beget offspring, produce loads of nectar and pollen, 
and are an important late-season nectary (I’ve been waiting to 
use that word) for honeybees and wild pollinators. It’s also 
edible. The young shoots taste much like rhubarb, and can 
even be made into pie. 
 
Of course knotweed has many strikes against it or folks 
wouldn’t get so agitated when you mention its name. The 
major complaint is probably that it’s hard to eradicate. It 
spreads through its tough perennial roots (rhizomes), which 
may be unparalleled in their tenacity. You can smother 
knotweed for several years only to have it reappear like 
Houdini when you yank the covering back. Knotweed can be 
moved accidentally with soil or fill, as a teeny bit of rhizome is 
all it takes for trouble to start. 
 
When I moved into my home the whole back side was 
engulfed by knotweed, as was most of the yard. For six years I 
mowed weekly, and by year seven it appeared I had 
triumphed. Then after a summer free of the weed, a number 
of knotweed shoots, wan and tentative though they were, 
arose the following spring. (They’re gone now.) 
 
Arduous as that may sound, I actually consider knotweed one 
of the easiest invasive plants to manage on dry ground. But in 

O 
riparian habitats, i.e. along waterways, it is a true monster. Its 
superpower? A tiny fragment of stem, root or leaf, so long as 
it stays moist, quickly becomes an impenetrable thicket. 
 

Fluctuating water levels wash plant fragments downstream, 
creating innumerable knotweed colonies. In some stretches 
of the Oswego and Salmon Rivers, the banks are literally walls 
of Japanese knotweed. It restricts—sometimes eliminates—
water access, and out-competes existing vegetation. Because 
its tops die back each fall it does not mitigate erosion the way 
native shoreline plants like willow and shrub dogwood do, 
and water quality and habitat suffer. 
 

As much as I’d rather avoid pesticides, I have to admit that 
with the right herbicide knotweed is as easy as, um, pie to kill. 
Glyphosate, the active ingredient in products like Roundup, is 
extremely effective when applied at the optimal timing (early 
fall) and right concentration. Along shorelines, where killing 
knotweed is most essential, non-chemical methods are of 
limited use. 
 

Stem injection, the labor-intensive process of injecting each 
stalk with a small dose of concentrated glyphosate, is safe to 
use right up to the water’s edge, and is very effective. 
Another riparian option is the cut-stem method, where stalks 
are cut and removed, and the “stumps” treated with 
glyphosate. Good old-fashioned foliar application can be 
employed a safe distance from surface waters. 
 

So what about backyard knotweed? Non-chemical methods 
include repeated hand-pulling (where practical) or mowing, 
and smothering. 
 

If you choose herbicide, which application method is best? 
The St. Lawrence-Eastern Lake Ontario Partnership for 
Invasive Species Management just concluded a three-year 
knotweed eradication project on a section of the Salmon 
River near Pulaski. They found that after three years there 
was no measurable difference between the three methods. 
Given that a stem injector costs hundreds of dollars and foliar 
application goes at least ten times faster than the cut-stem 
method, the best option might be the equally effective but 
cheaper and easier one. 
 

Please note that while it’s legal to treat knotweed on your 
own property, you must have a NYSDEC pesticide applicator 
license to do so anywhere else, even at your next-door 
neighbor’s or mom’s place. Just saying. And always follow 
label instructions. 
 
For further—and accurate—information on knotweed go to 
www.sleloinvasives.org. 

http://www.sleloinvasives.org/
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hich eye a cow tends to use most when interacting 
with other cows and humans tells us quite a bit 
about her. In humans we have the saying that the 

eyes are windows to the soul, which I realize may be a 
stretch for cattle. But recent research does indicate that eyes 
may telegraph important information regarding a cow’s 
temperament, if not her innermost being. (Phillips et al., 
2015. J. Dairy Sci. 98:2389-2400.) 
 
In this Australian study, the researchers assessed which eye – 
left or right – predominates when cows encounter other 
cows or human beings. In dairy cattle the right brain is 
connected to the left eye and coordinates fight and flight 
behavior. In contrast, the left brain is connected with the 
right eye and controls responses to food, recalled cues, and 
what to do under normal conditions. When one side of the 
brain controls cognitive processing under specific situations, 
it is termed “laterality.” In humans it will be observed as a 
side bias such as being left- or right-handed. 
 
Laterality occurs in several common behaviors of dairy cows 
such as lying and parlor entry. For instance, we have known 

W 

By Rick Grant, Ph.D. 

W.H. Miner Institute  

for years that cows prefer to lie on their left side because it 
allows most efficient positioning of the rumen within the 
body for rumination and fermentation-gas release from the 
rumen. Or, we observe cows preferring to always enter the 
milking parlor on the same side. Laterality, and the complex 
brain function that it reflects, aids in multi-tasking, social 
communication, and avoidance of stressful or dangerous 
situations. Yes– even dairy cattle multi-task. And, we need to 
remember that when cows react negatively to humans – 
almost as if they were predators - they are responding to 
behavioral hard wiring that evolved over time with cows as 
the prey. 
 
Now back to cow eyes and what they might reveal to us as 
herd managers. Dairy cattle have highly lateralized vision 
because of their eye placement which allows them to scan for 
predators (or humans or other cows) within a field of vision of 
about 330 degrees with a blind spot only directly behind 
them. Consequently it’s relatively easy to observe which eye 
the cow predominately uses in any encounter with a fellow 
pen mate or person that is working with the pen of cattle.  
Subordinate cows are much more likely to use their left eye 
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eaning time is just around the corner or is 
already happening. You as a cow-calf producers 
are now faced with the decision of calf 

placement after weaning. Producers have a few options for 
their calves after weaning. Calves can be sold immediately 
after weaning, they can undergo a preconditioning period 
before sale, and they can be retained as long or short 
yearlings and then sold. 
 
A preconditioning program is a period of time, typically a 
minimum of 45 days, in which a cow-calf producer will work 
to build the health status of the weaned calf prior to sale. 
Calves are also “bunk broke” and “water tank broke” during 
this time. If calves are sold at the sale barn, sold via an 
internet auction, or sold to the same feedlot each year, 
premiums may be awarded to those producers who 
precondition their calves.   
 
Two potential gains associated with preconditioning are 
added premiums at calf sale and added calf weight. Some 
costs associated with preconditioning programs include: 
labor, vaccinations, death loss, additional feed costs, and 
interest expenses on borrowed money. Two additional 
factors to consider are, the seasonal patterns of the cattle 
market and the price slide on increased calf weights. 
 
A preconditioning program is not for every cow-calf 
producer. Not only should the factors stated above be 
considered, but producers have to determine how a 45 day 
retention of calves will affect their grazing program, if they 
have the proper facilities to feed calves and bunk break 
them, and if they have the extra time and labor to dedicate 
to the weaned calves.  If more calves are “feedlot ready” 
the beef industry will see improved cattle health and 
feedlot performance while potentially reducing the use of 
antibiotics.  

W 

Pre-Conditioning Calves—Can it 
Add Value to You As a Cow-Calf  
Operator? 

when interacting with other cows. So given previously 
published research on subordinate cows, it may be fair to say 
that a view from the left will reflect a more nervous cow with 
perhaps lower productivity and less efficient digestive 
efficiency. Research has shown that subordinate cows will 
sacrifice feed quality to avoid close contact with dominant 
cows at the feed bunk. In fact, there is a positive correlation 
between body condition score and use of the right eye – 
characteristic of dominant cows - reflecting the fact that 
dominant cows typically have priority access to feed. Familiar 
clothing worn by a herdsperson leads the cow to view them 
predominantly with their right eye – in other words, without 
fear. Cows that mostly used their left eye in cow-to-cow and 
cow-to-human interactions have a more restless disposition 
and heightened flight or fight response. Dominant cows use 
their right eye more when encountering other cows indicating 
that they are less fearful. 
 
So, we see the dominant eye that cows use to look at other 
cows and humans provides valuable information on their 
temperament. Time will tell whether this information may be 
usefully incorporated into herd management tools. In the 
meantime, watch your cows and see whether cows that view 
the world from their left eye take a back seat to those that 
look at you squarely with their right! 
 
In January, the Cornell Northern New York Regional Ag. Team 
and Quality Milk Production Lab (Canton, NY) will be running 
three workshops across Northern New York focused on Dairy 
housing to maximize cow comfort, production and welfare. 
Speakers include Katie Proudfoot, Ph.D – The Ohio State who 
will discuss animal handling and cow comfort; Julie Smith, 
DVM, Ph.D – The University of Vermont who will discuss 
animal welfare and handling in the parlor; Kimberley Morrill, 
Ph.D – Cornell University who will focus on welfare 
considerations for the cold and calf management. These 
workshops will be held from 10:00 AM – 3:00 PM in Burrville, 
NY; Canton, NY; and at Miner Institute on January 12th, 13th 
and 14th. 

 Email - rlaisdell@gmail.com 
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Tuesday, November 17 
 

Registration:  12:30PM – 1:00PM 

             cider, coffee, and donuts  
 

Program:  1:00PM - 3:00PM 
 

Cost: $5 per farm 
 

Location: Farm Credit East, 

25417 Route 12, Watertown 

(Burrville)   

With tighter profit margins from milk sales, dairy producers can boost 

their revenue from the sale of their animals for beef by following a few 

quality assurance management practices.    
 

Guest Speaker: Mark Miller-Cargill Regional Beef Food Safety Supervisor,  

                         Wyalusing 
 

Also: Mike Baker-Cornell University Beef Cattle Extension Specialist  

RSVP and Contact: Ron Kuck  788-8450            rak76@cornell.edu     

                              Mellissa Spence  376-5270            mms427@cornell.edu 
 

 Registration allows us to communicate any cancellations or changes in arrangements. 
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arms can be very expensive hobbies. A good business 
plan can help to make sure that your farming venture 
will be a business that contributes to family living 

expenses instead of an expensive hobby. First though, you 
must think through which you want a hobby or a business? If 
it will be a hobby, good luck to you and I hope you have fun.  
If it you are hoping for a business, you must think about 
capital needs and profit. Capital needs include buying 
machinery and equipment, livestock, buildings, and land. 
Plus you will need money to cover your operating expenses 
until you begin to sell a product. Starting up can be difficult. 
You will need to have some assets, either cash in the bank or 
collateral (land, buildings, machinery and equipment or 
livestock) in order to borrow any money. Lenders are often 
very wary of loaning money for a startup operation. They 
would rather see you with an operating business that is 
creating a profit, then come in to borrow money for 
additional equipment, land, a new barn, or more livestock. It 
can be tough to get that first agricultural loan.  
 
Quite often, when working with farmers, I ask how much the 
farm is contributing to the family’s living expenses. In a 

F 
number of cases, the farm does not contribute any cash to 
the family. So, on these farms, there must be some offfarm 
income to support the family, or maybe contribute medical 
insurance. On other farms, there is no off-farm income, and 
profits from the farm totally support the family. Which kind of 
farm are you planning on having?  
 
Types of Capital Needs 
There are two types of capital needs to operate a farm 
business—money for operating, and money for ownership of 
assets.  
 
About Agricultural Loans 
At some point, you will need to consider debt financing or 
taking out an agricultural loan to finance one or more of your 
capital needs. A loan proposal or business plan is the best way 
you can demonstrate to a lender your understanding of and 
commitment to the success of your business. Before you 
approach any lender, it is important to prepare for your 
meeting. Lenders expect that you know your business and 
understand your finances. The more informed you are, the 
better your chances of getting the financing you need. If you 

By Dennis Kauppila, UVM Extension;  

Annette Higby, Attorney at Law;  

Don Maynard, UVM F.A.R.M.S;  

Liz Veskosky, USDA Farm Service Agency 
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want to borrow money, you must be able speak the language 
of finance. So it is important that your proposal or business 
plan include basic financial statements like a Balance Sheet 
( Net Worth Statement), Operating Statement ( Profit and 
Loss), and Cash Flow Statement. Most lenders will also want 
to see income tax returns from previous years.  
 
A lender will likely use the following “Cs” when reviewing 
your loan application:  

 Capacity to repay the loan. The lender will look at the 
financial ability that you and your farm 
have to pay back the loan, with interest, 
based on the history of the farm, ongoing 
cash flow, and assets you hold. 

 Capital or the money you have already 
invested in your business. Do you have 
sufficient capital to support ongoing 
operation of the farm as well servicing 
debt? Better still, do you have enough 
savings to operate the farm during tough 
times? 

 Character or the general impression you 
make on the lender. This is a subjective 
judgment on the part of the lender as to 
whether you and your business idea will 
succeed. They will look at your 
qualifications, experience and management 
skills, as well as your personal credit. The 
better prepared you are before you meet 
with a lender, the better your chances of 
making a good impression on the lender 
with regard to character. 

 Collateral is the assets you own that the 
lender uses as a backup to recover funds if 
you happen to default on the loan. Think 
about the assets that you will put up as 
collateral. Is the liquidation value of these 
assets sufficient to pay back the lender in 
case of default? Also consider if your house 
would be at risk. 

 Conditions surrounding the intended 
purpose of the loan are also considered. 
How risky is your farm enterprise? What 
are the current economic trends of the 
farm’s product and/ or markets? Do they 
make your future success more or less 
likely? 

 

If your loan application is turned down by a 
lender, federal law requires that the lender tell 
you, in writing, the specific reasons for the 
denial. You may be denied because one of your 

"Five Cs" is weak, you have poor credit, or simply that the 
financial institution is not familiar with the type of 
agricultural business in which you are pursuing. If your loan is 
turned down because of a poor credit report, you may 
request a free copy of the report from a credit report 
company. Check it for accuracy and completeness as you 
have the right to dispute any errors. If you have a poor credit 
history, start repaying outstanding balances on time to 
reestablish an acceptable record and then try to apply for a 
loan again. 
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Influencing Customers Throughout the Consumer Decision Making Process 

ave you ever walked down the street and smelled a 
burger being charcoal grilled? Or how about when 
you are in a supermarket and you smell bread 

baking? All of a sudden the cravings start, and before you 
know it, a fresh loaf of bread is in your shopping cart! How do 
these aromas create such a strong urge when just a few 
minutes earlier you had no intention of purchasing fresh 
bread?  

 
Consumer behavior is a discipline that helps to explain why 
people buy what they buy. It is important for marketers to 
understand consumer behavior, so they can influence their 
target market throughout the consumer decision making 
process. Specific examples of strategies a marketer might 
consider to influence a customer’s purchase decision are 
outlined below.   

 
The following diagram illustrates the consumer buying 
process. 

Problem recognition  
A problem is recognized when a consumer experiences an 
imbalance between their present and preferred state. 
Typically some type of stimulus triggers this imbalance…
maybe that chargrilled smell or an advertisement for a new 
restaurant. Certainly a frozen computer or a knee injury can 
create a problem that begs for immediate attention. Many 
“imbalances” are created by marketers through their 
promotional efforts and can occur at every step in the 
consumer decision making process.  

 
Strategies for marketers to consider: Creating an Imbalance 
 Create irresistible aromas 

 Position a product to make it cool…create an image so 
that consumers think they can’t live without it…Apple 
does a great job with this! 

 Focus your discussion around safety…think about ADT ads 
and Life Alert Ads 

 “Health” is an excellent focus area of promotional 
efforts….products that promote better health are popular 
with consumers today 

 Appeal to consumers’ sense of self, lifestyle and their 
aspirations. Kashi does a great job of appealing to 
consumers who see themselves as healthy people who 
love adventure and the outdoors 

Information search 
Depending on the magnitude of the imbalance a consumer 
may need to initiate an information search. Following the 
aroma of the burger down the street is a simple search while 
fixing a computer, seeking medical advice or learning more 
about the Apple Watch suggests a more complex time 
intensive information search is warranted.  
 
Information searches are more complex and lengthy when 
the consequences of the purchase hold great importance to 
the consumer. If the burger you are chasing down doesn’t 
turn out to be delicious, it’s no big deal; however, if the 
doctor you select for your knee injury is less than competent, 
the consequences can be serious.  

 
Very simple information searches are done “internally.” You 
think about which restaurants are in the area, make a 
decision, and you’re done. Other, more complex searches 
require an “external” information search utilizing websites, 
brochures, advertisements, magazines, etc. to provide the 
information necessary to make an informed decision. These 
external information sources are where marketers can 
influence their target market.  

 
Strategies for marketers to consider: Influencing the 
information search 
 Make sure information about your business is 

“everywhere” that consumers are and on every 
“screen.” If a consumer needs information about a new 
computer or an orthopedic surgeon, the information 
should be easily available and available in many forms. 
Too many clicks, a webpage that will not load, or no 
website at all will deter potential customers. If you are 
promoting a restaurant, make sure the menu is easy to 
access on mobile devices, computers and tablets. 

 If you have a small local business, post flyers in public 
places like the post office or grocery store. Put the flyers 
where your customers will be! 

 Don’t be afraid to advertise the “old fashion way” with 
print ads, flyers, brochures and tear-off sheets. 
Depending on your target audience and the type of 
product or service offered, a flyer may be more effective 
than a complex social media campaign or an expensive 
ad in a local newspaper. 

 
Evaluate Alternatives 
As the information search evolves, a list of alternatives is 
generated. Sometimes the list is short and simple…I’ll follow 
the smell to the burger, while other times it is longer and 
more complex. As consumers sift through alternatives they 

H 
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tend to rank order them; those with the attributes that are 
most important rise to the top of the list. 

 
Strategies for marketers to consider: Influencing customer 
rankings 
 It is critical that consumers understand what makes your 

product or service unique. Whatever that unique feature 
is should be the focal point of all promotional efforts. 
Think about Volvo (safety), Wal-Mart (price), Wegmans 
(fresh). The stronger the positioning, the better chance 
that your target market will recognize your product and 
place it at the top of the list! 

 
Purchase 
After an imbalance has been created, an information search 
conducted, and the alternatives have been evaluated, a 
purchase decision follows.  
 
Strategies for marketers to consider: 
Closing the sale 
 One of the most effective ways to “close 

the sale” is by offering some type of 
promotion or discount that entices 
consumers to take the plunge. For 
many, everyday consumer products or 
low risk/low price purchases, a discount 
or incentive will convert a consumer’s 
interest into a purchase. 

 For more complex, high risk/high price 
purchases, personal interaction with the 
consumer is important to help close the 
deal. A pleasant conversation with the 
administrator setting up your 
appointment with an orthopedic 
surgeon may help a consumer feel 
comfortable with their choice.  

 
Post Purchase Evaluation 
Did you ever get a product home and 
wonder what were you thinking when you 
purchased it? Buyer’s remorse is not 
uncommon particularly when dealing with 
more costly purchases. 
 
Strategies for marketers to consider: 
Minimizing buyer’s remorse 
 The best way to keep your customers 

happy even after the sale is with follow-
up post-purchase actions, especially for 
more costly/risky purchases. A phone 
call, email, or letter works great.  

 Keep customers involved with the 
company after the purchase with social 

media…entice them to “like” or “follow” you on 
Facebook or twitter.  

 Offer incentives on future purchases. 
  
There are many places throughout the consumer decision 
making process that marketers can intervene and “nudge” 
people toward their products or services. This should be an 
all-out effort with a strategic plan in place that influences 
customers during each step of the consumer decision making 
process. Hopefully with a great plan in place, more sales will 
be closed! 
 
Debra Wood Perosio is a Senior Lecturer in the Charles H. 
Dyson School of Applied Economics and Management at 
Cornell University. She can be reached at: djp7@cornell.edu. 

mailto:djp7@cornell.edu
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when they hear about a storage pit holding millions of gallons 
of manure, it is often a bigger deal in their minds than it is in 
real life. 
 
Some farms have taken it upon themselves to have water 
tested prior to storage going into use, and then annually. If 
you do choose a location that is in proximity to residential 
houses, landscaping can soften the image of manure storage, 
and may absorb or dilute some of the odor, as well as sound. 
Perhaps even being proactive and inviting neighbors and 
officials to the farm for a picnic and tour. Again, this gives all 
of them an opportunity to ask questions and for dairy farmers 
to relay the right information.  It all comes down to 
communication. 
 
The Issues Management Group will complete a document in 

the coming weeks that will assist dairy farmers with this 

issue.  It will be distributed through the various organizations 

and Soil and Water Conservation Districts among others.  And 

as we always say, if you have questions or a challenging issue 

don’t hesitate to reach out to any one of the organizations 

represented. 

ransparency is quickly becoming an important word 
in agriculture.  For so long, farmers did their jobs and 
did them well.  They didn’t give much thought to the 

need to talk about what they do and how they do it.  
However, times are changing.  There is a growing interest into 
what is happening on the farm.  Much of that comes from 
consumers, but as we have been seeing recently in Jefferson 
County, public officials are wanting to be included as well on a 
dairy farm plans, particularly when it comes to constructing 
new manure storage.   
 

This is a 
tricky one 
for most 
farms. Even 
though 
they may 
be 
following 
the letter of 

the law and doing everything that is required of them when it 
comes to building storage, it may still not be enough for some 
town boards who feel the need to be looped in on these 
projects.  So what is a farmer to do?  This is an important 
topic that the Dairy Issues Management Group is working on 
to assist farmers. The group is made up of representatives 
from New York Farm Bureau, American Dairy Association and 
Dairy Council, Northeast Dairy Producers Association, the 
New York Animal Agriculture Coalition and PRO-DAIRY. 
 
The group is producing guidelines designed to help dairy 
farmers to try and stay in the good graces of neighbors and 
town boards. It is important for all of them to understand the 
many reasons why the storage is being added and the 
benefits not only to the farm but to the community as well.  
This is where transparency can help.  After all, responsible 
dairy farms have nothing to hide. 
 
It does involve a bit of a public relations strategy. You don’t 
need a fancy brochure or hire a millennial to run a special 
Facebook page.  Good PR may simply be a knock on your 
neighbor’s door.  People are typically only afraid of what they 
don’t know, but if neighbors are kept in the loop along the 
way, they may not call a town official when they see an earth 
mover in your driveway.  That doesn’t mean sharing every 
engineering detail, but enough of the facts to where a 
neighbor feels comfortable.  The same can be said for heading 
to the town supervisor’s office.  Getting a leg up in briefing 
officials about the project, the safety precautions being taken, 
and the environmental benefits can go a long way to alieving 
fears.  Remember, most folks have never been on a farm so 

T 

Maintaining Good Public Relations 



 

18 

here has been some excitement and interest in 
growing hops in Lewis County for breweries, 
processors, and hop farmers. Since the Farm 

Brewery Law, it has expanded tremendously from farm 
wineries to farm distilleries. In the late 1800’s, New York 
State produced 90% of the hops in the United States. It came 
to a halt in the early 1900’s from disease, competition and 
Prohibition. The industry almost disappeared.   
 
Did you know that Lowville, NY has its own local brewery 
located on Shady Avenue?   Dean and Shay Richards have 
been the owners of BarkEater Craft Brewery since 2014. You 
may recall in years past the couple owned the Wild Root 
Bookstore in downtown Lowville which unfortunately burned 
in 2010. Home brewing was a lifetime hobby for Dean and 
with the assistance from a USDA RBEG (Rural Business 
Enterprise Grant) loan and the help from the Small Business 
Administration in Watertown, NY Dean was able to start his 
brewery. The Small Business Administration helped with the 
marketing research, planning strategies’ and the financial 
management of his new endeavor. It was just the first step 
into starting the first craft brewery in the area.  
 

T 
In 2012, Governor Cuomo passed the Farm Brewery Law. The 
new license allows brewers to sell beer brewed if 20% of the 
hops and 40% of other ingredients (barley, wheat, yeast) 
were grown in New York State. This would include 
opportunities and incentives for multiple tax breaks. Even 
though hops was once a booming industry in the area, 
growing hops requires a lot of  research on varieties 
sustainable in the area, as well as labor and  harvesting costs. 
Many of the farmers are starting small and harvesting their 
plants by hand. Eventually the investment of a harvesting 
machine would be ideal in the future success of the farm.  
 
Dean has been fortunate to employ Xavier Cordova, the Head 
Brewer originally from El Paso, Texas. Dean graciously 
commends Xavier on the quality of beer at the brewery 
because of his expertise in the “mixology” or combining and 
blending flavors of the ingredients. Dean incorporates many 
local products from the area allowing Xavier full creative 
control on new varieties offered at the brewery. The local 
products are honey, maple syrup, and coming soon Burrville 
cider.  These products are used as simple sugar substitutes 
that help with the fermentation process of the beer. The 
BarkEater Craft Brewery has 32 varieties of beer, but only 4 
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NORTHERN NEW YORK 

FARMER’S MARKETING CO-OP   
RT. 26, LOWVILLE, NY                                                         

 

NNY IS THE ONLY NEW YORK STATE               

LIVESTOCK MARKET OWNED AND OPERATED 

BY LOCAL FARMERS. 
 

AUCTION EVERY MONDAY AND THURSDAY AT 

2:00 P.M. CALVES FOLLOWED BY DAIRY, MISC. 

THEN BEEF. DAIRY CONSIGNMENT AUCTION 

SECOND WEDNESDAY OF EACH MONTH. 

COMPLETE FARM DISPERSAL SERVICE 

AVAILABLE ON YOUR FARM OR AT OUR 

AUCTION FACILITY. 
 

IF YOU HAVE ANY QUESTIONS OR NEED TO     

ARRANGE TRUCKING TO NNY, THEN CONTACT 

THE MARKET. 

PRESIDENT: DARRYL ROGGIE                                                 

VICE  

PRESIDENT: DAN O’BRIEN              

TREASURER: PAUL WAITE              

SECRETARY: MIKE SULLIVAN  

MARKET                  

MANAGER                    

& AUCTIONEER         

TED SIMMONS     

376-7441 

varieties are on tap at a time. New varieties are developed 
fresh underneath the establishment in a temperature 
controlled environment and offered when ready. The varieties 
this month include Sinzibuckwud-Maple Dark Strong, DAX- 
Double IPA, Guniwale Pale, and Tug Copper Ale-Tughill 
Vineyards that is 100% Lewis County hops. Coming soon is a 
beer made with cider from Burrvillle Cider Mill.  
 
Dean uses locally grown hops and purchases the remaining 
hops from Stephan Schmidt in Farmington, NY who sells raw 
product, hop yard supplies and does processing. Mr. Schmidt 
will harvest, truck, and package hops to his location. He will 
lab test for quality, dry and pelletize the hops the size of 
rabbit food. He can be contacted at 
sschimdt@schmidthops.com or www.schmidthops.com. 
Furthermore, Dean has contacted Steve Miller, the first hops 
specialist at Cornell University for any questions as well as the 
Northeast Hop Alliance edited by Steve Miller. Dean said, 
“Steve is looking for native wild hops in New York State to 
continue research on all varieties that will sustain disease and 
pests”. The native hops have been around since Prohibition 
time. Steve believes there may be some resistant varieties to 
damaging diseases such as Fungi Downy Mildew and 
Alternaria causing aesthetic discoloration to the cones of the 
hop plant. This results in quality loss, therefore, a loss of 
income when harvested. Overall appearance and aroma 
characteristics are very important to receive the best quality 
for hops growers. For those individuals interested, there will 
be the yearly Cornell Hops Conference on December 4-5 in 
Morrisville, NY.  Steve Miller organizes and educates farmers 
at many hands-on workshops in New York State and the 
conference would be a great place to network and learn more 
about hops. Contact Steve at sgm6@cornell.edu or join the 
Northeast Hops Alliance Newsletter.     
 
At the BarkEater Craft Brewery, live music is played every 
Thursday night from 7pm – 10pm and open Mic is on the first 
Thursday of the month. Dean will introduce you to samples of 
beer with a “tasting flight” that consists of 4 samples of beer 
on a platter for you to taste. Dean said, ‘By the time you 
leave, you will find one you will love.” Also, a Growler Jug (1/2 
gallon) can be purchased and filled on the spot and taken 
home to be used within 2-3 days. If it is opened you must 
drink it right away. By the way, you can bring the jug back to 
the brewery and refill it. Now that the holidays are near, 
maybe this would be a unique item to give as a present from 
Lewis County! Dean would be more than happy to give you his 
45 second tour of the brewery and proudly state that he has 
one of the smallest breweries in New York State. In the future, 
Dean would like to grow the business by bottling the beer as 
soon as he can meet the demand of distribution of kegs being 
produced. Right now, you can purchase BarkEater Craft beer 
at Jeb’s Restaurant and Tughill Vineyards on draught.  
 

Xavier stated, “To see people really like what you have 
produced is very rewarding.” Drinking beer is part of both 
Dean and Xavier’s job description. Taste tasting can be 
unsatisfying at times but the end product is what makes it 
worthwhile. BarkEater Craft Brewery will continue to 
experiment with a variety of flavors and aromas and use 
products from the local area. Continue to stop in the 
brewery, because who knows what beer will be crafted next! 
As you enter in the establishment, the atmosphere is very 
inviting and Dean will be sure to say hello. Come on Lewis 
County, let’s support our local brewery!  
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Guest Speaker:  
Mark Miller-Cargill Regional Beef Food Safety Supervisor, Wyalusing 
 
The occurrence of damaged muscle tissue resulting from intramuscular injections of 
animal-health products represents a "quality control" problem and an economic loss 
to the beef industry. The evaluation of blemish data and the chronological stages of 
the healing process suggests that the majority of the blemishes originated at the 
cow-calf or stocker levels, or early in the finishing period.  
 
Incidence of injection-site blemishes in beef top sirloin butts.  http://
www.researchgate.net/publication/15185391_Incidence_of_injection-
site_blemishes_in_beef_top_sirloin_butts [accessed Oct 5, 2015]. 
 
Also: Mike Baker - Cornell University Beef Cattle Extension Specialist  
 
RSVP and Contact: Ron Kuck  788-8450      rak76@cornell.edu     
 
Registration allows us to communicate any cancellations or changes in arrangements. 

Tuesday, November 17  

Location:  Cornell Cooperative Extension 

 203 N. Hamilton St, Watertown 

6:30PM– 9:00PM  

 Registration, cider, coffee, and donuts 

Cost: $5 per farm  

Beef Week 

http://www.researchgate.net/publication/15185391_Incidence_of_injection-site_blemishes_in_beef_top_sirloin_butts
http://www.researchgate.net/publication/15185391_Incidence_of_injection-site_blemishes_in_beef_top_sirloin_butts
http://www.researchgate.net/publication/15185391_Incidence_of_injection-site_blemishes_in_beef_top_sirloin_butts
mailto:rak76@cornell.edu
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Pro Cattle Breeding 

 

Cost:  $3.99 

 

Track  

 pre-mating heat,  

 first heat,  

 A.I. scan,  

 dry off date,  

 due date and  

 healthy delivery.   
 

The app also allows the user to assemble a clear 

synopsis in graph form of herd breeding data 

and allows for bull coding to be recorded. Data 

can be input offline. 

Average Rainfall for August 

Town     2014 2015 3-yr Avg.  

Croghan   1.25 3.80 2.47 

Denmark   1.43 3.79 2.31 

Greig NA 5.50 5.50* 

Harrisburg        2.13 4.23 3.48 

Lewis      3.57 8.85 5.04 

Leyden   NA NA NA 

Lowville     2.09 4.53 3.24 

Martinsburg     1.90 3.35 2.70 

Montague    1.95 5.25 4.17 

New Bremen 1.90 5.25 3.60 

Pinckney        1.70 3.90 3.07 

Talcottville     2.71 5.95 3.92 

Turin                         2.22 4.95 3.27 

Watson         NA NA NA 

West Turin   4.25 4.70 4.28 

Total Average              2.26 4.93 3.62 

* Based on year(s) available 

Rainkeepers needed for Towns of Leyden and Watson. If you 

are interested, then call Kris Panowicz at CCE of Lewis Coun-
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For Farmers only: To place a free classified advertisement in CCE’s Ag Classifieds, please fill out this form and mail to: Lori Robinson at 

Cornell Cooperative Extension of Jefferson County, 203 North Hamilton Street, Watertown, NY, 13601. Or , you may email your  ad to Lori 

Robinson at lmr92@cornell.edu.   Please provide all information requested below. Unless specified, your  ad will run one time only, in the 

next monthly publication. Additional ads may be written on another sheet of paper. Please limit each ad to 25 words or less and include your contact 

info. Deadline for submitting ad(s) is the second Monday of the month for the following month’s publication.  
 

NAME:__________________________________________________         FARM NAME:  _______________________________________ 
 

ADDRESS: _____________________________________________            CITY: ____________________________           ZIP:  _____________ 
 

PHONE:  ____________________________              AD SECTION:_________________                  MONTH(S) TO RUN AD:  _____________ 
 

AD:  _________________________________________________________________________________________________________________ 
 

______________________________________________________________________________________________________________________ 
 

AD:  _________________________________________________________________________________________________________________ 
 

______________________________________________________________________________________________________________________ 
 

Cornell Cooperative Extension Associations of Jefferson and Lewis Counties reserve the right to reject any advertisement deemed unsuitable for our publication. 

Cornell Cooperative Extension Associations of Jefferson and Lewis Counties do not endorse any advertised product or business. We are providing an informational service only. 

Farm Machinery,  
Equipment, and Supplies 

FOR SALE: : KORY running gear  

model 6672 (6 ton) no decks, several 

to choose from.  Call 315-482-9092 

FOR SALE: 3 PATZ barn cleaner 

units, 1 PATZ silio unloader, 20’ 

Vatme. L silo unloader, 1 grain bin, 

plus 20’ silo bands and silo blks. Call  

315-777-7631. 

CCE of Jefferson and Lewis Counties reserve 
the right to reject any advertisement deemed 
unsuitable for our publication. 
 
CCE of Jefferson and Lewis Counties do not 
endorse any advertised product or business—
we are providing an informational service only. 

How to Advertise in CCE’s Ag 
Classifieds 

Farmers: Advertising in CCE’s Ag 

Classifieds is FREE for farmers. To place an 

advertisement,  fill out the “For Farmers only” 

form in this publication or email to Lori 

Robinson at lmr92@cornell.edu by the 

second Monday of the month before you 

want your ad to appear. Publication is the 

first week of every month. 
 

Fine Print: To qualify for free advertising, 

you must meet all of the following criteria: 

 You must own, rent, or be employed on a 

farm. 

 Your farm must be actively engaged in the 

production of agricultural commodities, 

such as milk, meat, eggs, produce, animal 

by-products, or feed, etc. 

 Your goods must relate to farming. 
 

Anyone wishing to purchase a larger display 

ad in the newsletter, should call Kris 

Panowicz at (315) 376-5270 for more 

information. (All income generated from the 

sale of ads goes to publication and mailing 

costs). 

FOR SALE: 241 Acres, 12 Stall 

Stable w/riding area, Barn, 

outbuildings & 5 bed/3 full bath stone 

home. Tillable & Pasture, 50+acres of 

ready standing timber, large pond w/

stream. Nice property. Quick Closing- 

Call Rebecca (315)486-0378  

Farms for Sale 

Crops/Seed/Hay 

FOR SALE: Wrapped, Rotocut, 

Round Bales. 1st cut balage and dry 

hay, 2nd cut dry hay. Solid dense bales, 

good quality. Will load, delivery 

available. Call Steve for pricing and 

quantities available at 315-346-1741 

or 315-777-2304. 

Livestock 

HEIFER BOARDING: in Lewis 

County. We have space available for 

75 heifers, prefer yearlings or bred 

heifers. Dry hay, balage, and grain for 

$1.75 per day or by average daily 

gain. Get bigger, better heifers back 

next spring. 30 years’ experience 

raising livestock. For more 

information call Steve at 315-346-

1741 or 315-777-2304.  

 

BEEF FOR SALE:  Wholesome 

home-raised beef for the freezer.  Sold 

by hanging weight (pound, half or 

quarter)  For more info call Rick  at

(315)348-8184.   
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DATE PROGRAM CONTACT 

November 2, 2015 

7:00 p.m.-9:00 p.m. 
Learn About Exporting Maple Syrup Meeting 

See page 6 for more information. 

Michele Ledoux 

315-376-5270 

November 12, 2015 

6:00 p.m.—8:00 p.m. 
CCE Lewis County Annual Meeting 

CCE Lewis Conference Room, Lowville, NY 

Michele Ledoux 

315-376-5270 

November 17, 2015 

Registration: 12:30-1:00 p.m. 

Meeting: 1:00-3:00 p.m. 

How to Get The Most From Your Dairy Cow’s Last Crop 

See page 11 for more information.  

Ron Kuck, 315-788-8450 

rak76@cornell.edu 

Mellissa Spence, 315-376-5270 

mms427@cornell.edu 

November 17, 2015 

6:30-9:00 p.m. 
Economics of Blemishes and Residues at the Plant 

See page 21 for more information.  

Ron Kuck, 315-788-8450 

rak76@cornell.edu 

November 19, 2015 

12:00 p.m.—3:00 p.m. 
Feed Dealers Meeting 

Ramada Inn, Watertown, NY 

Ron Kuck, 315-788-8450 

rak76@cornell.edu 

November 20-21, 2015 

8:30 a.m.-5:00 p.m. 

Empire State Honey Producers Association ESHPA Fall 

Meeting 
Syracuse, NY 

Mellissa Spence, 315-376-5270 

mms427@cornell.edu 

December 5, 2015 

8:00 a.m.-5:00 p.m. 
Cornell Hops Conference NeHA Annual Meeting 

Morrisville State College, NY 

Mellissa Spence, 315-376-5270 

mms427@cornell.edu 

January 12, 2015 

10:00 a.m.-3:00 p.m. 
Cow Comfort, Welfare and the Public 

See page 10 for more information. 

Ron Kuck, 315-788-8450 

rak76@cornell.edu 

Mellissa Spence, 315-376-5270 

mms427@cornell.edu 

January 23, 2016 

9:00 a.m.—3:00 p.m. 
Winter Maple School at American Maple Museum 

Croghan, NY 

Michele Ledoux 

315-376-5270 

Wednesdays, January 27-

February 24, 2016 

Farming for Today and Tomorrow: a Farm Succession 

Program for Women 

Farm Credit East, Burrville, NY 

Peggy Murray, 315-376-5270 

mlm40@cornell.edu  

February 16-17 

10:00 a.m.-3:00 p.m. each day 

Reducing the Risk of Antibiotic Residues on Your Dairy 

Operation 

See page 16 for more information. 

Ron Kuck, 315-788-8450 

rak76@cornell.edu 

Mellissa Spence, 315-376-5270 

mms427@cornell.edu 

 Reminder - Set your clocks backwards one hour, 

starting at 2:00 a.m., on Sunday, November 1, 2015.  
Office Closed:  

Thurs., Nov. 27, 2015—Fri., Nov. 28, 2015 


