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Milk Cow  
Memories...         
Was A Great               

Success          

 

Close to 70 people took part 
in ñMilk Cow Memories,ò in 

June. The program was           
designed as a special               

commemoration of the        
history of the Holstein breed 

in Madison County. 
 

Dr. Milt Sernett, Cazenovia, 

presented an informative    

picture anthology based his  

research on Gerrit Smith 

Miller who was instrumental 

in developing the Holstein 

Herd Book and establishing 

Holstein breed in the U.S. 

Other speakers included Ray 

Briggs, Cobleskill,                   

Assemblyman Bill Magee,   

Alternate Dairy Princess 

Emily Livermore, and MC 

Jenny Mills. 
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this grant will enable us to put that plan 
into action.ò 
 
     Kriemhild Dairy Farms, owned by 
Bruce & Nancy Rivington, Maurice & 
Amy Kelsey, Will & Meghan Soden, 
Kathe & Doug Evans, and supported by 
Nathan & Christine Weaver, and John 
Hershberger, was organized in October 
2009 with the assistance of Madison 
Countyôs Agricultural Economic            
Development Program and a grant from 
NESARE to develop a line of branded 
grass fed dairy products using the         
production of farms located in Madison 
County. Kriemhild is planning to take 
advantage of the emerging market for 
grass-fed dairy products, which            
represent an attractive price point     
versus organic with nearly all the same 
product attributes. The $17,000 they 
received from the USDA Rural            
Development will be used to complete a 
business plan for a grass-based butter 
manufactured at Queensboro Farm 
Products Inc., in Canastota, as well as 
to create a logo, and finalize packaging. 
 
     ñWe are very excited about             
manufacturing the butter for Kriemhild 
Dairy Farms.  We think this is a fantastic 
opportunity to support many of the  
farmers who have been working with 

By Becca Jablonski, AED Specialist 

 
     The USDA Rural Development recently 
announced the recipients of its 2009 Value 
Added Grant Program ï Madison Countyôs 
Meadowood Farms and Kriemhild Dairy 
Farms (a company made up of 6 Madison 
County farms) were among the winners. 
http://www.rurdev.usda.gov/rbs/coops/FY%
202009%20VAPG%20AWARDS.pdf 
 
     Meadowood Farms, a 200-acre dairy 
sheep and beef farm in Cazenovia, was 
awarded $28,467 to begin the regional 
launch of Meadowood Farmsô sheeps-milk 
yogurt and cheeses.  Meadowood              
processes milk from its 125-head,                   
pasture-fed dairy sheep flock into yogurt, 
fresh cheese, and hard-aged cheese.  The 
farm is owned by Marc Schappell and  
managed by Bee Tolman (who wrote the 
application and supporting business plan).  
For the past five years, Meadowood has 
been retailing lamb and beef at several 
regional farmersô markets. 
 
     ñMarketing for a small value-added  
business can be time consuming and    
expensive.  At the same time, the financial 
success of the business can hinge on the 
effectiveness of the marketing,ò said         
Meadowood Farms manager Bee Tolman.  
ñWe had developed a solid marketing plan; 

Queensboro Farm Products Inc in Canastota, 
NY for generations,ò said Butch Miller,             
Executive Vice President, Queensboro Farm 
Products Inc. LLC, when he found out that 
Kriemhild was awarded the grant. 
 
     ñThe number of Madison County farms  
adding value to their raw agricultural products 
has increased substantially in the last several 
years,ò said Becca Jablonski, Madison 
Countyôs Agricultural Economic Development 
Specialist. ñWe anticipate Madison County 
farmers winning many more of these USDA 
Value Added grant in the years to come.ò  
 
     For more information about the USDA 
Value Added Grant program, please visit their 
website: http://www.rurdev.usda.gov/rbs/
coops/vadg.htm 
 
     For more information about Meadowood 
Farms, please visit their website: http://
meadowoodfarms.com/ 
 
     For more information about Kriemhild Dairy 
Farms, please visit the Madison County      
Agricultural Economic Development Program 
website: www.MadisonCountyAgriculture.com 
 
     For more information, please contact:   
Becca Jablonski, rb223@cornell.edu,          
315-684-3001 x 125. 
 

Madison County Farms Win 2 Of  The 5 Value Added Grants Awarded 
To New York State 
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Cornell Seeks Antibiotic-Free Beef  for Sale to Dining Halls 
   

There is still room for participation in a new education and marketing program. Due to the development of a 
new natural market, Cornell University Beef Extension program will once again offer a Feedlot and Carcass 
Value Discovery Program for calves born July-November, 2009. Qualifying cattle from this program will be          

marketed to Cornell Dinning and receive a $0.17/lb (hot carcass weight) premium. Producers of these calves will 
receive all feedlot and carcass data such as average daily gain, feed efficiency, market weight, ribeye area, marbling 

score and backfat. Calves are to be weaned June 1 and delivered to the Cornell Beef Teaching and Research            
Center in Harford, NY on July 1, 2010. Cattle are not to have been implanted or fed antibiotics (e.g. Rumensin, 

Bovatec, Aureomycin). Details can be found at: http://www.ansci.cornell.edu/beef/events.html. 

http://www.rurdev.usda.gov/rbs/coops/FY%202009%20VAPG%20AWARDS.pdf
http://www.rurdev.usda.gov/rbs/coops/FY%202009%20VAPG%20AWARDS.pdf
http://www.rurdev.usda.gov/rbs/coops/vadg.htm
http://www.rurdev.usda.gov/rbs/coops/vadg.htm
http://meadowoodfarms.com/
http://meadowoodfarms.com/
http://www.MadisonCountyAgriculture.com
mailto:rb223@cornell.edu
http://www.ansci.cornell.edu/beef/events.html
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How Did We Feed Dairy Cows in 1980? 
3. The Nutrient Requirements- The latest 

nutrient requirement publication from the 
National Research Council was 1978. 
These requirements were based on 
crude protein (CP), net energy lactation 
(NE-l) and acid detergent fiber (ADF). 
Starch, amino acids and NDF (neutral 
detergent fiber) werenôt even mentioned. 
The concept of soluble protein was     
introduced but no guidelines were    

provided. 

4. The Feeds- Rations were developed 
using primarily complete feeds (both 
energy and protein) or protein           
concentrates from the feed companies. 
Many of these were standard formula 
feeds rather than custom formulas for 
specific farms. There were few farms 
using individual ingredients stored in    
commodity barns on the farm. A typical 
decision was whether to use a 16, 18 or 
20% grain mix to supplement the      
forages available on the farm. The  
question of urea use was a hot topic of 
discussion. Heat-treated higher bypass 
soybean meals were not available and 
animal protein sources were not      
common in rations. Rumen protected 

amino acids hadnôt been developed. 

5. The Forages- Quality forage has     
always been and will continue to be the       
foundation of dairy rations. There were 
fewer forage varieties and hybrids to 
choose from. Brown mibrib corn (BMR) 
was not available. Things like NDF    

By: Dr. L. E. Chase, Department of Animal 
Science, Cornell University  
 

     The art and science of feeding dairy  
cattle has changed dramatically in the last 
30 years. There have been continuing    
advances in our knowledge of nutrition,  
new tools becoming available to assist in       
formulation, continuing growth in herd size 
and changes in feeding systems. However, 
the basic biology of the cow hasnôt changed. 
She has always had a rumen that is the key 
to efficient and profitable milk production. 
The following is a short list of some of the 
key areas that have changed over this time 
frame. 
 

1. The Cow- The average New York dairy 
cow produced 12,046 lbs of milk (40 lbs/
day) in 1980 compared with 20,071 lbs 
(55 lbs/day) in 2009. There were few 
cows that produced > 100 lbs. of milk per 
day. A limited number of herds had herd 
averages > 20,000 lbs/cow/year. We were 
feeding a different cow with lower nutrient 

demands. 

2. The Tools- We didnôt have                  
microcomputers with nutrition models and 
spreadsheets in 1980. Rations were    
formulated using simple calculators or by 
remote access to large, mainframe     
computers. At Cornell, we used the TI-59 
calculators with programs on magnetic 
strips. We also developed a least-cost 
ration program that was accessed via a  

telephone connection. 

digestibility, starch content and starch 
digestibility were not in the vocabulary 
when talking about corn silage. The use 
of bunker silos was growing but a majority 
of the forages were stored in  upright silos 
or as dry hay. Forage testing was          
relatively new but growing rapidly with the 
availability of forage testing labs.              
Determining NDF, NDF digestibility, 
starch or silage fermentation profiles were 

unheard of in 1980.  

6. The Feeding System-The TMR (total 
mixed ration) concept was still relatively 
new but gaining acceptance rapidly.  
Magnetic or computer controlled grain 
feeders were used on a number of herds. 
Various types of conveyor systems were 

used to feed forages in free-stall herds. 

7. The Educational System- Dairy               
producers relied more heavily on            
Cooperative Extension and feed               
companies for nutrition information.    
Cornell was very active working with the 
feed industry with the Cornell Nutrition 
Conference and the Regional Feed 

Dealer meetings. 

     In the future we will see the development 
of technologies that will allow us to grow 
more ideal forages, analyze and balance 
more precisely a narrower spectrum of    
nutrients and use new methods to deliver 
what is optimal to and through the rumen. 
The biology of the cow will be a constant, 
our understanding of how to best work with 
it will continue to progress. 

Online Certification Available for Sheep Quality                        
Assurance  

You can now become Sheep Safety and Quality Assurance (SSQA) Level 1 certified 
from the comfort of your own home. The American Sheep Industry Association (ASI) 

recently released their newly developed online version of this training. The Level 1 training is          
designed to educate producers on the basics of assuring safety and quality in American lamb          

products, to describe and define the safety and quality guidelines, and to assure that producers  
understand the concepts and reasoning behind the development of the guidelines and the            

importance of their implementation.                                                                                                     
For more information please visit www.sheepusa.org/Online Education. 

http://www.sheepusa.org/Online_Education
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desirable customers? Is this segment of 
the market profitable, and does it offer 
growth potential? Does your firm have a 
competitive advantage in meeting the 
needs and wants of customers in this 
segment? Is your competitive                      
advantage in this segment sustainable? 
 

     In the late 1990ôs it was the baby 
boom generation that drove an increase 
in wine consumption in the US. Now 
wineries are focusing more marketing 
efforts toward the millennial generation 
(born between 1979 and 1994 and  
including 81 million persons), who are 
likely to drive the next few years of  
increased wine consumption. About 50 
% of Millennials are now more than 21 
years of age, and thus can legally drink 
alcoholic beverages. This group is  
challenging to reach from a marketing 
perspective.  
 

     Marketing strategy is more than just 
promotion and advertising!  Once the 
target market is identified, the next step 
in building the marketing plan is to   
develop strategies for the other        
elements of the marketing plan - I.e. 
product, price, distribution (place) and 
promotion.    
 

Product strategy examines the 
products being sold, packaging, 
and position in the market. 

Pricing strategy involves analysis 
of various methods of formulating  

Gerald B. White, Professor Emeritus, Department of 
Applied Economics and Management 
 

     There are more than 6,000 es in the US. 
There are an estimated 60,000 labels 
(including imports) available in the US wine 
market - and even more SKUôs, considering 
there are often more than one vintage per 
brand. The goal of wine marketing should 
be to enhance the value of your brand, thus 
creating brand equity. The management of 
every winery should be able to answer the 
question (in ten words or less): What makes 
your wine different? Why should customers 
buy your wine? 
 

     In many cases new wineries began as a 
dream to participate in a style of life that is 
both attractive and potentially profitable.  
Decisions about what varieties of grapes to 
plant or styles wines to make are often 
made base on personal preferences of the 
owners, or even what varieties of grapes are 
already available on the farm.  This philoso-
phy is at odds with marketing theoryðyou 
cannot follow in the footsteps of hundreds or 
thousands of other wineries or vineyards 
and expect to create something that is 
unique or even slightly different!   
 

     Who needs a wine marketing plan? Start
-up firms certainly do, as a part of a       
complete business plan. Existing firms also 
need a marketing plan when considering 
major expansion or when considering           
access to outside capital. In these            
situations, a business plan with a well          
developed marketing plan is useful, even 
essential, to communicate clearly with  
bankers, financial advisors, and/or potential 
outside investors.  
 

     The ultimate purpose of the marketing 
plan is to explain how you will get your 
wines known and purchased by customers.  
You should start by identifying the target 
market, or group of customers to whom you 
will aim your marketing effort. The target 
market is not simply whoever is buying or 
will buy your products, but rather those   
individuals or businesses that you identify 
as your most desirable customers. 

 
     Use the following questions to identify 
your target market:  Who are your most  

price strategy and looks at the impact of  
various prices on sales and profitability. 

Place strategy examines various          

distribution channels and discusses 
activities involved in moving goods from 
the producer to customers. 

Promotion Strategy focuses on getting 

your product known. It examines           
promotional techniques such as              
advertising, public relations, sales           
promotions, and social networking. 

 

     Each of these elements is approached 
with the target market in mind. To reach the 
Millennial generation, specific approaches 
often revolve around on-line marketing - e.g. 
wine ads on Facebook for Millennials of 
wine drinking age.  Millennials spend much 
less time than their parents watching TV, 
but they do watch TV on-line. They enjoy 
winery events where they can go with 
friends in a group to taste, enjoy music, 
wine, etc.  Not every winery will find it     
advantageous to target Millennials, but the 
industry in total needs to understand how to 
succeed with this generation!   

 
     One commonality among small wineries 
is the challenge to succeed in wholesale 
distribution. Since the winery will receive 
just 50 per cent of the final bottle price for 
wine sold through wholesale distribution, 
most small wineries rely heavily on sales 
through the tasting room, where the winery 
receives 100 percent of the final bottle price. 

This dictates a strategy 
built around attracting 
tourists and visitors to the 
Finger Lakes (or the   
Hudson River Valley, and 
Long   Island regions, for         
examples). This strategy 
makes the wine trails an          
important element of many 
New York small wineriesô 
promotion strategies, 
which are often built 
around active membership 
in the wine trails, joint   
promotional programs, 
and highway signage. 

 

Developing a Wine Marketing Plan for a New Winery 
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used for tasting and other promotional 
events. Wineries may pour about 10% 
of wine produced in the tasting room, 
2% could be given to staff/investors/
owners, 1% may be reserved for a   
library program, and about 1% may be 
distributed to media events/fairs/
tastings, or given to charity.   
 

     Wineries producing more than 6,000 
to 7,000 cases annually may find it  
advantageous to pursue a dual            
marketing strategy: work jointly with a 
wine trail to get visitors and to try to 
make the winery a ñdestination.ôô As 
wineries grow beyond this volume, they 
will need a strong branding strategy to 
develop a market for the balance of 
their production. This element of the 
marketing plan involves decisions about 
the product label, bottle shape, type of 
bottle closure to use (natural cork,   
synthetic closures, or screw caps). The 
emphasis becomes one of trying to  
influence visitors to the tasting room to 
become regular customers who will 
purchase the wineryôs products at retail 
stores, restaurants, or by ordering        
directly from the winery.  Wineries find it 
to their advantage to develop means of 

     This strategy built around wine trails, 
which has been successful for many New 
York wineries, has certain implications for 
the product line. Since the emphasis is 
attracting drive-by traffic to stop at the  
winery, it is difficult to target the consumer 
who would pay, for example, $50 dollars 
for a bottle of wine. Reliance on tasting 
room sales dictates that these wineries 
typically have 12 to 20 wines for visitors to 
taste, with prices ranging from about $8 to 
$20. These wineries find it advantageous 
to have ñsomething for every tasteò. Thus 
small wineries are likely to have a range of 
native, hybrid, and vinifera varietals      
available for visitors to the tasting room.  
Typically, wineries find it possible to move 
about 6,000 to 7,000 thousand cases   
annually through the tasting room.             
Wineries larger than 7,000 cases in annual 
production find it necessary to develop 
other outlets (selling to retailers or          
restaurants, or selling to wholesalers) 
where margins are lower.   

 

     One thing to keep in mind, especially in 
developing the financial plan for the winery, 
is that the promotion strategy usually        
results in as much as 10 to 15% of wine 
which is produced but not sold, but will be 

keeping in contact with customers who visit the 
tasting room by devising a method to get names 
and addresses of customers who buy wine at 
the tasting room, and to attempt to stay in      
contact with them through e-mail list serves, 
newsletters, etc.  A well-designed web site is 
often central to this approach of staying in touch 
with customers who have visited the winey and/
or have tasted its products at various other 
events. E-mail list serves and web sites have 
the advantage of being much less costly than 
direct mail, and is more in tune with the           
communication preferences of the millennial 
generation, who will be the drivers of increased 
wine consumption in the next decade or so! 

 
Some links for developing business plans and 
marketing plans for small wineries: 
E. B. 2002-06 http://aem.cornell.edu/outreach/
extensionpdf/2002/Cornell_AEM_eb0206.pdf 
E. B. 2002-07 http://aem.cornell.edu/outreach/
extensionpdf/2002/Cornell_AEM_eb0207.pdf 
 
òSmart Marketingó is a marketing newsletter 
for extension publication in local newsletters 
and for placement in local media. It reviews 
elements critical to successful marketing in the 

food and agricultural industry.   
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                        Learn Latest in Ag Research & Best Practices at Cornell Center for 2010 Empire 
Farm Days  ð  August 10-12, 2010   

 

Crops, livestock, fruits, vegetables, wine, lawns, manure management, high tunnel agriculture, gardens, garden pests, the maple 
industry ï you name it, the Cornell Center at the Empire Farm Days, the Northeastôs largest outdoor agricultural trade show, has it. 
Empire Farm Days is a one-stop shop for learning about the diverse and unparalleled resources available for farmers, gardeners 

and landowners from the Cornell University College of Agriculture and Life Sciences. Starting at 9am each day, Cornell experts on 
farm management, next-generation transitions, value-added agriculture, and product marketing will be available to answer your 

questions and provide resources.  
The 2010 Empire Farm Days óAsk the Expertsô area at the Cornell Center will focus on sustainable and local food production,    
bioenergy resources, and veterinary medicine. ò The ñHot-Topicsò booth, a recent and popular addition to the Cornell Center, will 
feature Cornell faculty and extension educators on critical issues facing New York growers and residents, such as food safety and 

security, agriculture labor management and the continuing problem of late blight.  

Many Topics of Interest at Cornell Center  

Sustainable and local-food production  
What is the future for bioenergy and green energy?  

Have animal health questions?  
Learn through play!  

 

There will be more than 30 different booths; over 21 programs scheduled, New York cheeses, apples, wines, fresh-roasted corn 
and food products developed with Cornell expertise will be available for attendees to sample. A Cornell alumni & friends reception 

will be held on August 11 from 2:30-4 pm at the Center with Cornell University administrators and faculty. Ice cream from the     
Cornell Dairy Store will be served.  

http://aem.cornell.edu/outreach/extensionpdf/2002/Cornell_AEM_eb0206.pdf
http://aem.cornell.edu/outreach/extensionpdf/2002/Cornell_AEM_eb0206.pdf
http://aem.cornell.edu/outreach/extensionpdf/2002/Cornell_AEM_eb0207.pdf
http://aem.cornell.edu/outreach/extensionpdf/2002/Cornell_AEM_eb0207.pdf
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By: Jerry Bertoldo, DVM  
 

     Flies are the number one pests that 
affect calves. Lice can be a problem on 
farms where calves are housed adjacent to 
older replacements or adults. Where calves 
are removed quickly after birth and placed 
away from older animals this is not a   
problem. Internal parasite infection of 
young calves (nematodes) occurs where 
there is exposure to infective larvae in adult 
manure that is more than 2-3 days old or 
dirt lots used by adult cattle. Calves are not 
born with these infections and will not 
propagate transmission as wet calves as a 
rule. Coccidia and Cryptosporidia infections 
can occur if bedding is not changed or  
subsurface contamination is not covered 
well enough by bedding. Mange and         
ringworm are skin diseases from contact 
either with infected cattle or surfaces      
carrying the respective mite or fungus. 
 

     Flies are not limited to any one area or 
age group on the farm regardless of their 
breeding site. The house fly, Musca      
domestica, is the primary pest of the young 
calf. They do not bite, but are effective 
fomites or carriers of disease. There is 
evidence that coliforms can multiply in their 
mouthparts. Since these flies enter           
darkened buildings, homes near swarming 
animal areas can be inundated with every 
opening door. House flies complete their 
life cycle rapidly in 10 days.  
 

     The stable fly, Stomoxys calcitrans, is 
the second most common barnyard pest. 
These normally attack the legs and bellies 
of cattle with piercing mouthparts to feed 
on blood several times a day. Foot            
stomping is a telltale sign of the painful 
bites of both the males and the females. 
Decreased appetites and fatigue is            
possible with heavy infestation. Stable flies 
historically did not enter buildings as the 
house fly does, but have done so in recent 
years. They complete their life cycles in a 
leisurely 3-4 weeks. 
 

     Horn, face, heel, horse and deer flies 
are associated with cattle on pasture and 
not a concern for indoor housed calves and 
only a minor problem for hutch calves. 

Face flies, the carriers of the Pinkeye   
bacteria, may present the      
biggest challenge of this group. 
  
Limiting Fly Habitats 
 
     Both the house and stable fly 
breed in manure, manure piles, decaying 
silage, moist waste feed, bedding, wet 
straw and grass clippings. Straw bedding 
has been shown to promote greater growth 
of both house and stable flies than wood 
shavings or other commonly used material.         
Infestation assessment and monitoring 
may be accomplished by use of fly counts 
on animals, bait traps, sticky ribbons or 
spot cards.  
 

     As with all fly problems, sanitation is the 
key management control point. Removal of 
the favored breeding materials every 7 
days breaks the life cycle of all flies.    
Keeping as little exposed wet organic   
matter around the farm as possible is ideal. 
Keeping manure out of muddy areas, 
spreading manure in a thin layer to       
promote drying, eliminating gaps under 
water tanks and feed bunks, spreading 
refused feed and spoiled silage frequently 
are best management practices. 
   
Fly Control 
 
     Despite the best attempts at reducing 
the breeding efficiency of flies there may 
be a point where other control methods are 
needed. Some flies routinely travel miles. A 
neighbor with little regard for fly control 
may be exporting an airborne army in your 
direction.  
 

     Chemicals have been used for decades 
to eliminate adult flies and larvae. Long 
acting residual products are effective for 
immediate knockdown, but build resistance 
much faster than short term agents. 
Spaces sprays and baits are effective,  
selective and less apt to promote                
resistance. 
 

     Sticky tapes and ribbons can be quite 
effective for low to moderate infestations. 
Frequent changing is necessary to avoid 

dry, dust covered and fly saturated strips. 
Biological control otherwise 
known as Integrated Pest           
Management or IPM has       
become more common for use 
against the house fly. Parasitic 
wasps, Muscidifurax raptor,   

selectively lay their eggs in the  larvae of 
the house fly effectively preventing it from 
developing. These are commercially raised 
and released on a weekly basis from          
mid-May into mid-August in northern 
states. It is important to note that only this 
species of wasp is effective against the 
house fly. Other parasitic wasp species 
have been promoted as such with little or 
no results. These host-parasite                    
relationships are very species specific. 
These wasps are naturally occurring, but in 
numbers too low to contend with the fly 
numbers generated on most farms today.  
 

      In addition, there are beetles and mites 
that are predatory to flies. All insects    
parasitic to flies are subject to the same 
chemical control effects as their victims. 
Residual insecticides or larvicides cannot 
be used in conjunction with parasitic wasp 
releases. Judicious use of short acting 
chemicals is often necessary to                     
supplement natural parasitic wasps. Future 
study holds hope for parasitic control of 
other species of fly pests. 
 

     For more information on fly control in 
cattle check out the Cornell IPM website   
at http://nysipm.cornell.edu/livestock 

Whatõs Bugging Your Calves? 

Celebrate!!  

July is          

Ice Cream 

Month! 
 

Eat Ice Cream!! 
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July - October - Madison County Fairgrounds 2010 Events Schedule, Brookfield, NY, www.madisoncounty-fair.com  or phone 315-899-5867  
     July 24-25 Mule Days, Mule & Donkey Open Show, Mule & Donkey Gymkhana Show, Trail Ride (Muleshoe99@aol.com)   
     August 14-15 Antique Motorcycle Club of America-State Meet (www.antiquemotorcycleclub.org)  
     September 11 Jeff Dye Memorial Ride & Poker Run for Leukemia  
     September 24-26 Wheel Days 38th Annual Tractor/Truck Pulls, Demo Derby, Just Cruise-In Car Show, Entertainment  
     October 8-11 New York State Horse Council 42nd Annual Fall Pleasure Ride (www.nyshc.org)  
 

July 19-20 - Madison County 4-H Youth Fair Dairy and Beef Show. Cornell Cooperative Extension of Madison County, Barn, Morrisville. 
 

July 22 - Cornell Universityõs Aurora Farm Field Day. 10am ï 3pm, Registration at 9am. Musgrave Research Farm, 1256 Poplar Ridge Road, 
Aurora, NY. An educational program of the Integrated Field Crop, Soil, & Pest Management Program Work Team in conjunction with Cornell           
Cooperative Extension will be hosting the event with research demonstrations & presentations of interest to the local farming community. DEC and 
CCA credits have been applied for. For more information, please contact Larissa Smith at lls14@cornell.edu or 607-255-2177. 
 

July 22 - Pollinators and Pesticides Symposium. 10am ï 11:30am, 1pm ï 4pm. Alfred State SUNY College of Technology, 10 Upper College 
Drive, Alfred, NY. A steady decline in pollinator species has been noted for decades. The increasing loss of honey bee colonies suffered by the 
commercial beekeepers that provide pollination services to commercial growers indicates that many food supplies are imperiled. This symposium 
introduces attendees to some of the recent findings related to honey bee & pollinator losses. Presentations include experts from Pennsylvania 
State University/Center for Pollinator Research and USDA-ARS Honey Bee Pollination Lab in Tucson, Arizona. This Symposium is Sponsored by 
Alfred State SUNY College of Technology/Institute for Sustainability; The Western New York Honey Producers Association; The New York            
Sustainable Agriculture Working Group with USDA RMA; and Bee Culture - the Magazine of American Beekeeping. There is no cost to attend; we 
do however require registration through the New York Sustainable Agriculture Working Group at nysawg@gmail.com or 716-316-5839. Include 
name, affiliation (eg. Grower, researcher/college, beekeeper/organization, etc), and phone # or e-mail address. 
 

July 28 -  4th Annual Biomass Bio-energy Workshop. 9:30am ï 3pm. Big Flats Plant Materials Center, 3266 RTE 352 Big Flats, NY (Chemung 
County). There will be speakers, a wagon tour &  demonstrations. Speakers will include representatives of private industry, Cornell University, 
Penn State University, USDA, and NGOs. Energy crops to be discussed: grasses, willows, hardwood chips, sorghum and canola. There will be a 
$10.00 charge for lunch. Please call 607-562-8404 for more information. 
 

July 28 - 29 - Cornell Fruit Field Days 2010. 8:00 AMï05:00 PM at NYSAES Fruit & Vegetable Research Farm. Come and see the latest re-
search & extension advances in tree fruit, grapes, and small fruit at the Cornell Fruit Field Days. The program will feature research and extension 
on grapes and small fruit on the 28th and tree fruit on the 29th. Register either for single day attendance or both days: Single day registration:  
https://www.nysaes.cornell.edu/store/catalog/product_info.php?cPath=24&products_id=56 Both days registration:  
https://www.nysaes.cornell.edu/store/catalog/product_info.php?cPath=24&products_id=57 The cost of the event is $15 for single day attendance 
and $25 for both days. Lunch is included with registration.  Contact: Amy Andersen - Phone: 315.787.2331, Email: ada10@cornell.edu 
 

August 3 -  NRCS Focus: EQIP on an Organic Dairy. Cobblestone Valley Enterprises, LLC, 2023 Preble Rd, Preble, NY, 13141 10:30-1:00pm 
Visit a dairy farm with a longtime relationship with NRCS and who have received EQIP money for their farm. Paul Knapp will talk big picture about 
the conservation and management practices of their farm. Suzette Kocher, NRCS agent, will talk about how NRCS has been involved in the farm 
and how NRCS programs have improved conservation on the farm. Through the farm walk there will  conversation from both the farmer (overall 
organic concepts) and the NRCS agent (overall NRCS language, concepts, programs). The goal of this day is to: 1. introduce farmers to the NRCS 
programs available, NRCS language, and how to work with an NRCS agent.  2. To introduce NRCS agents to organic farming and how NRCS can 
augment the good conservation practices that already occur on organic farms. Co-Sponsored by NRCS of NY State. 
 

August 10-11  Empire Farm Days 
 

August 14 & 21 -  Master Beekeeper - Apprentice Level Fall Course. 9am ï 6pm. The Cornell University Master Beekeeper Program will     
conduct its one-day Apprentice Level Fall Workshop twice this year. This is a comprehensive course that picks up where the spring class left off. It 
covers summer, fall and winter management; honey removal, extraction and processing; and IPM for honey bee pests, parasites, pathogens and 
predators. New beekeepers and experienced beekeepers looking for a refresher course are encouraged to attend. Class includes 2-hours of field 
work. Cost is $85. A workshop manual and refreshments are provided. The August 14 workshop will be at Dyce Lab, Cornell University, and the 
August 21 workshop will be at Betterbee, Greenwich, NY. Classes are limited t o24. For registration materials visit http://
www.masterbeekeeper.org/masterbeekeeper.htm. 
 

August 19 -  Small Ruminant Dairy: Raising Sheep in the Pasture. Northland Sheep Dairy, 3501 Hoxie Gorge - Freetown Rd. Marathon, NY 
13803 (Cortland County) 10:30am-1:00pm Sheep are able to turn grass into milk, meat, and fiber.  Come see some management strategies for 
incorporating small ruminants into a grass-based farming system.Top of Form 
 

August 24 - Buckwheat Field Day.  1-4 pm at Alfred State College. 
 

August 28 - Northeast Hops Alliance (NeHA) Hop Pickinõ Picnic. 12 - 5pm. Foothill Hops Farm, www.foothillhops.com , in Munnsville, NY. Fee 
is $10 for NeHA members/$20 for non-NeHA members includes tour, lunch & Empire Brewery Beer. For more information about NeHA field days 
or to register, please visit http://www.northeasthopalliance.org or call 315-684-3001 x 125. &

 

mailto:lls14@cornell.edu
mailto:nysawg@gmail.com
https://www.nysaes.cornell.edu/store/catalog/product_info.php?cPath=24&products_id=56
https://www.nysaes.cornell.edu/store/catalog/product_info.php?cPath=24&products_id=56
https://www.nysaes.cornell.edu/store/catalog/product_info.php?cPath=24&products_id=57
mailto:ada10@cornell.edu
http://www.masterbeekeeper.org/masterbeekeeper.htm
http://www.masterbeekeeper.org/masterbeekeeper.htm
http://www.northeasthopalliance.org
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Madison Manager      
     This newsletter is published monthly by the Agricultural Program of Cornell Cooperative Extension of Madison County.  Cornell Cooperative   
Extension and its employees  assume no liability for effectiveness or results of any chemicals for pesticide use.  No endorsement of products is made or 
implied.  Every effort has been made to provide correct, complete, and up-to-date pesticide recommendations. Nevertheless, changes in regulations 
occur constantly, and up-to-date  pesticide recommendations are not a substitute for labeling.  Please read the label before use.  Whenever trade names 
or the names of manufacturers are used herein, it is with the understanding that no discrimination is intended and no endorsement by Cornell                  
Cooperative Extension is implied. 
 

     The Madison Manager is edited by Kathe Evans and produced by Darlene Curtis.  For more information contact Cornell Cooperative Extension of 
Madison County P.O. Box 1209, 100 Eaton St., Morrisville, NY 13408. phone:  315-684-3001 or  fax:  315-684-9290, www.cce.cornell.edu/madison. 
 

     Ag Program Committee:  Andy Shephard - Cazenovia, Doug Ford - Bouckville, Ginger Scoville - Morrisville, Nathan Durfee - Chittenango,   
Denise Goedel, Earlville, Roy Meeker, Munnsville, Doug Trew, Munnsville.    
 

Staff:   
Karen Baase-Extension Issue Leader    Extension # 105   kab21@cornell.edu  
Kathe Evans, Extension Community Educator    Extension # 106   kbe4@cornell.edu 
Becca B.R. Jablonski AED Specialist    Extension # 118   rb223@cornell.edu 
Darlene Curtis, Administrative Assistant    Extension # 100   dme6@cornell.edu   
April Winslow, Ag in the Classroom Coordinator   Extension # 111   amh36@cornell.edu 
Steve Miller, Farmers Market Nutrition Program Coordinator  Extension # 106   sgm6@cornell.edu 

of Madison County 

 

NY FarmNet was established in 1986 to provide farm families with a network of information, contacts and services that are 
uniquely suited to the financial and personal challenges of agricultural business management. This network covers every aspect 

of high-pressure decision making from partnerships and transfers to stress management, family communication, domestic      
concerns, and disaster response. FarmNet is a working resource to help build positive solutions for future success. Key program 

support is   provided by the New York State Department of Agriculture and Markets and NY Farm Viability Institute. 
 

Contact Us 

For urgent inquiries, please call: 1-800-547-FARM (3276) 

Regular Business Hours: 9:00 AM - 4:00 PM EST Monday - Thursday  

9:00 AM - 3:00 PM on Friday  

There is a 24-hour, 7 day a week answering service is available.  Most calls are returned by the next business day. 

CHANGE SERVICE REQUESTED 


