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Opportunities And Issues

For Local Hay Producers

BY LISA HARE
P&D Correspondent

The relatively short-lived heat wave area farmers ex-
perienced in late July and early August was just a small
taste of the drought southern producers have suffered —

and still are.

With more than 50 consecutive days of temperatures

“Load after load is being
shipped out to Texas and
Oklahoma — the past
two weeks have been in-
credible.For our part, we
have the perfect storm: a
limited supply of hay and
a high demand from
ranchers in the south.”

DAVID KEISER

weeks have been incredible,” said David Keiser, general
manager for Dakota Premium Hay, Yankton. “For our part,
we have the perfect storm: a limited supply of hay and a
high demand from ranchers in the south.”

Recent high corn and soybean prices have influenced
many local producers to convert alfalfa acres to those

crops, tightening hay supplies.

“Hay isn’t a subsidized crop like corn and beans,” said
Gerald Lierman of The Hay Company in Beemer, Neb.
“We've seen at least a 60-70 percent drop in local (hay)
production over the last three years.”

But livestock still need to eat.

hovering between
100 and 115 degrees
in Oklahoma, and
parts of Texas that
haven’t seen a drop
of rain since last fall,
ranchers in the
southern Plains are
growing desperate
for feed for their cat-
tle. Many are paying
exorbitant costs to
ship hay from Ne-
braska and South
Dakota.

“Load after load is
being shipped out to
Texas and Oklahoma
— the past two

as well.

“Right now there are a lot of cattle needing feed,”
Keiser said. “We've had a tremendous influx of (hay) buy-
ers from Texas.”

According USDA statistics, the average price for hay
last July was $112 per ton. This year, that price has dou-
bled, and for some, has nearly tripled as shipping ex-
penses drive costs even higher.

“Supply is so weak right now,” Keiser said. “Alfalfa
doesn’t even have to test that high, and it'll go for
$200/ton — or more.”

Keiser added that trucking as become a serious issue,

“There just aren’t enough trucks on the road right now
to handle the demand,” he said.
“I've heard down south they’re paying as much as

stock.”
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that much, a man has to think about getting rid of his live-

And that’s the choice many southern producers are

currently facing.

According to the Texas Agrilife Extension Service,
ranchers have been selling off cattle at double or triple

the normal rate, forcing many livestock auctions to turn

cattle away.

Fortunately, cattle prices have remained fairly strong

due to foreign market demands and other factors. But re-

ranchers.

building their herds means more expenses later for

“We're reaching the breaking point for these produc-

ers,” Keiser said. “When that happens, that (hay) market

will disappear.”

$300 (per ton),” Lierman said. “When you get to paying

Social Media GCan Produce Benefits For Your Farm

BY RITA BRHEL
P&D Correspondent

[ like Facebook. It’s a great
place to connect with new peo-
ple, reconnect with old friends,
and stay connected whenever
life gets a little too hectic to be
able to make a phone call or
even send an e-mail. And there
are a couple blogs I visit regu-
larly, and even write for. And
YouTube can be both a learning
tool — the kids ask me to look up
avideo about various topics that
pique their interest, like the
Venus Fly Trap or falling stars or
sea cucumbers — and a source
of entertainment.

But as far as a marketing tool
for our small farm, I'm still trying
to find the way using social
media. I started off with a web-
site, then added a blog and an e-
newsletter, and did a little
Facebooking and Twittering, but
after a while, there didn’t seem
to be very much interest from
potential customers and I aban-
doned all of it to rely on my fa-
vorite stand-by of offline voice of
mouth and a sign on the end of
our driveway announcing “Eggs
for Sale.” We also sell produce
from our garden locally, and
grass-fattened lambs and goats
at a regional market in Kansas.
The social media experiment was
largely to benefit our local sales,
which didn’t do nearly as much
as the old-fashioned cold call,
door-to-door pitch, and customer
referral.

But there are many farmers
that have great success with so-
cial media and get almost all
their sales from contacts through
these Internet tools.

[ came across an article re-
cently in Sheep Industry News that
interviewed some of these suave
producers to see whether their
success has anything to do with
skills that can be learned or are

simply luck.
Here are a
couple
points that [
found inter-
esting in the
article that
might ex-
_ plain some-
~.  thing about
& Y- the appar-

i ent hit-or-
Rita miss of
BRHEL using social

media as a
marketing
tool:

¢ 96 percent of the world’s de-
veloped nation population age 30
or under belong to a social net-
work;

¢ Facebook’s population to-
tals enough to qualify as the
third-largest country in the
world, behind China and India;

¢ one-third of the population
with access to the Internet
prefers to use their cell phone to
read news rather than sit down
with a traditional newspaper;

¢ Journalists now use blog-
gers as news sources (as a jour-
nalist, this trend is actually a
little concerning but that’s a
topic for another time).

Basically, what these statistics
are saying is that if you want to
reach new customers, you must
be online and using social media.
And some people, including
those responsible for bringing
the latest news of importance to
the masses — journalists — take
what’s written by personal blog-
gers very seriously.

Now let’s take a look at a cou-
ple of the success stories illus-
trated in the article:

¢ Don Macon of Flying Mule
Farm in Auburn, Calif., uses Face-
book to sell lamb, mutton, wool,
and pelts through farmers mar-
kets and direct sales, as well as
offers a targeted grazing service.
He started selling at farmers mar-

kets seven years ago but found
difficulty in finding new cus-
tomers outside the local net-
work. He began by building an
e-mail list of family and friends,
and then set up a website
through which he got a wider
outreach for the e-mail list. His
regular e-mail updates morphed
into a personal blog, and Face-
book is the latest addition to his
Internet marketing arsenal.

* Rhonda McClure of Ewe and
Us Farm in Wahoo, Neb., uses a
personal blog to sell lamb, wool,
and fiber artwork through direct
sales. She started using the Inter-
net to break out of the customer-
limiting isolation of her rural
community. At first, she only
reached out to her family and
friends, and now has a following
that includes customers from
across the nation.

The article went on to list tips
to making social media work:

¢ Don’t abandon your website
— Your website is still your vir-
tual storefront; each social media
venture should be in addition to
the website and linked to the
site.

¢ Maximize virtual word-of-
mouth by focusing on building
relationships — The great advan-
tage to social media is the two-
way interaction that is the basis
of these Internet tools. Producers
can post updates, announce-
ments, photos, etc. on happen-
ings and followers can instantly
post feedback and make refer-
rals. In order for this to work the
best, social media has to share
the same attributes as offline
word-of-mouth advertising in
that the producer needs to build
trust between him and the cus-
tomer, and this is best done with
transparency and personal sto-
ries and opinions.

* Be sensitive to your audi-
ence — A mainstay in marketing,
no matter the platform, online or
off, is that you must know your
target audience. You can't sell
your product if you're not com-
municating directly to the type of
person who uses that product;
for example,
you can'’t sell
your meat if
you're commu-
nicating to a
vegetarian. Ob-
viously, this is
an overdrama-
tized example,
and a mistake
that not many
people are going to make, but it’s
easy for producers to forget the
intricacies of who they’re com-
municating with. Many direct-
market customers are urbanites
who may love to hear the day-to-
day happenings of working on
the farm, and while it may be OK
to write that some animals were
lost to predators, they don’t
want to hear about the gory de-
tails and definitely don’t want to
see pictures.

¢ Plan for negative attention
— Producers, especially of live-
stock, are bound to attract some
followers whose primary agenda
is to criticize their work or the
way they run their operations,
such as animal welfare activists.
Even producers whose followers
seem fairly benign can’t always
predict whether a given post or
comment might offend someone
and lead to negative feedback.
Fortunately, most social media
sites allow the owner to delete
comments at their discretion.

¢ Highlight the positives in
your business, not necessarily
your products — Potential cus-
tomers want to know what
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Anger Management Classes

... there are many farmers
that have great success
with social media and get
almost all their sales
from contacts through
these Internet tools.

makes your farm and products
stand out from the rest. Be clear
about your philosophy, whether
it'’s the environmental conserva-
tion of controlling weeds through
targeted grazing, the health bene-
fits of eating grass-fed meat, the
sustainability of sustaining the
local commu-
nity through
local sales, and
anything that
helps people
feel that by sup-
porting you,
they’re support-
ing a larger
cause. Then, al-
though you're
offering your products for sale,
their buying decision is based on
an emotional connection to your
philosophy instead of feeling
pressured by a sales pitch.

¢ Stay up-to-date — Keep the
updates, posts, and other infor-
mation on your social media
sites current. People come back
to the blogs, Facebook pages,
etc. if there’s consistently new in-
formation. Don’t worry about
being boring; as long as you're
honest and personal, you'll at-
tract a following of people who
are interested in what you're
communicating.

Judging from my experience
with social media marketing, I'm
thinking that using the Internet is
probably not the appropriate
tool to be using in strictly local
sales especially in a rural area.
But if you're looking to reach out
to people outside your local cus-
tomer base, especially if your
local area is rather populated
and so you don’t necessarily
know your neighbors, social
media looks like an excellent way
to go.

Conservation
Stewardship
Program Can
Be A Benefit

HURON — The Conserva-
tion Stewardship Program
(CSP) is designed to encourage
producers to take their current
management practices to a
higher level to protect and en-
hance natural resources. CSP
coordinator Rodney Voss with
the Natural Resources Conser-
vation Service (NRCS) states
the most recent signup for CSP
was extremely successful with
more than 700 applications
submitted on nearly 2 million
acres statewide.

“Of those 700 applications,
we obligated 331 contracts,
and that was on nearly 870,000
acres,” said Voss.

Management activities en-
couraged by CSP vary greatly,
but all aim to promote health-
ier soils, cleaner water and im-
proved wildlife habitat. For
many producers, CSP offers re-
ward and recognition for the
conservation they are already
doing, plus an incentive to try
more activities.

“A farming operation may
decide that they’d like to ex-
periment and do some work
with cover crops for improving
soil quality. And CSP would
offer that opportunity to try
cover crops.” Voss Said. “Some
of the other things that the
program offers are Smart
Sprayer technologies, and nu-
trient management through
timing and placement of nutri-
ents, among many others.”

In exchange for stepped up
management, the CSP provides
funding to producers. In 2011,
approximately $14 million has
been provided to producers. In
total all three CSP rounds have
garnered 834 contracts in
South Dakota with payments
next year exceeding $26 mil-
lion.

But that’s not the entire
story. There are secondary im-
pacts generated from CSP dol-
lars that go much farther to
help the local economy and
communities in South Dakota.
According to Doug Vik, Econo-
mist for the NRCS, the $14 mil-
lion payments to CSP
producers in 2011 have the po-
tential to generate an addi-
tional $11 million in indirect
benefits. Expenditures by pro-
ducers in local communities
create business-to-business ac-
tivities, generate business
taxes, and pay employee
salaries, all to the benefit of the
local economy. In all, the 2011
CSP alone could have an im-
pact of over $25 million for
South Dakota producers and
communities.

The CSP, authorized in the
2008 Farm Bill, is a voluntary
program that offers payments
to producers who exercise
good stewardship and agree to
further improve their conser-
vation performance. CSP is
available to all producers re-
gardless of operation type,
crops produced, or geographic
location.

For more information, go to
www.sd.nrcs.usda.gov, or visit
your local USDA service center.

Selling Something?
Give The P&D
Classifieds A Call!

(605) 665-7811

Your Reason for Wellness.

Be a role model for good
health and fitness.
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Regarding 3rd Street
Stoplight/Caution light. -

begin Sept. 7th at 7pm
(605) 260-9284

To recognize active grandparents
in our community, Avera Sacred
Heart Wellness Center is hosting
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Enjoy a free day pass that includes use of
exercise equipment, pools and classes!

* Free bone density screenings

¢ Free blood pressure screenings
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Free seated chair massages
Free classes include:
Zumba Gold - 8-8:30 a.m.
Senior Toning — 8:30-9:15 a.m. and 9:30-10:15 a.m.
Water Aerobics — 9:30-10:30 a.m.
Gentle Chair Yoga — 10:30-11:30 a.m.
Senior Toning in Benedictine Center — 11:15 a.m.-12:15 p.m.
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We offer Paintless Dent Repair
and Conventional Repairs
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OPEN.lNGS! Auto Body Repair

. 605 N. County Road
We work with Freeman, SD 57029
all Insurance

Companies Call Today (605) 925-4801
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® FREE Estimates

Call 263-3445
661-6630
661-6749

Locally Owned
Insured
Licensed

Come try out a class, tour our facility
and enjoy free snacks and refreshments!
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Wellness Center

(605) 668-8357

501 Summit Street
Yankton, SD 57078

www.yankton.net




