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N O R T H W E S T  N E W  Y O R K  DA I R Y ,  L I V E S T O C K  &  F I E L D  C R O P S  T E A M 

Summary 

¶ Precision agriculture has the 

potential to improve economic and 

environmental results on farms 

¶ Follow steps from management 

thought to help with decision 

making 

¶ Save the date, Thursday, February 

25, 2016, and plan to attend ñNE 

Precision Agriculture: Decision 

Making for a Profitable Future,ò a 

precision farming educational 

program in conjunction with the 

NY Farm Show, Syracuse, NY 
 

Precision Agriculture 

Precision agriculture, or precision 

farming is defined by the PrecisionAg 

Institute as ñmanaging crop production 

inputs (seed, fertilizer, lime, pesticides 

etc.) on a site specific basis to increase 

profits, reduce waste and maintain 

environmental qualityò (PrecisionAg 

Institute, <www.precisionag.com>, 

accessed 6 November 2015). Precision 

farming recognizes that agronomic 

related processes vary with space and 

time within fields, and involves the 

application of computerized data 

acquisition and/or control systems and 

information systems to land 

management (Van Es, Cox and others, 

Cornell University). Greater accuracy 

with respect to rate, timing and/or 

location of input usage can lead to more 

efficient use of inputs, including 

improved economic and environmental 

results. 

Yield mapping and/or auto steer, 

guidance systems are common entry 

points to precision agriculture. 

Focus Points 

Opening the Barn Door 4 

Welcome to MeatSuite! 6 

Thinking Out of the Box on Gut Health 8 

Upcoming Webinars 10 

Raising Your Bull Calves Can Add To 

Your Dairy Farm Profitability Workshop 
10 

2016 Corn Congress agenda 11 

Cow Comfort, Welfare and the Public 

Meeting 
13 

What do óMillennialsô See as the Future 

of Farming? 
15 

Where Are We with Precision Ag 

Technology in NWNY? 
16-17 

Biosecure Engineering 18-19 

Regional Meetings Back 

Cover 

 

   D E C E M B E R  2 0 1 5               V O L U M E  2 4 ,  I S S U E  1 2 

By: John Hanchar 

Continued on page 3 

Precision Agriculture 

Photo source:https://

jameseaddicott.files.wordpress.com/2013/11/massey-

furgeson-fuse.jpg 

Photo source: Nancy Glazier 

https://jameseaddicott.files.wordpress.com/2013/11/massey-furgeson-fuse.jpg
https://jameseaddicott.files.wordpress.com/2013/11/massey-furgeson-fuse.jpg
https://jameseaddicott.files.wordpress.com/2013/11/massey-furgeson-fuse.jpg


Page 2 

Mission Statement 

The NWNY Dairy, Livestock & Field Crops team will provide lifelong 

education to the people of the agricultural community to assist them in 

achieving their goals. Through education programs & opportunities, the 

NWNY Team seeks to build producersô capacities to: 

§ Enhance the profitability of their business 

§ Practice environmental stewardship 

§ Enhance employee & family well-being in a safe work environment 

§ Provide safe, healthful agricultural products 

§ Provide leadership for enhancing relationships between agricultural 
sector, neighbors & the general public. 
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Other examples of precision farming applications 

include: variable rate lime and fertilizer applications 

based upon soil sampling on small grids; variable 

rate seeding; and a variety of sensing and imagery 

tools for monitoring soil variation and crop 

progression. 
 

See Kevin Kreherôs article in this issue to learn about 

the current status of precision farming in Western 

New York based upon a survey of producers and 

others. 
 

Decision Making 

As with any potential change in the farm business, 

farm business owners enhance decision making 

efforts by following some prescribed steps from 

management thought. 

1. Establish criteria, the standards upon which you 

are going to judge a single proposed change in 

the farm business, or multiple alternative 

solutions to a problem. Criteria should be very 

closely related to business and family objectives 

and goals. For example, a criterion related to 

profit objectives of the farm business would be 

ñthe expected change in profit is greater than 

zero.ò Another example, might be, ñthe change in 

practice must be feasible given the availability of 

labor.ò 

2. Evaluate, analyze the proposed change(s), 

alternative(s) based upon the criteria established. 

For example, use partial budgeting to estimate 

the expected change in profit associated with the 

adoption of auto steer technology. 

3. Rate a single proposed change, or several 

proposed solutions to a problem given the criteria 

established. 

4. Make a decision. If judging, for example, the 

adoption of a single change in technology such as 

auto steer versus current practice, then decide yes 

or no. If making decisions where you have 

identified several alternatives as potential 

solutions to a problem, then select the best or set 

of best alternatives based upon the ratings. 
 

Save the Date 

The NWNY Dairy, Livestock and Field Crops 

Programôs Field Crop Advisory Committee 

identified work on various aspects of precision 

agriculture as a need of high priority. One response 

has been that Team members are working as part of a 

statewide committee formed in the spring of this year 

to help guide activities on precision farming. The 

committee has organized and will offer ñNE 

Precision Agriculture: Decision Making for a 

Profitable Future,ò a precision farming educational 

program in conjunction with the NY Farm Show, 

Syracuse, NY, to be held Thursday, February 25, 

2016. Save the date, and plan to attend to learn about 

precision agriculture so that you can make decisions 

regarding precision farmingôs place in helping your 

business achieve improved economic and 

environmental results. 

Continued from page 1 



 

 

AG FOCUS DECEMBER 2015 NWNYTEAM.CCE.CORNELL.EDU Page 4 

By: Libby Eiholzer 
 

I n October Nancy Glazier and I attended Farm Bureauôs conference in Syracuse entitled 

ñOpening the Barn Door: Communicating With the 

Public About Your Animals & Your Business.ò In 

addition to the eminent Dr. Temple Grandin, 

speakers included Jessica Ziehm of the New York 

Animal Agriculture Coalition and Kay Johnson of 

the Animal Agriculture Alliance.  In attendance were 

a wide array of farmers and agribusiness 

professionals representing all facets of New York 

agriculture. 
 

So why should we open the barn door? In Ziehmôs 

talk entitled ñTell Your Story. Rinse & Repeatò she 

made a great case for why we should tell our story. 

Her first point was that itôs not the publicôs fault that 

they donôt know about agriculture; most are 2 to 3 

generations removed from farming which creates 

both an emotional and a geographic separation.  

Since others want to tell our story for us (think 

activists!), we need to tell it ourselves. Speaking 

from her own experiences as the wife of a dairy 

farmer and as the Executive Director of the NY 

Animal Ag Coalition, Ziehm encouraged us to own 

our actions and be transparent about why farms 

operate the way they do. She challenged us to think 

about our own farming practices and said that if there 

are any that we canôt justify, we really need to 

change them. 
 

Dr. Temple Grandin opened her talk with the 

comment that while things have really improved in 

the agricultural industry, consumers donôt know it!  

She noted that ñsocial media elevates the voices of 

radicals,ò and the rapid pace of social media creates 

responses that are emotional, not rational or 

thoughtful. 
 

What can we do to counteract this conundrum? 

Grandin urged us not to ñstay in our silos and 

communicate only with people who share our 

values.ò Studies show that consumers trust farmers 

more than they do food manufacturers, and a mom 

scientist more than a government scientist. Finding a 

way to connect with the public, through your role as 

a parent, for example, will help them trust you more.  

Once you win that trust, you can show them the good 

things that you are doing on your farm. 

Opening the Barn Door 

How Can You Open Your Barn Door? 
 

With the holiday season upon us, now is a great time 

to reach out to your neighbors to tell them about your 

farming operation. Here are some of the suggestions 

that Ziehm gave: 
 

§ Make a point to visit one neighbor a week 

§ Invite neighbors over for an open house or a meal  

§ Participate in a parade & throw cheese instead of 

candy 

§ Make up some postcards w/ pictures of your farm 

and use them as thank you notes (or Christmas 

cards) 

§ Sponsor an event in your community and volun-

teer as a farm 

Photo Source: Libby Eiholzer 
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By: Nancy Glazier 
 

T he meat marketing website, MeatSuite.com, has expanded to the NWNY region and beyond. 

MeatSuite.com is a free online directory of regional 

livestock farms selling meat in bulk quantities. 

MeatSuite is a project of Cornell Cooperative 

Extension Tompkins and Steuben Counties to 

promote direct, local, meat sales and is currently 

funded by the New York Farm 

Viability Institute. Efforts are 

underway right now to recruit 

farmers to the site. After doing 

some searches I see there are 

already some farms in our 

region on the site. Good for 

you! 
 

MeatSuite started in 2012 in 9 

counties and is adding 16 

more counties, including 

Genesee, Niagara, Ontario, 

and Yates, in our region. 

Wyoming and Orleans are 

also joining without funding support. If your county 

isnôt listed, you can still participate. MeatSuite is 

designed to increase freezer trade sales of local meat 

by connecting farms with consumers. Farms can 

create profiles featuring contact information, prices, 

photographs, and descriptions of products, practices, 

and more. Consumers visit the site to search for 

farms that match their buying preferences.  
 

The directory is FREE for farms and consumers. 

Creating a profile is an easy way to reach new 

potential customers and expand your farmôs online 

presence. MeatSuite offers you an opportunity to 

explain to consumers why your farm is unique. The 

directory is open to all meat products raised on your 

farm. Take some time and look at other profiles; this 

will give you ideas for developing your profile. 

There are many terms and claims (breeds, pricing, 

types of feeds, etc.) to describe your farm and 

practices. Under the tab, Learn More, there are pages 

to help you, and also to help consumers. It works 

best to develop your profile first then enter it into the 

site.  

 

Each profile will be reviewed prior to posting. 

Remember, sales are all on a bulk basis, such as 

quarters or halves. Prices include processing and 

must be posted. If you use more than one processor, 

use the higher cost in calculating your price per 

pound. For rabbit and poultry, list price as $/lb for 

the whole animal or $/animal. You must list a price 

for each product! ñTBDò or 

ñcontact for priceò is not 

acceptable. Products without 

prices will not be listed on 

your farm profile. Stay away 

from false claims; your 

reputation is at stake.  
 

While we cannot guarantee 

that MeatSuite will generate 

sales for you, we encourage 

you to take a few minutes to 

join. Itôs easy, fast, and free, 

and the more farms that join, 

the more consumers will see 

MeatSuite as a great shopping resource. It is another 

tool in the marketing toolbox. There is also a 

MeatSuite Facebook page, too.  
 

Matt LeRoux, CCE Tompkins County has done 

comparative pricing of bulk and retail cuts with 

grocery stores in the Ithaca area. Bulk prices save 

consumers $150-200 for the equivalent of a mixed 

quarter of beef. By selling meat in bulk, a farmer can 

utilize a USDA or New York licensed processor.  
 

Iôll post the instruction sheet to create a profile on 

our website, http://nwnyteam.cce.cornell.edu/. 

Contact me if youôd like me to send it to you, my cell 

phone number is inside the front cover. I can help 

you set up a profile if you donôt have internet access. 

You can also email me at nig3@cornell.edu or 

contact@meatsuite.com with any questions. 
 

After we get some farms listed, the next step will be 

to promote the site to consumers. We will offer some 

workshops to promote the site plus postcards to 

distribute. 

Welcome to MeatSuite! 

Graphic source by Matt LeRoux 
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