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Reach
Smart, cost-effective marketing campaigns start with a carefully-defined audience.  
Across print and digital formats, Feed & Grain delivers your message to the right 
people – decision makers. 

Feed & Grain makes a significant, annual investment 
in audience development, including a BPA audit – a 
quality assurance step we take for you. Based on  
our most recent audit, of the 15,700 qualified  
subscribers, 8,873 identified as corporate and  
general administration. Another 4,461 are mill, plant 
or elevator operations management.  More than 
eight of every 10 subscribers are in managerial 
roles. You reach people who guide the process and 
make the decisions when it comes to selecting  
products and services.

Digital reach via Feed & Grain also sets high  
standards. Our data shows that of the 15,373* people  
who access our digital edition, nearly 10,000* are in  
corporate or operations  management positions.  

Effective marketing communications has never had so many diverse opportunities 
. . . or confusing options. Digital? Print? Live? Email campaigns? Feed & Grain will 
help you make sense of it all.

Industry Watch, our daily eNewsletter, mailed to 13,283* inboxes, includes 
about 8,700* recipients in corporate and operations management positions. 

And of the 12,368* who have opted to receive email marketing messages, 
more than half are in management positions. 

Simply put, Feed & Grain media delivers decision makers. 

Reach. Connect. Engage.
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INFORMATION TO GUIDE YOUR PROFIT AND GROWTH AUGUST/SEPTEMBER 2015

30 | PRODUCT SPOTLIGHT: Conveying & Material Handling

44 | FOCUS ON REGULATORY 

Veterinary Feed Directive
AFIA breaks down the updated rule 

60 | BUSINESS 101
Managing shrink at grain elevators

Pictured from left: 
Mike Sodak,  

mill manager;  
Jane Fallon,  

general manager of 
Cargill Pork;  

Bradly Marecek,  
construction safety. Bigger

Picture
Cargill’s Hedrick, IA, feed mill is 
positioned to support local hog 

farmers, produce optimal output for 
nearby bacon processing facility.

14 | FEED MILL CONSTRUCTION

Part  
of the

*Publisher’s own data/**June 2015 BPA audit statement

Email marketing
12,368*

Industry Watch enewsletter – 13, 283*

Print
qualified subscribers

15,700** 

Digital edition
15,373*
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Engage
It can be a buzzword, tossed around in our digital age until meaning is 
lost. Here‘s what engagement means in our efforts. 

Engagement means recognition.  Our audience recognizes that we  
deliver information that matters. 

Engagement means acceptance. Our audience chooses to accept 
content from Feed & Grain. So much so that even in this world of content 
clutter, they provide us with their email address. 

Engagement means involvement. Feed & Grain staff are present at key 
industry conferences and trade shows. And, in 2016, we’re launching our 
first-ever live event. 

We are involved today – and have been a part of this vibrant and vital 
industry for over 50 years. We are constantly in touch with our audiences 
and those who wish to reach them.

Engagement happens when you reach the right audience with content 
they need, want and value and let the audience access or receive that 
content in the formats they choose.  That’s what we do. 

We help you do the same.

Reach, connect and engage decision makers with Feed & Grain.

Connect
Feed & Grain content connects. It informs, educates, intrigues and entertains. It 
helps the audience make sense of complex issues.  

Our editorial direction is well-defined and effectively delivered. Consider our cover  
features.  Feed & Grain provides in-depth articles that focus on the efforts of  
progressive owners, operators and managers working to improve customer service, 
throughput, efficiency and quality.

A look at feedandgrain.com shows that we cover the industry’s critical issues: 
Global trade, infrastructure challenges, grain merchandising, association updates, 
regulatory issues and so much more.  Every weekday, Industry Watch delivers the 
day’s news that’s pertinent to feed and grain professionals.  Plus, more than 3,500* 
people connect with Feed & Grain’s social media platforms. 

Get connected. Place your marketing communications messages in the right  
editorial environment with Feed & Grain.

4,461mill, plant or elevator  
operations management

8,873corporate and general  
administration

Subscribers

Subscribers

*Publisher’s own data
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JANUARY

Feed industry trends

• �Dust control & explosion 
prevention

• �Design, construction & 
remodeling 

• �Maintenance, motors  
& generators

Dec. 11-13 | Chicago, ILAug. 22-23 | Altoona, IA

FEBRUARY/MARCH

Grain handling 
safety

• �Storage (including 
fumigation & pest control) 

• Drying & aeration 
• �Safety & rescue 

equipment

APRIL/MAY

Transportation

• �Operations management 
(including financial 
products/services & plant 
automation)  

• �Transportation-related 
products

• �Renovation &  bin cleaning

JUNE/JULY

Grain Quality

• �Cleaning equipment  
& magnets

• Grain testing & analysis 
• Weighing

AUGUST/SEPTEMBER

Facility  
management

• �Conveying & material 
handling

• �Bags, bagging & palletizing

OCTOBER/NOVEMBER

Feed Management

• Mixing & batching  
• Milling & grinding
• �Automated control systems 

SHOWCASE 2017

Annual buyer‘s guide

• �Most comprehensive 
listings and buyer‘s index 
for the industry

• �Hundreds of full color 
product listings

• Buyer‘s Guide
• Product/Service Directory
• �Inquiries processed  

year-roundP
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www.feedandgrain.com

NGFA Country Elevator/Feed 
Industry ConferenceFeed & Grain LIVE

Feb. 28-Mar. 1 | Austin, TX

Mar. 13-15 | San Diego, CA

GEAPS Exchange

NGFA Annual Convention

Jan. 26-28 | Atlanta, GA

International Production & 
Processing Expo (IPPE)

Distribution at ALL 
major shows & 

meetings throughout 
the year!

LIVE SHOW ISSUE

Close: 11/20/15
Art Due: 12/1/15

Close: 12/28/15
Art Due: 1/7/16

Close: 3/4/16
Art Due: 3/11/16

Close: 5/4/16
Art Due: 5/11/16

Close: 7/7/16
Art Due: 7/14/16

Close: 9/6/16
Art Due: 9/13/16

Close: 10/21/16
Art Due: 10/28/16dates

2016 editorial calendar

Reach. Connect. Engage.
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more Print Opportunities

Contact us today for details.

Classified Ad Rates 
Ads sold per column inch. Ad can be 
1-4 columns wide by 1-10 inches high.

1 column inch
1.75 in. wide x 1 in. high

1x = $165/4x = $160/7x = $155

2 column inch
1.75 in. wide x 2 in. high

1x = $295/4x = $285/7x = $265

3 column inch
1.75 in. wide x 3 in. high

1x = $440/4x = $420/7x = $400

4 column inch (2x2)
3.625 in. wide x 2 in. high

1x = $570/4x = $550/7x = $510

5 column inch
1.75 in. wide x 5 in. high

1x = $705/4x = $650/7x = $630

6 column inch (2x3)
3.625 in. wide x 3 in. high

1x = $850/4x = $815/7x = $755

www.feedandgrain.com AUGUST/SEPTEMBER 2014 | Feed&Grain 77

CL A S SIFIED S

HAMMERMILL

Screens
Hammers/Rods/Spacers

Same day shipping
www.consolidatedmill.com

1-800-843-5704
Consolidated Mill Supplies, LLC

WE BUY USED GRAIN AND 
FEED EQUIPMENT

WE SELL NEW AND USED 
GRAIN AND FEED EQUIPMENT

•Pellet Mills  •Extruders  •Hammer Mills
•Coolers  •Dryers  •Roller Mills  •Flaker Mills

•Cleaners  •Sewing Lines  •Mixers  •Elevator Legs  
•Dust Filters  •Air Pumps •Complete Feed Mills

•New Conex Extruders & Replacement Parts 
for Conex Model 5000 & 5500 Extruders

LARGE INVENTORY IN STOCK

Continental Agra Equipment, Inc.
1400 S. Spencer Rd, Newton, KS  67114

Ph:  316-283-9602
Fax:  316-283-9584

E-mail: sales@continentalagra.com
Web:  www.continentalagra.com

GRAIN AND FEED 
MILL EQUIPMENT
Continental Agra Equipment

MANUFACTURER’S REP WANTED 
to sell well-known brands of grain moisture 

testers. You will be working with grain 

elevators, farmers and farm supply dealers 

who serve the grain production industry.  

If you have experience selling to grain 

elevators and managing dealers, and you 

would like to build a business that you 

have equity in, this is the position for you!  

Excellent products, service and quality.  

Compatible, non-competing lines okay.  

We offer a generous commission program, 

with guaranteed commission and travel 

support during your developmental period. 

This opportunity could be based out of 

Indiana, Ohio, or Michigan.  If interested 

send a cover letter and résumé to: 

TesterSalesRep@ctbinc.com.

Part of CTB, Inc.,  
A Berkshire Hathaway Company

Buys and Sells:
FEED, FIBER, ADDItIvEs
Corn Gluten Feed, Oat Hulls, 

Canola Meal, Potato Products, 
Sugar Beet Pulp Products & 
More Quality Ingredients

NAtIONWIDE sERvICE
1-800-776-3610

www.LaBudde.com 
LaBudde@LaBudde.com

LABUDDE GROUP
INCORPORATED

DAMAGED 
GRAIN AND 

FEED PRODUCTS 
WANTED

ANY CONDITION
TOP DOLLAR!

We have vacs and trucks.
Call Heidi or Mark

NORThERN AG
SERvICE INC.
800-205-5751

• Cleans • Sorts • Classify • 
• 25 to 600 BPH •
www.profile-ind.com

763-428-5858

S.W. IN
C
. S.W. Vac Inc.

Resource Recovery
Division of S.W. Inc. Emergency Services

 Grain Salvage  Disaster Recovery 
 Vacuum Transfers  Bulk Pneumatic Conveying 
 24 Hour Industrial & Railroad Emergency Services 

3701 West Hwy. 12  •  Willmar, MN 56201
Office: 1-800-366-8665 or 1-320-235-9323
Mobile: 1-320-979-4700 or 1-320-979-4701

sw-inc@qwestoffice.net
www.swrecycling.com

ANYTIME. 
ANYWHERE.

ANY DEVICE.

Get fast, in-depth analysis and timely trend 
coverage — all aimed at helping readers 
run their businesses more effectively.

• Stay up-to-date with the latest news

• Shop for essential products in our Buyers Guide

•  Share your expertise and knowledge with a larger 

audience with our blogs

•  See what’s happening in our social networks

• Content fits your device…no app needed

Visit Us Today!

.COM

T-SQUARE 
MILLWRIGHT SERVICES, INC.                                                       

North Webster, IN
Ph: (877) 808-7220
Fax: (574) 834-1137

T-SquareMillwright.com 

DESIGN/BUILD CONTRACTORS

TURNKEY CONSTRUCTION

FOR COMMERCIAL FEED & 
GRAIN FACILITIES

CONCEPTUAL DESIGN 
THROUGH START UP

2016 Rates (GROSS)

Feed mart Rates 
Get your product or service  
highlighted in this quick  
reference section.
4-color, 2-color or Black/White
Personalized url
Ad Size: 33⁄8” x 47⁄8”

	 Full	 $4,320	 $4,750	 $5,390

	 1/3	 1,970	 2,295	 3,040

	 2/3	 3,415	 3,840	 4,490

	 1/2	 2,660	 3,085	 3,730

	 1/4	 1,475	 1,900	 2,550

	 Size	 B/W	 2-Color	 4-Color
FE

ED
 M
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Feedandgrain.com/company/10000558

Feedandgrain.com/company/10443737        

Feedandgrain.com/company/10000343 SEE US AT IPPE, BOOTH #2933

Feedandgrain.com/company/10000586

			   Black/White	 4-Color
			   or 2-color

	 7X		  $815	 $915
	 3X		  $875	 $975
	 1X		  $950	 $1,050

Send materials to:
Feed & Grain | 45 S. Water Street East | Fort Atkinson, WI 53538
Attn: Vicki Roth | vicki.roth@feedandgrain.com | 920.397.3834 

PDF files preferred. Files may be emailed as long as they are 
less than 25 MB. To send files exceeding 25 MB, please use the 
following ftp site: https://www.hightail.com/u/afbf-cs

All rates listed are NET rates per insertion. All special section 
advertising is pre-paid prior to closing. Applicable credit 
cards are MasterCard, Visa or American Express.

Terms and conditions apply for details go to www.feedandgrain.com

Ad Sizes

Page trim size is 77⁄8" wide by 103⁄4" high. Keep essential matter 3⁄8" inside trim dimensions on all 
four sides. (All sizes are width x height.)

FULL PAGE
Bleed: 81⁄8" x 11" 
Trim: 77⁄8" x 103⁄4"
Live area: 7" x 10"

2⁄3 PAGE VERTICAL  49⁄16” x 10”

1⁄2 PAGE VERTICAL  33⁄8” x 10”

1⁄2 PAGE STANDARD  49⁄16” x 73⁄8”

1⁄2 PAGE HORIZONTAL  7” x 47⁄8”

1⁄3 PAGE STANDARD 49⁄16” x 47⁄8”

1⁄3 PAGE VERTICAL 23⁄16” x 10”

1⁄4 PAGE STANDARD 33⁄8” x 47⁄8”

 Supplements
 Custom Publications
 Ride-Alongs
 List Rentals

 Stickers
 Unique Covers
 Specialty Ad Positions

Contact us for details:
Arlette Sambs
arlette.sambs@feedandgrain.com
920.397.3828

Jonathan Franks
jonathan.franks@feedandgrain.com
920.397.3835



SPONSORED CONTENT
Use the power of the internet to get your message to over 44,000* page views per  
month on FeedandGrain.com. Your company’s hot topics can reach an even  
greater audience of more than 13,000* people each day!

 �Displayed on the Feed & Grain home page, news page, “More Articles” list  
under each news story, and in the Industry Watch eNewsletter for one week

 Limited space available (first-come/first-serve basis)

 Features your image/logo, headline, teaser, article and a link to your site

$350/per month

DIGITAL EDITION App ADVERTISING
With over 17,000* views, the Feed & Grain digital edition app is a sure fire 
way to get your name in front of new customers. Advertise in the Feed & 
Grain digital edition app and take advantage of the many readers using 
alternative methods to receive their Feed & Grain information.

Available in iPad, Android formats and online, the Feed & Grain digital edi-
tion app ad dimensions are 1024 x 768 pixels (horizontal). 

 Available to view online or on your tablet device

 �Ads can be supplied or created to design requirements

 �FREE interactive rich media included such as video, audio,  
slideshows, etc.

 Ad view stats supplied on request

Sponsorship Package — $2,500 per year
Tablet Ad — �$100 per issue print advertiser 

$200 per issue non-print advertiser

When I turn on our grain handling system  

and everything runs like a top.

sweet sound
of success.

That’s the

See our
Product Overview 

Brochure

Get the news from
Sweet Talk

Watch Sweet 
Manufacturing  
Quality Bulk 
Material Handling

6 www.feedandgrain.com

Sponsorship 
package  
includes cover 
logo and front 
forward ad in 
every issue.

Digital

Reach. Connect. Engage.

*Publisher’s own data



ADVERTORIALS
‘Advertorials,’ which are written in the house style of the 
host magazine, enable the advertiser to don the mantle,  
use the voice and sport the values of the magazine. This  
intimacy brings added credibility to the brand, while readers  
appreciate the extra material for them to read.

WhitepaperS & Inserts
Promote your product or service with the overall goal 
to generating sales leads, establishing thought  
leadership, making a business case, or informing and  
persuading prospective customers.

CUSTOM REPRINTS
Magazine print and digital reprints are a powerful way to connect with 
your audience, generate leads and engage customers. Promote  
awareness and credibility through our magazine reprints that are  
produced at the highest quality, with options for customization (such as 
adding the magazine cover, disclaimer text, and company logos).

CUSTOM publishing
Custom Publishing is a service that provides a simple and quick way to purchase 
publications you want assembled, using articles you create or we create for you. 
You may choose your product delivery in high-quality print or electronic format.

FRESHTAKE.COM   |   5

SHOPPER NEWS

With the current obesity, overweight and 

chronic disease rates in the United States, 

it’s no surprise that more and more people 

are conscious of what types of foods 

they put in their body. October is National 

Nutrition Month, created by the American 

Dietetic Association as a time to re-focus 

on healthy lifestyle choices. Shoppers Su-

permarkets understands this importance 

and wants to provide simple and easy tips 

to help guide customers to better-for-you 

choices on our store shelves. 

Nutritional navigation program

Last year, Shoppers rolled out nutrition iQ, 

an exclusive in-store color-coded nutrition-

al navigation program designed to help 

customers manage their health. By making 

it easy to find “better-for-you” foods at a 

glance, shoppers now find it easier than 

ever to fill their carts with healthy foods. The 

program was developed in collaboration with 

an independent panel of registered dietitians 

from the Joslin Clinic, part of an academic 

center affiliated with Harvard Medical School. 

The work is done for you

Nutrition iQ makes searching for the bet-

ter-for-you options quick and simple—we’ve 

done all the work for our customers. In order 

to qualify for nutrition iQ, all products are 

screened based on limited levels of sodi-

um, saturated fat and in some cases, sugar. 

Along with these qualifying criteria, we have 

used Food and Drug Administration nutrient 

content claims to call out up to two key, 

color-coded nutrients that are relevant by 

category and contribute to a healthy diet. 

Good for you can cost less

The other advantage to Shoppers’ at-a-

glance nutrition guidance system is that 

many nutritious foods are inexpensive. 

Healthy foods often carry the stigma that 

they are overpriced, turning people away 

from purchasing them. However, custom-

ers will notice that there is a wide variety 

of affordable and delicious items receiving 

nutrition iQ tags—such as dried and canned 

beans, frozen fruit and vegetables, brown 

rice, canned tuna and salmon, and more. 

Customers can find better-for-you-food 

choices in every budget. 

In addition to using Shoppers’ color-coded 

system, try following these simple grocery 

shopping tips to help you and your family 

live the most beneficial lifestyle possible:

   Look at what’s on sale and plan your 

weekly meals around it. Then make a 

list and stick to that list while shopping 

the aisles—you’ll end up with a cart 

full of nutritious choices because you 

planned ahead. 

   Don’t shop hungry—you’ll be tempted 

to purchase foods that may not fit into 

your healthy eating plan. Have a snack 

before you shop and you’ll be less 

tempted to purchase items on a whim.

   Fill your cart as you would your plate—a 

large section of your cart should be full 

of vegetables and fruit (fresh, frozen 

and dried) and then choose smaller 

amounts of whole grains, lean meat 

and seafood, beans, low-fat dairy and 

healthy fats such as vegetable oil, avo-

cado and nuts.

   Always stock up on healthy snacks 

such as protein-rich low-fat yogurt, 

fresh and dried fruit, fiber-filled veggies, 

nuts, whole grain crackers, popcorn, 

hummus and more—so when you’re 

hungry, you’ll reach for these better-for-

you choices.

   Allow for an occasional indulgence so 

you don’t feel deprived. If you crave 

something chocolaty, keep small 

pieces of extra dark chocolate on hand. 

Dark chocolate is full of heart-smart 

antioxidants, just stick to a 100-calorie 

piece (or less) to satisfy that craving 

without too many extra calories. 

WRITTEN BY: JENNIFER SHEA, REGISTERED DIETITIAN,  

SHOPPERS SUPERMARKETS (WASHINGTON D.C., MARYLAND, NORTHERN VIRGINIA) 
A SHOPPER’S DREAM

nutrition iQ Guides Customers to ‘Better-for-you’ Food Choices

Whole grains

Low or healthier level of sodium

Low calorie

Good or excellent source of calcium

Low saturated fat

Excellent or good source of fiber

NUTRIENT ATTRIBUTES AND  

CORRESPONDING COLORED ICONS ARE: 

Want more information?

SCAN LABEL TO LEARN MORE ABOUT  

NUTRITION IQ OR SCAN LOGO FOR MORE 

INFORMATION ABOUT SHOPPERS
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Many Americans are only familiar with figs from Fig Newton cookies, but fig sales to restaurants and grocery stores are rising rapidly, according to the California Fig Advisory Board. 

The chef’s choice
Chefs love figs because they work equally well in sweet and savory dishes. Compared to dried figs, fresh figs have a completely different taste, similar to strawberries and peaches. Antioxidant-rich figs contain more fiber than any other fruit or vegetable. Richard DeBenedetto, Madera County Farm Bureau member and owner of DeBen-edetto Orchards, produces figs in Califor-nia’s San Joaquin Valley, sometimes called “the nation’s salad bowl.” DeBenedetto’s father, Mauro, emigrated from Italy in 1914 and Richard, Mauro’s youngest son, joined the family farming operation in 1974. The farm has grown to more than 4,500 acres and is Madera County’s largest fig grower.DeBenedetto Orchards grow six types of figs: calimyrnas, conandria, black mission, kadota, sierra and tena. Native to the Med-iterranean, fig trees produce the best fruit with hot, dry summers and cool, wet winters. 

Good for the body
“Figs are tremendously nutritious be-cause they are high in potassium, calcium and fiber. As a matter of fact, they have three times the calcium per pound than bananas have and are full of antioxidants,” 

DeBenedetto said.
Figs can sometimes be difficult to find, but they are definitely worth looking for. Most likely they will be found fresh in the produce section of grocery stores, or dried in the baking section.

“As with all fruits, you can have lots of problems. In the spring they are always sub-ject to a late frost. We also have problems at harvest time in August and September because of rain damage. Figs are grown in the dessert and that is exactly what they need because a quarter or third inch of rain causes damage,” DeBenedetto said.In the U.S., fresh fig season is usually around July and August and lasts only a few months. Dried figs can be found all year long.

A profitable produce“Growing figs is profitable. It is tough to devote our acreage to figs, but one of the great things is that we are short on water here in the San Joaquin Valley and figs don’t use nearly the water that other crops use,” DeBenedetto said.
When you are purchasing fresh figs, look for fruit that is slightly soft. Fresh figs are highly perishable, so purchase them only if they will be used within a day or two. To store fresh figs, keep in the refrigerator, covered or wrapped. 

“Chefs are using fresh and dried figs in a lot of their baked goods. Don’t be surprised if you see figs on more restaurant menus,” DeBenedetto said.

FIGS ARE TREMENDOUSLY NUTRITIOUS because they are high in potassium, calcium and fiber.

YOUR OWN BACKYARD

FIGS: A SAVORY AND SWEET MENU TREND

Food enthusiasts are experimenting more and more, whether they are trying ex-otic fare, concocting scientific-like cuisines or eating foods “in the raw,” such as oysters. 

The new trend
Oysters, a long-time favorite in coastal communities, are a trendy food this season nationwide, especially those consumed raw or “on the half shell.” Chefs are incorporating the shellfish into happy hour or late-night specials, pairing oysters with beers, wine and cocktails. Margaret Pilaro Barrette, executive director of the Pacific Coast Shellfish Growers As-sociation, said consumers have taken to the idea of eating raw oysters for flavor profiling. “I think what’s happened is that the oysters themselves have unique characteristics and so people are more interested in trying differ-ent oysters,” she explained. “That’s part of the appeal of enjoying the oysters — to be able to distinguish them and label the flavors.”

Taste varies
Oysters grown in diverse areas using dif-ferent methods will taste dissimilar, with con-sumers citing flavors from metals to vanilla. Oyster bars often carry multiple kinds of oysters from across the map for diners to try. 

Consumers also enjoy the idea that eat-ing oysters on the half shell is adventur-ous, learning the backstory of where each particular oyster came from. Since the curve is leaning towards shuck-ing and immediately eating the oysters, growers have changed cultivation practices by allowing them to move with the tides. 

“It helps deepen the cup so that more of the natural juices of the oyster remain with the meat, again, adding to that flavor profile,” said Barrette. 

Demand on the rise
Growers have witnessed the rising trend firsthand, stating there aren’t enough oysters to fill the demand. But Barrette said growers would like to step up to the challenge.“There is an opportunity for growth. We would like to grow to meet that demand.”  

Once seen as a foodie splurge, avocados have quickly become a mainstay in grocery stores and restaurants across the nation. Due to its high fat content (85 percent), as well as its buttery texture, the avocado has been nicknamed the “butter-fruit.” But, as sales numbers show, that’s not a bad thing.Avocado sales have more than doubled in the past six years. And Calavo, the largest distributor of avocados in the world, predicted an increase in consumption of more than 20 percent alone in the past year, to 4.5 pounds per person.“Consumers like the creamy texture and flavor, as well as the good health benefits of a low-calorie and good protein source,” said Bob Vice, a Valley Center, Calif. avocado grower. “Just look at the way Subway and a slew of athletes are promoting avocados.”While Subway did an entire ad-vertising campaign around incorpo-rating avocados in its menu, other chain restaurants, like Au Bon Pain, are following suit. This is because of the fruit’s heart-healthy monosatu-rated fat content. Further, avocados are also rich in other nutrients and antioxidants. Vice says because of this, it’s not only athletes and health-conscience Americans that will continue to increase avocado consumption, but he believes the next trend is that avocados will become more commonplace in children and babies’ diets.

AVOCADOS DELIGHT AS THE NEW BUTTER

OYSTERS ON THE HALF SHELL GARNER CONSUMERS’ FULL INTEREST

CALIFORNIA
STYLE

FIGS  ARE PROFITABLE
OYSTER INTEREST
AVOCADOS  MAINSTAYRAISINS FOR PIES

VEGGIELUTIONS’  
ANNUAL FARM DINNEREmma Prusch Farm Park  647 S King Rd, San Jose, CA 951164 – 10 p.m.

408-634-3276
info@veggielution.org

23 ORCHARD &  
PROCESSING TOUR

Steady Eddy’s Coffee House,5 E. Main Street, Winters, CA 956949 a.m. – 3 p.m.
530-795-2329
director@winterschamber.com

27
Lunch & Olive Oil Tasting

EVENTS COURTESY OF California Agriculture Tourism Directory.

OCTOBER 2014 events!SCAN DATE OF EACH EVENT TO LEARN MORE

“That’s part of the appeal of enjoying the oysters — to be able to distinguish them and label the f lavors.”
- Margaret P ilaro Barrette

Tell us!
SCAN THIS  

PHOTO TO POST  
A COMMENT 

PROTEIN PORTION
MAKING SENSE OF EGGS:  
free-range  vs. caged eggs and  
shoppers’ opinions on meat

PAGE 10

VIDEO COOKING  
DEMONSTRATION
A TALE OF TWO FISH: learn to roast  
sea bass and make tacos with  
sturgeon filet

PAGE 9

YOUR OWN BACKYARD
FOOD TRENDS: events, recipes   
and columns, all focused on  
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Landmark Services Cooperative grain division operations manager, said that as important as it was to add speed and space, it could not be paid at the price of halting opera-tions — even if temporarily. 

Uninterrupted workflow
As the only shuttle-loading grain facility at Landmark (another is scheduled to open in Fall River, WI, this fall), it was essential that operations on-site remained unin-terrupted throughout the construc-tion of the expansion. 

“[Evansville] is our key hub for the whole grain system,” said Johnson. “It’s our highest volume location, which factored into our design selection. We were looking at other designs, but several weren’t going to work because we couldn’t afford to be shut down for months to rebuild.”With that in mind, the co-op focused on improving existing equipment — like upgrading from urethane to ceramic liners in all con-veying equipment — and adding new features alongside them. 
Construction began last spring, and by the fall of 2013, the facility had added a 730,000-bushel dry storage bin, a new 20,000-bushel/hour truck receiving pit, and a 7,000-bushel/hour grain dryer, bringing total storage capacity up to 2.63 million bushels. According to Matt Severence, 

Landmark Services Cooperative rail superintendent, the facility encoun-tered only a few hours of construc-tion-related downtime during the 2013 harvest. 

Producers were pleased not only with the ability to use the elevator during construction, but they also enjoyed the facility’s new equipment and features, including the state-of-the-art grain dryer.

Predictive drying
Severence says the increased dry-ing capacity significantly reduced wait times last harvest. It takes less than seven minutes to empty a truck from the time a farmer pulls onto the scales. The 7,000-bushel/hour dryer operates automatically using tem-perature and moisture sensors on the top and bottom that read the wet corn coming in and the outgo-ing dry corn to determine when and how long to run the dryer.

Johnson described it as a “pre-active” vs. reactive operation. “It antici-pates the corn coming into it instead of reacting to what’s coming out of it.”Severence adds, “We enter a set point and it adjusts itself — slowing down to dry wetter corn or speeding up to push dryer corn through faster — until it reaches that set point. We 
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‘Speed and Space’Drives Co-op Expansion

Need for

The Evansville expansion included a 730,000-bushel storage bin — the largest within the cooperative’s footprint — bringing total  on-site storage capacity to 2.63 million bushels. 

❚ “Our goal is 
always to exceed 
our customers’ 
expectations.” ❚

Fred Jonson, Landmark Services Cooperative, grain division operations manager

ustomer satisfaction is the 
core of Cottage Grove, 
WI-based Landmark 
Services Cooperative’s 
business plan. So, when the 15,000-member strong co-op’s board of directors conducted a study in 2012 to measure satisfaction with its Evansville, WI, shuttle loading facility, it knew something had to be done to improve the results. The Evansville location serves pro-ducers across an expansive territory throughout southern Wisconsin and northern Illinois and has taken in a little more than 200 million bushels of grain since it was built in 2002. At the time of the study, the facil-ity’s capacity was 1.9 million bushels, but because of its large service area, producers still had to contend with long lines at harvest time. 

Based on study participants’ less-than-satisfactory feedback, the board commissioned an expansion at Evansville with two clearly stated objectives: more speed and space. However,  Fred Johnson, 

C

Landmark Services 
Cooperative increases 
capacity, throughput with 
nearly zero downtime in 
Evansville, WI.
By Elise Schafer

Landmark’s state-of-the-art grain dryer  processes 7,000 bushels/hour and is equipped with temperature and moisture sensors on top and bottom, automatic  controls and remote monitoring. 

With the new receiving pit that handles 20,000 bushels/hour of grain, a truck can be emptied within seven minutes from the time it enters the receiving scale.
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According to the 2012 Entrap-
ment Report published by Pur-

due University, there were 19 grain 
deaths in 2012. While the report 
notes that this is a 37% drop from 
2011 numbers, the fact is that any 
deaths due to silo entrapment are 
an unnecessary waste of life. 

Human Entry is Not Always 
a Requirement
Most silo fatalities occur because 
a person or people are sent into a 
silo to clean build-up off the walls. 
This cleaning process can make 
the entire interior environment 
unstable, and it is at that point that 
avalanches of material can bury or 
entrap the personnel. Working with 
Mole•Master Services Corporation, 
headquartered in Marietta, Ohio, 
can eliminate this risky element in 
many cases.

“We have decades of experience 
in completing silo and bin cleanout 
jobs, and safety has always been 
our top priority,” said Dave La-
ing, Mole•Master General Man-
ager. “Our equipment is capable 
of achieving efficient, effective 
cleanout of silos and bins without 
a human ever having to enter the 
actual silo,” Laing continued. 

Follow OSHA Guidelines 
Where Confined Space 
Entry is Necessary
For some jobs, it is essential that 
personnel enter the silo. In these 
cases, tragedy can be avoided 
simply by making sure that all 
OSHA Guidelines are adhered to 
as strictly as possible. This means 
everything from lock out/tag out 
procedures to the appropriate use 
of a safety harness. As soon as 
the guidelines are compromised, 
safety can’t be guaranteed and 
a tragic loss of life can be the 
result. It is well worth the time and 
effort on the front end of a project 
to make sure that all personnel 

throughout the duration of the job 
will remain as safe as possible. 

Mole•Master Services Corporation 
offers a family of videos on how to 

effectively follow OSHA guidelines 
during projects that do require 
confined space entry. Those can 
be accessed at http://molemaster.
com/safety.asp. 

The two biggest grain silo problems you face are lost storage 
capacity and downtime. Once your silo, grain bin and/or tank 
has experienced a hot spot or clogging, time becomes your  
biggest enemy. Mole•Master understands the importance of 
restoring full capacity as quickly as possible, no matter if your 
problem is bridging, arching, or ratholing. Mole•Master uses 
proprietary remote technology that makes hazardous human 
entry unnecessary. We also use non-sparking equipment which 
eliminates the risk of fire or explosion.

Mole•Master puts safety, reliability, and productivity first. Our 
certified, trained technicians use the most technologically 
advanced silo cleanout equipment and techniques available. Call 
us for your next project because no other company offers a legacy 
of service to the feed and grain industry like Mole•Master.

•	 Mole•Master	has	completed	over	3800	projects

•	 Mole•Master	has	worked	in	33	countries	around		
the	world

A Legacy of 
Safety and Commitment

To download a FREE white paper on silo cleaning safety regulations, 
or to request a quote, visit www.molemaster.com/feedandgrain

Toll Free: 800.322.6653 • Fax: 740.374.5908 • Email: info@molemaster.com

SILO	AND	BIN	CLEANING

Feedandgrain.com/company/10000685

ADVERTORIAL

Entrapment Fatalities in Feed & Grain Silos Don’t Have to Happen
Emphasis on safety before a project begins can save lives
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Contact us today to request a quote and take advantage  
of these marketing opportunities.

Print



The online home of  
Feed & Grain  
decision-makers
Look beyond traditional media for new 
ways to connect with your audience, 
generate leads and engage customers. 

Engage the Feed & Grain audience and 
get measurable results with these  
Digital Marketing Opportunities:

 Web Banner Advertising

 Online Buyer‘s Guide

 Email Marketing

 eNewsletter Banner Advertising

 Webinars

 Custom eNewsletters

 Sponsored Content

 Digital Edition App

 Responsive Design

300 X 600
Position 4

970 X 250
Position 1

550 X 480
Welcome Ad

16
58
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 10

58
 W

al
lp

ap
er
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d

300 X 250
Position 2

300 X 250
Position 3

Web Banner Ads* (NET)
  Position 1 Banner 970 x 250	 $705

  Position 3 Banner 300 x 250	 $530

  Position 2 Banner 300 x 250	 $600

  Position 4 Banner 300 x 600	 $465

High Impact Advertising Units*
  Welcome Ad	 $435 per week

  Wallpaper Ad	 $2,500 per month

  Page Peel	 $435 per month

(3-month commitment required) * Rotates with other advertisers

* Exclusives only

Digital
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Contact us today  
for details.

Sponsored 
Content

.jpg or .gif files preferred. Files may be emailed as long as they are less than 25 MB.  
To send files exceeding 25 MB, please use the following ftp site: https://www.hightail.com/u/afbf-cs



Enewsletters
Newsletters are one of the most popular forms of generating sales 
leads online. Reach over 13,000 subscribers* by sponsoring one of  
Feed & Grain‘s daily newsletters. Generate measurable traffic to your 
company‘s website as well as build your company‘s brand.

 �Limited space available (first-come/first-serve basis)

 �3-month commitment required

 �Different advertisers each day (4-5 exposures per month)

Email Campaigns
Select from the Feed and Grain database of over 
14,000 email subscribers*. Your targeted email 
blast can be used for new product promotion, 
lead generation and to drive website traffic. 

$250 per 1,000 emails

Buyer‘s Guide*
Category sponsorships provide 
maximum exposure for generating 
leads.

 �3 banners in your product category 
970 x 250, Top leaderboard  
300 x 250 medium rectangle  
300 x 600 skyscraper

 �Company listing in all categories 
that apply

 �150-200 words describing your 
company and products

 �Product releases with image  
and copy

 �Company logo

 �Listed as a “Featured Company” 
in the Buyer’s Guide

$1,495 per year

468 X 60 Position 3

468 X 60 Position 2

468 X 60 Position 1

300 X 250
Position 5

300 X 250
Position 4

enewsletter Banner Ads* (NET)
  Position 1 Banner 468 x 60	 $705 per month

  Position 3 Banner 468 x 60	 $600 per month

  Position 5 Banner 300 x 250	 $510 per month

  Position 2 Banner 468 x 60	 $640 per month

  Position 4 Banner 300 x 250	 $570 per month

*Publisher’s Own Data
*Rotates with other advertisers

*Exclusives only

Digital
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LIVE
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Reach. Connect. Engage.
Announcing . . . Feed & Grain LIVE!

Prairie Meadows Hotel  |  Altoona, IA
August 22-23, 2016
Registration begins at 1:00 p.m. Monday; program closes at 1:30 p.m. Tuesday.

Feed & Grain is taking its industry-focused content and  
audience orientation LIVE.  On August 22 and 23, 2016, we’ll  
deliver a well-rounded conference that provides valuable,  
actionable information to feed and grain industry professionals.

Venue
Prairie Meadows provides a more intimate venue for a content-oriented 
conference. Used by our sister IDEAg conferences in the past, we’ve found 
the location to be easily accessible (off I-80 and I-35) and very attendee 
friendly. There’s plenty of room for exhibit space and, more importantly, the 
space is designed to help ensure audience/exhibitor interaction.  Plus, it’s a 
highly accessible location for drive-in traffic from several key states.

Targeted Audience
Our marketing efforts will reach out to decision-makers, including:

 Mill managers
 Elevator managers
 Plant managers
 Safety directors



Content
Presentations will focus on three key areas:

Feed – The Food Safety Modernization Act is having a significant, ongoing impact 
on the feed and grain industry.  Grain and feed operations need to be aware of 
all of its ramifications. Experts from the American Feed Industry Association are 
developing and will present this education track. 

Grain – Even in the most modern facilities, grain quality management is a  
constant issue. Any slip in management, from testing to load out, carries the  
potential to decrease product value. Feed & Grain will put grain quality experts 
front and center to talk about key management concerns and solutions. 

Management – Where’s the next generation of top-flight grain and feed facility 
managers? Recruiting, training and retaining bright, hard-working people is a critical 
issue the whole industry is facing.  These sessions, by Dr. John Foltz, Dean, College of 
Agricultural and Life Sciences and Professor, Department of Agricultural Economics 
and Rural Sociology, University of Idaho and long-recognized contributor to Feed & 
Grain, will provide actionable, take-home value on how to hire and keep top talent.  

live
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Marketing Plan
Feed & Grain reaches a significant number of industry professionals that 
are within a day’s drive or less of Altoona, IA. Our marketing efforts will in-
clude full-issue (15,700)** reach with Feed & Grain magazine.  The 15 states 
that will receive more marketing attention account for more than 13,000*  
online user sessions per month; site users will see both ads and news 
updates relating to the event. Email marketing efforts will reach over 13,000* 
inboxes across the same targeted states. Print advertising is underway. 
Additional emails will begin in October and run into next August. We are 
expecting 200 to 250 attendees and can accommodate 300.

Sponsorship opportunities
 Six Sponsorship Levels to accommodate a range of budgets. 
 �Two Platinum Sponsors 
Receive top billing on all of our targeted marketing efforts and on all event 
information we produce across all formats. This is a great opportunity to 
showcase your company with consistent exposure.
 �Registration, Meal, Session and Refreshment Sponsorships are available.
 Exhibit-space only fee is $400. 

With its carefully-chosen content focus, a strong attendee marketing 
campaign and an easy-access venue, our inaugural Feed & Grain LIVE! 
event is sure to be a success.  More information will be available soon! 

PLUS! Keynote speakers who will intrigue the audience by providing unique 
insights and outlook for the future of U.S. agriculture

“Cover Story Panel Session” Exclusive!
This presentation will include key people from our recent cover stories. They’ll explain the challenges 
they faced and solutions they put in place to improve operations efficiency in their facilities. 

+

*Publisher’s own data/**June 2015 BPA audit statement
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OUR PLATFORM ADVANTAGE
The IDEAg Publications Group is located in Fort Atkinson, Wisconsin. IDEAg publishes Feed & Grain Magazine, the leading 
business-to-business publication serving the American grain storage, milling and grain handling sector, and features a turn-
key, custom publishing platform headlined by Farm Forum Magazine, the official custom publication of Case IH.

IDEAg features a veteran, award-winning staff of editors, writers, designers, production managers and advertising specialists. 
IDEAg offers communications solutions for multiple platforms, including print, digital, web and app-based publishing. IDEAg 
also features in-house capabilities such as circulation management, mail administration and advertising sales and tracking.

The flagship publication of IDEAg is Feed & Grain Magazine. With more than 15,000 qualified subscribers, Feed & Grain serves 
customers across the feed and grain production chain. Each issue provides authoritative journalism for industry professionals. 
Advertisers are drawn to Feed & Grain’s diverse print, digital, web and app-based solutions to reach a top-tier business-to-
business audience.

Farm Forum Magazine showcases IDEAg’s custom publishing success. Each issue includes crisp and dynamic writing and 
colorful photography, as well as a full complement of new media solutions that position the client’s brand as a leader in the 
field of agricultural equipment.
 
OUR STAFF ADVANTAGE
The IDEAg Publications team is comprised of skilled and award-winning editors, writers, production specialists, digital techni-
cians and design professionals. We specialize in taking your stories and images, or producing those with your approval, and 
crafting them into communications vehicles that carry your messages to specific audiences. You will be working with senior 
level pros to accomplish your mission.
 
OUR LEADERSHIP ADVANTAGE
Arlette Sambs Is Publisher for IDEAg Publications. Arlette has more than 30 years of experience in magazine publishing and 
management. In addition to leading the IDEAg Publications staff at their base office in Fort Atkinson, Wisconsin, her areas of 
expertise range from magazine production and marketing to digital and print management.

OUR TECHNICAL ADVANTAGE
In addition, IDEAg Publications includes experts in the fields of writing, print and digital production, design, web management, 
social media, marketing and ad sales. We supplement our team by including talented specialists from our parent organization, 

the American Farm Bureau Federation, with emphases in areas such as technology, broadcast production, public policy writ-
ing, print management and events.

We also have strong and established relationships with a hand-selected group of trusted and proven consultants in the areas 
of publishing, magazine management and production.

OUR CONTENT ADVANTAGE
Our writing and expertise make a difference. Whether it’s a hard hitting issues story, a polished company or service profile, a 
heartfelt feature story or a rural lifestyle story,  we excel at sharing the stories of the Feed and Grain sector, dynamic agribusi-
nesses, America’s farm and ranch families and their rural communities; it’s ingrained in our mission. We believe factual and 
timely content and engaging writing matters and, we are able to draw from relationships we have with numerous sources in 
the Feed and Grain, agriculture and food sectors, from numerous allied organizations, groups and associations.

Our content expertise is strengthened by our ability to engage staff experts from AFBF, and from throughout the Feed and Grain 
sector, who are recognized experts in their fields, ranging from agricultural policy and rural development to economics and 
rural lifestyle issues.
 
OUR RELATIONSHIP ADVANTAGE
The American Farm Bureau Federation owns IDEAg. AFBF is the nation’s recognized Voice of Agriculture.
 
WHY US?
Overall, the IDEAg team will ensure that the content for your 
publication is factual and interesting and that the design and 
appearance of your product will attract the reader’s eyes and 
command their attention. We can also deploy the power of 
technology and digital publishing to extend the reach of your 
effort and we can even help you measure the reach and impact 
of your communications platforms. Our team, our platforms, our 
know-how and our relationships offer a focused and collabora-
tive solution. Our solution will help you build comprehensive 
success for the content, look, feel and effectiveness of your 
publication and your business.

YOUR NEW AG EXPERIENCE.


