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Celebrating

by Stan Ray

Earlier this year, the agriculture industry
was honored during a Super Bowl com-
mercial in a way that captured the atten-
tion and respect of the country. The spot
appealed to so many, in part, because of
the late radio commentator Paul Harvey’s
iconic voice (captured from a speech he
made during the national FFA conven-
tion in 1978) that expressed so well his
genuine respect and admiration for the
American farmer. How refreshing it

was to hear his voice again, praising the
qualities of hard work, perseverance, self-
sacrifice and responsibility.

At Farm Credit, we know that our bor-
rowers are among those to whom he was
referring, and we're proud to support
what our customers do day in and day
out, and to be of service to the uncele-
brated many who make up the American
agriculture industry.

Since 1998, Landscapes magazine has
been our gift to you — a way to share and
celebrate stories of agricultural diversity,
ingenuity and productivity throughout
our five-state territory. As we mark this
milestone, we do so in honor of you,
our owner-borrowers. We trust that our
efforts over the years have been of value
and reflect (if only in token) the tre-
mendous reverence we have for you and
the contribution you make in the world
around us.

L wpntvmn/&w«y4§mgqy inrural America S

This publication would not be possible
without competent and conscientious
people who dedicate themselves to pro-
vide you with a quality product. Although
many of the names have changed over the
years, Lora Blume, the creative director
and the person who conceived the idea of
the magazine, and Janet Hunter, editor,
have been involved from its inception.
They continue to lead and nurture this
excellent publication today, along with

a top-notch editorial and design team and L
Farm Credit association representatives,
whose commitment and professional-
ism is reflected in each edition. Like the
American farmer, they prove what can be
accomplished by people who care about
what they do and do it well.
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Farm Credit’s mission — to help people
in agriculture to be successful by being a
reliable and competitive source of credit
— is not only a mission that matters, it’s

a success story that any business would IANQ§QAPMES
envy. But Farm Credit’s success story

is no accident. It’s the result of quality
people, at all levels of the organization,
caring about what they do and doing it
well — something the American farmer
and rancher understand and demonstrate
every day.

FARM CREDIT

Thank you for what you do and for being
a part of the Farm Credit System.
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Texas District Lenders Return
$210.6 Million to Customers

Farm Credit Bank of Texas (FCBT) and its 17 affiliated lending cooperatives
declared a total of $210.6 million in patronage to their customers, based

on 2012 earnings, effectively lowering the cost of borrowing for the agricultural
producers, agribusinesses and rural property owners they serve.

Together, the bank and its affiliated lenders compose the Texas Farm Credit
District, which reported solid 2012 year-end results. District net income was
a record $409.4 million for the year ended Dec. 31, 2012, compared with
$368.7 million for the previous year. Combined district loan volume totaled
$16.9 billion at Dec. 31, 2012, up 8.0 percent from year-end 2011.

“We exceeded our expectations by many measures,” said Jimmy Dodson, FCBT
board chairman. “The impact of these excellent results is most strongly felt in
Farm Credit’s mission to improve life in rural America. As a dependable source
of credit and financial services that shares its earnings with its customers
through patronage, Farm Credit is a remarkable cornerstone of America’s food,
fiber and family success story.”

Farm Credit Bank of Texas also reported strong year-end results. The bank’s
loan volume totaled $11.34 billion at Dec. 31, 2012. Loan growth included a
$278 million increase in loans to the bank’s affiliated lending cooperatives and
a $783.7 million increase in participation loans to food, energy, agribusiness
and telecommunications companies.

Nationally, the Farm Credit System reported combined net income of
$4.12 billion at Dec. 31, 2012, compared with $3.94 billion a year earlier.

N
Brad Bean Joins %
Farm Credit Bank Board

Farm Credit Bank of Texas (FCBT) A graduate of Mississippi State
stockholders elected Brad C. Bean ~ University, he is president of the

of Liberty, Miss., to a three-year Amite County Farm Bureau,

term on the bank’s board of direc- secretary-treasurer of the American

tors, effective Jan. 1, 2013. He fills
the position previously held by Joe
Crawford, who retired Dec. 31.

Bean owns a 250-cow dairy opera-
tion. His other farming interests
include corn, sorghum, grass and
timber. Prior to joining the bank
board, he chaired the Southern
AgCredit Board of Directors.

Dairy Association of Mississippi
and a member of the Amite County
Cooperative Board of Directors.

Also in January, the FCBT Board of
Directors re-elected Jimmy Dodson
of Robstown, Texas, board chairman
and Lester Little of Hallettsville,
Texas, vice chairman.

New FCA Chair
Outlines Priorities,
Commends Texas District

The Farm Credit System’s
Young, Beginning and Small
(YBS) farmer program and
the local foods sector are
among the Farm Credit
Administration’s (FCA) top
focus areas, says Jill Long
Thompson, chair and chief executive officer of
the FCA board. Long Thompson was a guest
speaker at the Farm Credit Bank of Texas
Annual Stockholders Meeting in April.

In her presentation at the meeting, Long
Thompson outlined the regulator’s top priori-
ties and commended the bank and several Texas
Farm Credit District associations for their ser-
vice to YBS producers and for supporting FCA’s
diversity initiatives.

“By reaching out to embrace diversity both in
your workplace and in your customer base,
you're not only doing the right thing, you are
practicing good business,” she said. “And you
are helping to fulfill the mission for which
Congress created the System — to serve the
credit needs of all eligible and creditworthy
farmers and ranchers.”

President Barack Obama appointed Long
Thompson chair, effective Nov. 27, 2012. She
succeeds Leland A. Strom, who continues on
the FCA board.

In her new role, Long Thompson is responsible
for policymaking, adopting regulations, and
overseeing the examination and regulation of
the institutions that compose the Farm Credit
System. She was appointed to the FCA board
by Obama in March 2010.

Long Thompson represented northeast
Indiana as a member of the U.S. House of
Representatives from 1989 to 1995, serving
on the House Agriculture Committee and

the Committee on Veterans” Affairs. She then
served as USDA Under Secretary for Rural
Development for six years. Raised on a family
farm outside of Larwill, Ind., she resides on

a farm near Argos, Ind., with her husband,
Don Thompson.
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RIDING OUT
THE STORM

SAFELY

This past spring proved how fierce storms
can ravage homes and properties. It’s wise
for people in storm-prone regions to have a
plan and a safe place for their families.

Storm shelters are the answer. The most
convenient and cost-effective time to add

a storm shelter to your property is dur-

ing home construction or when you are
improving or expanding your house. Your
local Farm Credit lender can work with you
on rolling the investment into your existing
loan. In the past year, for example, Alabama
Farm Credit (AFC) has financed several
storm shelters as a part of home improve-
ment loans.

“Because most storm shelter loans are con-
sidered small loans, the process is typically
quick and easy;” said Jason Thomas, AFC
vice president and branch manager. “Storm
shelters are vital on the farm. They provide
protection to our members when they need
it most.”

Storm shelters may include:

o Reinforced safe rooms, built inside
a home, on the main floor or
installed beneath the slab or garage floor.
Prefabricated steel safe rooms can be
installed after the home is constructed.

o In-ground prefabricated concrete or fiber-
glass units outside

o Above-ground precast concrete shelters

o Traditional cinder-block shelters, usually
built into a hillside

For information on Federal Emergency
Management Agency (FEMA) guidelines
for building and installing storm shelters,
visit www.fema.gov.
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A PRIMER on Purchasing
Rural Property

Purchasing rural land can be an arduous
process. But help is available in the form of
a recently published book by Dr. Charles
E. Gilliland. “Buying Rural Land in Texas:
Taking the Right Risk” is a comprehensive
practical guide to land buying.

Gilliland identifies four phases of buy-
ing rural land: determining what you
want, locating a suitable property,
valuing the property and completing
the transaction. He then addresses
what a potential landowner should
know while progressing through
these steps, such as managing
risk, planning an “exit strategy,”
interpreting land prices, under-
standing legal rights and limitations,
and closing the deal.

Gilliland is a clinical professor of finance and a research econo-
mist in the Texas A&M University Real Estate Center. He has
been a contributing writer to Landscapes magazine. For more
information, go to the Texas A&M University Press website at
Www.tamupress.com.
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hen a young accountant named Margret
accepted the marriage proposal of dairy herds-

man Harry DeWit more than two decades ago, she
knew their future together would involve milking cows.

° °
O n th e I I I g h P I a I n S At the time, Harry was working on a dairy farm in

Southern California and itching to have his own dairy

| . d . d i herd. Since moving from Holland to Canada and then
nnovation and attention to detail are to California in 1987, hed been saving his wages with

keys to success for Harry and Margret DeWit. the goal of buying a dairy operation.

“I knew we were going to have our own dairy farm
somewhere,” says Margret, who was introduced to
the ambitious Harry while visiting California from
Holland. “But at that point we didn’t know where it
would be”

Nor did she have any idea how large that future dairy
operation would be.

Now, 21 years later, the couple owns and operates

High Plains Dairy, located near Friona, Texas, on the
flat, wide-open plains an hour’s drive southwest of
Amarillo. Here, they milk 4,500 to 4,700 cows that
produce enough milk to meet the equivalent of the City
of Lubbock’s dairy needs every day.

6 LANDSCAPES
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While the size of the dairy may impress
international guests and children visiting
on school trips, it’s the DeWits’ leadership
and innovative farming practices such

as their cross-ventilated barn that has
earned them widespread respect in the
dairy industry.

In 2009, Harry received the 11th annual
Innovative Dairy Farmer of the Year
award, sponsored by the International
Dairy Foods Association and Dairy Today.
He is a former board member of the Texas
Association of Dairymen.

“High Plains Dairy is one of the most
progressive dairies in the Southwest,”

says their loan officer, Phil Peabody,
relationship manager with Capital Farm
Credit in Lubbock. “It’s successful because
of Harry and Margret’s outstanding man-
agement skills, attention to detail, strong
work ethic and ability to focus on their
long-term goals.”

Goal-Focused

Harry admits he has always been goal-
focused and “blessed with business
instincts” Reared on a 32-cow dairy, he
realized as a teenager that it would be
difficult to acquire his own dairy farm
in Holland due to a tight regulatory
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environment and land shortage, so he set
his sights abroad. After studying animal
science in college, he worked for a short
time on a Canadian dairy farm before
landing a job at a dairy operation in
California.

“The one thing I wanted when I immi-
grated was the opportunity to dairy for
myself,” he says. His ideal size was 1,000
cows or more. “With money we saved up,
we wanted to buy cows somewhere — but
we couldn’t afford California.”

In 1992, the year that he and Margret
married, he was hired as the herdsman for
a Stephenville, Texas, dairy, where he was
able to lease space to milk 150 cows of his
own. The following year, he leased a larger
place and expanded the herd to 250 cows.
By 1996, the DeWits were milking 650
cows. Five years later, the herd exceeded
2,000 cows on three leased farms — double
Harry’s original target. Still, he had not
accomplished his long-term goal: to own
his own dairy farm.

Finally, in 2002, the couple moved their
four children, 2,150 cows and 10 employ-
ees to West Texas, and began building
High Plains Dairy on a section of land
theyd purchased southeast of Friona. Here,

The dairy’s 4,500 Holstein
cows are milked twice a day
in a rotary milking parlor.
The carousel holds 72 cows.

in an area dominated by feedyards, they
constructed a combination of free-stall and
open-lot housing, installed a rotary milk-
ing parlor and began growing some

of their own feed. For the next several
years, they continued to build equity and
buy more land, financing nearly every land
purchase through Farm Credit. As they
added land, they also expanded the dairy
herd and hired more employees.

High Plains Dairy

Location: Friona, Texas

Herd size: 10,300 head, including
cows and heifers

No. of milking cows: 4,500-4,700

Total annual milk production: More
than 120 million pounds per year

Average daily milk production:
73-77 pounds per cow per day

Farm size: 6,000 acres
No. of employees: 50

Feed requirements:
128,000 tons annually



Milk Producers
Launch New
Power Drink

When a dairy cooperative and

the Coca-Cola Co. collaborate,
you can bet there’s a milk beverage
involved. In early May, Select Milk
Producers and Coca-Cola officials
held a press conference at Caprock
Farms II at Amherst, Texas, to
announce the product.

The two organizations have teamed
up to produce and market Core
Power, a high-protein, lactose-free
milk drink they believe will appeal to
athletes and fitness enthusiasts. Made
with 100 percent real milk, Core
Power will have a nine-month shelf
life and does not need to be refriger-
ated. It comes in several flavors.

Caprock Farms II — a strategic alli-
ance between Harry and Margret
DeWit and David, Jan and Michael
Lawrence — is a member of Select
Milk Producers. Select markets
milk for 92 Texas, New Mexico

and Midwest dairies, and Harry
serves on the cooperative’s board of
directors.

By 2007, the herd was significantly larger
and milk prices were up. The time was
right to invest further in the operation. The
DeWits chose to build a state-of-the-art
cross-ventilated barn — one of the first

in Texas. They also added silage pits and
hay barns and upgraded the farm’s waste
management system, which is designed to
avoid surface water discharge and recycle
waste components.

With these improvements complete, the
farm added even more cows and switched
from a three-times-a-day milking schedule
to twice a day. “You can milk more cows
and produce more milk with this sched-
ule,” Harry claims.

430 Cows an Hour

The 72-cow rotary milking parlor handles
430 cows an hour. Every eight seconds,

a cow steps off and another steps on.
Milking takes eight minutes per cow, and
the milk is piped to a central collection
point, where it is filtered and flash-cooled
to 36 degrees.

Six or seven truckloads of milk leave

High Plains Dairy every day, headed for
Select Milk Producers’ cooperative in New
Mexico, where Harry is a director. From
there, half of their milk goes to Southwest
Cheese Plant in Clovis, N.M., and the
other half goes to the fluid milk market in
Arkansas, Louisiana and Mississippi.

Today, High Plains Dairy raises all of
its own replacement heifers. Milking
cows, dry cows, heifers and calves total
10,300 head. With a herd that size, feed
is a key expense.

“There’s so much money going through
here;” Harry comments, noting that 32
truckloads of various rations are mixed
daily for the herd. The DeWits have
reduced their feed bill, however, by grow-
ing a large percentage of their feed.

The farm includes 1,800 acres of wheat,
1,700 acres of corn, 600 acres of sorghum
and 400 acres of alfalfa. In addition, there’s
another 400 acres of grass. While cotton
burs are purchased locally, 90 percent

of the dairy’s alfalfa hay comes from
Colorado and Kansas.

“We don’t set the milk price, so we have
to control our costs,” Harry emphasizes.
He works with a buying agent who hedges
both their feed and milk.

Recycling the Waste

The DeWits are committed to recycling
the dairy’s waste as a sustainable, efficient
practice. Manure is flushed from pens and
carried to a sand separation cell and then
to a lagoon. While 90 percent of the sand
bedding is recovered, the lagoon water is
recycled for the flush cycle in the barns

or is run through the center-pivot to
irrigate crops. The solids are dried and
applied as fertilizer, as well, thereby saving
on input costs.

According to Harry, the difference between
High Plains Dairy and other dairies is in
the details. “Our motto is, If you can't
measure it, you can’t manage it,” he says.
“If you can manage it, you can set goals.”
The dairy uses a software system that mea-
sures metrics at every step in the business.

“Harry is always looking for ways

to do things better,” says Controller
Angela Baker. “He doesn’t limit himself
to conventional thinking”

Capital Farm Credit Relationship Manager
Phil Peabody, left, reviews a spreadsheet with
High Plains Dairy representatives, CEO Harry
DeWit, center, Controller Angela Baker and Chief
Financial Officer Josh McDonald.
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Feed is distributed in the special needs barn. The herd consumes 32 truckloads of feed daily.

However, in an industry that can
experience wide market fluctuations,
Harry cautions that producers should
plan for the tough times. “Many people
are spread too thin or don’t have enough
equity or grow too quickly;” he says.

While Angela is one of the newer team
members at High Plains Dairy, the
DeWits are proud that many of their

50 full-time employees have worked with
them for years. They’ve even had one
employee retire. “When you get to a cer-
tain size, it’s all about the people you work
with,” says Harry.

Knowing they have a reliable, professional
team allows Margret, who serves as trea-
surer, and Harry to spend time on other
business interests. Harry, for instance,
regularly travels to Stephenville, to check
on a dairy they own in that community,
and to Ohio, where they are involved in yet
another dairy.

The couple hopes they will have many
more employees stay with them long
enough to retire, because with three
teenagers and an 11-year-old who may
want to farm, they intend to be in business
for many years to come. Their next goal is
simple, says Harry: “To keep growing and
having fun” = jH

A fence sign proclaims the DeWit family’s farming pride.
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Cows Have It
“Made in
the Shade”

On the Texas High Plains, tempera-
tures can easily top 100 degrees on
a mid-summer’s day and crash to
the teens on a winter’s night. For a
dairy cow that’s expected to pump
out 73 pounds of milk a day, bliz-
zards and heat waves can impede
peak performance.

The milking cows at High Plains
Dairy, however, have life made in
shade — literally and figuratively.
Year-round, they live comfortably
under roof in a cross-ventilated
barn, in which temperatures
never drop below 30 or exceed 75
degrees.

One of the first cross-ventilated
dairy barns in Texas, it has had a
positive impact on herd health,
milk production and productivity,
according to owner Harry DeWit.
He notes that temperatures, air
speed and lighting are all controlled
by fans and cooling pads. Odors
are minimized by the circulating
air, which is refreshed every

80 seconds.

You could also say life is a walk
on the beach for the cows at High
Plains. The open barn is bedded
with sand, which provides the
cattle with a comfortable place to
rest. “When a cow lies down on a
comfortable surface, it will run 40
percent more blood through the
udder and produce more milk than
a cow standing on a hard surface,
Harry reports.

Conscious of cow comfort and
herd health, the DeWits also built
a “special needs” barn that serves
as a maternity ward, hospital and
veterinary treatment area.



Customers come to this Louisiana farm stand for
a lighthearted atmosphere and farm-fresh produce.

ne summer day when he was a
O boy, Ed Lester’s dad handed him a

cigar box and sent him out to sell
purple hull peas under the sheltering limbs

of their big live oak. It was the beginning
of a northwest Louisiana institution.

Forty-four years later on the same spot,
banners wave in the breeze along the
green-and-white striped tent of the sum-
mer farm stand at Ed Lester Farms. The
quintessential Southern peas are still a

staple, but now they’re joined by about 60
varieties of fruits and vegetables in neatly
stacked baskets, boxes and bins. Out front,
a gleaming 52 Chevy pickup or vintage
tractor might offer a load of melons or
sweet corn for customers, who travel
across Louisiana, East Texas and Arkansas
to stock up on farm-fresh produce.

Ed and Lisa Lester know that summer
vacations get planned around this stop,
so they create a festive atmosphere to

“We're glad to see our customers, and they’re glad to

see us. It’s nice to be in agriculture and produce a crop

that you actually get to hand to the consumer. Most of
us don't get to do that” — Ed Lester

Lisa and Ed Lester

make it worth the trip. Every year they lay
down wooden walkways, line the paths
with flowers and caladiums, and set up
their tent. By opening day in late May,
loudspeakers or live bands are playing
zydeco, New Orleans jazz and other music,
serenading customers while they decide
what to buy by the bushel, the basket, the
peck or the pound.

“We're like the fair that shows up in town,”
says Ed.

But the festive atmosphere isn't the only
thing that’s special about this stand. It
turns out this bounty of produce is grown
within a few hundred yards.

“When they first see us, most people think
farmers bring the produce in to a central
location,” Ed says. “We’re producing this

right here. It’s hours if not minutes old
when they find it”



One Farm, Endless Variety

Glance behind the striped tent at the

farm stand, and you’ll see Cabin Point
Plantation. Ed’s family has called this farm
home since 1849, and the hand-hewn logs
of the plantation’s original cabin are still
tucked inside the walls of his mother’s
house, just across the Red River bridge
from Coushatta. It’s the river that is
responsible for the farm’s silky alluvial soil,
which can grow almost anything, Ed says,
but is ideal for growing cotton.

Since the beginning, cotton has been the
foundation of the operation. It's something
the Lesters grow no matter what, even as
the number of other growers fluctuates
with commodity prices. The rainfall pat-
tern and hot temperatures in this spot are
just too perfect not to.

Besides, there are ways to ride out the
highs and lows in prices, the Lesters say.
For them, diversifying with produce was
the solution. They now plant 650 acres in
cotton, 150 acres in vegetables and 15 acres
in peaches.

“The growing seasons and my equipment
work well with vegetables and cotton,” Ed
says. “The produce retail season is late May
until the first of August. When we're done
with that, we'll rest up for a month or two
before the cotton harvest starts.”

Diversity is also the watchword of the
produce operation. The farm stand’s

Photos below by Christine Forrest
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customers expect a variety of choices and
a lengthy shopping season, so the Lesters
start all of their vegetables from seed in
greenhouses. Out in the field, every row
might be a different variety or a different
growth stage, and once it’s mature, it’s all
harvested by hand.

“It's about management and labor with this
many crops. We're growing small amounts
of a lot of different things, which is what

it takes to draw customers and make the
retail business work,” Ed says. “We know
people are coming for peas, tomatoes,

L

Visiting Ed Lester Farms

Ed Lester Farms is on U.S. 84 in
Coushatta, La., 40 miles south of
Shreveport. The farm stand is open
8 a.m. to 5 p.m. Monday through
Saturday, generally from late May
to the end of July. To learn more,
visit EdLesterFarms.com, find the
farm on Facebook or call (800)
256-3276.

Photos above courtesy of Ed Lester Farms

sweet corn, peaches and squash, and if
we can sell them some radishes, lettuce
and figs, they go home with a big sack.
Everybody’s happy”

The Lesters have three full-time employ-
ees, and about a dozen more workers join
the staff in the summer. Lisa manages the
office and helps coordinate the retail oper-
ation, where half of the seasonal workers
run the cash registers, carry purchases for
customers and make sure the shelves are
constantly stocked. Ed manages the farm
and harvests with the rest of the staff.

It would be easier to harvest everything
at once and send it to a wholesaler, he
admits, but that has never interested him.
Their system provides a constant stream
of produce over a few months of on-farm
retail sales.

“And it’s fun,” he says. “We’re glad to see
our customers, and they’re glad to see us.
It’s nice to be in agriculture and produce
a crop that you actually get to hand to the
consumer. Most of us don’t get to do that”

At Your Service

Customer service is a top priority for the
Lesters, and it starts before the consumer
arrives at the stand.

“Before we even open in May, people
start calling to ask what we have,” Ed says.
“That’s when you take a deep breath and
start the list”



Wlanketing Without
o MW ddlerman

Look at trends in agriculture in recent
years, and one thing becomes clear:
Farmers markets and roadside stands
are no small potatoes.

Direct sales to consumers more than
doubled from 1997 to 2007, and in
the U.S. Department of Agriculture’s
2007 Census of Agriculture, the
most recent data available, direct-
to-consumer, organic and local sales
added up to at least $8 billion. That'’s
higher than cotton and rice sales
combined, says Gary Matteson of
the Farm Credit Council, the national
trade association of the Farm

Credit System.

“If the direct-to-consumer marketing
channel were counted as if it were

a commodity product, then it

would be the fifth most common
farm activity by number of farms,’
Matteson wrote in 2012.

Marketing to consumers can

be a profitable business model,

he says. For example, vegetables sold
directly to consumers can yield a
higher profit margin compared with
traditional sales through wholesalers,
case studies show. Direct sales also
promote a sense of community
between producers and consumers,
and offer a way for young, beginning
and small producers to enter

the marketplace at a smaller and

less capital-intensive scale,

Matteson says.

Learn more about direct-to-retail
agriculture at http://fccouncil.com/
ybs. m cF

Justin Morris, Southern
AgCredit vice president
and branch manager,
catches up with Lisa and
Ed Lester during a visit at
one of the farm’s green-
houses.

To help get the word out, they and their
sons, college students Thomas and Jay,

go online. Facebook helps them connect
with customers and quickly announce
what's available, and the farm’s website
provides basics such as hours, directions
and recipes. The interaction is an opportu-
nity to educate consumers about food and
agriculture, so their website offers infor-
mation on freezing fruits and vegetables,
how cotton is harvested and the history of
the plantation.

Service is also a reason the Lesters do busi-
ness with Southern AgCredit. Ed’s father
first became a customer of the association’s
predecessor in the 1970s, and Ed and Lisa
have continued the tradition.

“We feel that at Southern AgCredit, we're
dealing with friends and family;” says Lisa,
who sometimes drops by their lending
office in Shreveport just to visit or have

lunch with the staff. “Personal service is
really important to us. Thats the way we
like to be treated, and that’s how we treat
our customers, t0o.”

The Shreveport office has a long history of
providing financing to farmers and ranchers
in northwest Louisiana, says Justin Morris,
vice president and branch manager.

“We're predominantly production lenders.
We understand it,” Morris says. “And we
are privileged to associate with members
like the Lesters. Theyre good, hard-
working people”

He says that on some summer days, it’s
hard to get down the highway to Coushatta
because of all the traffic at Ed Lester Farms.
Customers must know that nothing tastes
like a tomato that’s ripe from the field,

he says, or maybe they’re coming for a
“jalapefio grab” — when they can get a big
handful of peppers for free with a purchase.

Christine Forrest



Customers stock up on the farm’s purple
hull peas, often buying several bushels
each summer.

“You only get one try,” Ed says of the grab.
“You should see how much time people
spend trying to figure out how to get the
most they can hold”

Of course, the purple hull peas that started
it all are the big draw. For some, a year isn’t
complete without four bushels of peas —
some to eat now, some to freeze for later.

“When people come here, they want the
plain purple hull peas like their grand-
mother had, or pink-eyes, we call them,”
says Lisa.

“You can get in arguments with people,
says Ed, explaining that the peas vary
slightly by cultivar. “If a pea doesn’t have
a pink eye, it’s not a purple hull, some will
say. Another might taste exactly the same,
but it’s not what people want.”

You'll get no arguments from the Lesters.
You'll just get more peas and produce than
you can haul home in one load. = ck

Every summer, the Lesters set up
the stand’s striped tent and
wood deck on their farm.

Courtesy of Ed Lester Farms

“Personal service is really important to us. That’s the

way we like to be treated, and that’s how we treat our

customers, too.” — Lisa Lester

2 cups cooked
yellow squash
10 green onions,
chopped fine
2 to 4 tablespoons butter
1 cup mayonnaise
2 eggs, beaten
8 ounces extra sharp
Cheddar cheese, grated
1 teaspoon salt
1 teaspoon pepper
s teaspoon Accent
2 cup cracker crumbs

1 9-inch pie crust, baked
and cooled
Filling
4 pint whipping cream
1 cup powdered sugar,
divided
6 ounces cream cheese
2 to 3 fresh peaches, sliced

Glaze
1 cup sugar
2 tablespoons cornstarch
Ya teaspoon cinnamon
1 cup mashed peaches
1 cup water

Preheat oven to 375 degrees. To pre-
pare squash, slice, boil and drain before
measuring.

Sauté green onions in butter.

In a bowl, mix mayonnaise, eggs and
cheese. Add cooked squash and green
onions. Add salt, pepper and Accent, and
mix well.

Pour into 8-by-8-inch baking dish and top
with cracker crumbs. Bake 30 minutes.

— Lisa Almond Lester

Frach Pl

Whip cream with %2 cup powdered
sugar. In a separate bowl, beat remain-
ing sugar with cream cheese. Combine
cream mixture and cheese mixture, and
spread across bottom and sides of cool
pie crust. Refrigerate for 2 hours.

Make glaze by mixing sugar, corn-
starch and cinnamon. Add water and
peaches. Boil mixture until clear. Cool
completely.

Arrange peach slices on chilled pie fill-
ing, then top with glaze.

— Lisa Almond Lester

Photos below courtesy of Ed Lester Farms



“There is not a bigger
turf project in the world.
This is it — this is the

one you want.”

— David Doguet

LANDSCAPES

Jim Lincoln
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specialist had traveled to the Pacific Rim
in 1982 to collect zoysia grass samples.
For two months, the pair trekked through
parts of Japan, Korea, the Philippines and
Thailand, bringing back samples through
USDA and Texas A&M University.

Doguet says that prior to that time, only
two varieties were grown in the United
States, and were mainly in “transition
zone” states like Kansas, Missouri and
Tennessee because of their cold-hardiness.

“I immediately said that this is something
we need to be looking at, but it wasn’t
being used in the South hardly at all
because it was too slow-growing and had
disease issues,” Doguet says of the two
original varieties. “When they were pretty,
they were pretty, but when they weren’t,
there were a lot of issues.”

Years later, when Murray decided to retire,
the USDA had no plans to invest time

in a turf breeding program, and allowed
him to take the zoysia program with him.



Interested in the potential of these grasses,
Doguet purchased the Zeon and JaMur
varieties from Murray to establish the farm
in Poteet.

When Murray fell gravely ill, he asked
Doguet to continue his work, and
Bladerunner Farms purchased the rights to
Murray’s entire zoysia program in 2000.

“We still make payments on it today, and
most of the material we have is from his
collection,” Doguet says. “This didn’t make
us a bigger producer, but it made us more
focused on research and development.”

Grown Around the World

By pursuing his interest in research and
development of zoysia grass and taking his
mentor’s wishes to heart, Doguet has made

Bladerunner Farms the largest privately
owned zoysia grass breeder in the world
today. The company also has developed
several buffalograss varieties.

To supply product for retail, Doguet
harvests some sod and sprigs from
Bladerunner’s own farm, but also relies
on licensing and marketing agreements
with grass farmers in 14 states and several
foreign countries, including Brazil, China,
Barbados and the Philippines.

With such a geographically diverse grow-
ing area, Doguet says that the grasses
Bladerunner Farms develops and

releases for sale must be adaptable. Zoysia
grasses are known for tolerating wide
variations in temperature, sunlight and
water quality.

Not Just for Golf Courses

While using the Zeon variety for sports turf and golf courses is bringing Bladerunner
Farms notoriety, Doguet says that residential grass accounts for 70 percent of his busi-
ness. For this purpose, Doguet suggests a variety like JaMur, which can easily with-
stand high traffic and resembles St. Augustine, or one of the Lowrider varieties, which
require less mowing. Along with the Zeon, these modern-day varieties are also known
for their disease resistance, weed control and low water needs, and work
well in the shade.

To find a retailer of Bladerunner Farms grasses
near you, visit bladerunnerfarms.com.
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Jim Lincoln

Left, Sheri and David Doguet tour a research field
with Texas AgFinance Vice President Walt Franklin.

Below, a Bladerunner Farms employee shows a tray of
early-stage Zoysia sprigs, also shown below.

“We can come up with a
variety that only grows well
in Texas, but that’s not what
we want to achieve,” he says.
“The reason we looked at
zoysia from the very begin-
ning is because it can work in
such a broad area.”

In addition to its adaptabil-

ity, Doguet points out other

reasons to use zoysia grass

for sports turf or a home

yard. When dealing with sports turf or grass for a golf
course, Doguet says that it’s easier to obtain a denser and
softer stand of grass that requires less maintenance and less
inputs by using a zoysia grass, such as the Zeon, over more
commonly used grasses. In fact, some Bladerunner Farms
customers estimate they’ve seen a 20 to 50 percent reduc-
tion in water and fertilizer inputs since installing Zeon
zoysia as their playing surface.

Plus, as Doguet says, it’s just pretty.

“In golf particularly, the ball sits on top of the grass like it’s
on a tee,” he says.

Revolutionary Turf for a
Revolutionary Course

The combination of sustainability and quality is what
drew the architect and the International Olympic Golf
Committee to consider using Zeon in the first place.
Approximately 88 percent of the Olympic course in Brazil,
including 88 acres of fairways and roughs, will come from
Zeon zoysia sprigs. Bladerunner Farms has an established
grower in Rio de Janeiro who will provide the grass.

SUMMER 2013
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“You see some of these major golf courses on TV, and they
look perfect. But it costs a lot of money to keep it perfect,”
Doguet explains. “Most courses don’t have that kind of
money, and really the entire industry is trying to get away
from that. We want nice grass, but not all of the costs that
go into it.”

Walt Franklin, Texas AgFinance vice president/branch
manager in Pleasanton, who has financed land purchases
and operating expenses for Bladerunner Farms for many
years, says that Doguet’s confidence in his company has
never wavered.

“David is by far one of the most optimistic people I've ever
met,” Franklin says. “It’s just his nature.”

In keeping with his nature, Doguet says he has never been
intimidated by the magnitude of the Olympic job. In fact,
to prepare for the demand in zoysia grass that Doguet is
expecting, he has added four Ph.D.s in turf development as
consultants.

“It never scared me,” he says of bidding for the Olympic
golf course. “I've always known we could do this, and we
are going to help make this a special course.” m su
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Christine Forrest

Mitch, his father, Ronnie, and grandfather Arthur are three of the four generations of Fel-
derhoffs who have operated the family business. Mitch holds the fifth generation, his son
Nolan, who already has a product line named for him.

Iust south of the Red River and west of
Interstate 35, wind turbines and grain
elevators stand sentry over North Texas
farming communities like Muenster, where
the two constants in life are the wind and
the flow of grain. The Felderhoff family has
made the best of both.

For four generations, the Felderhoffs have
operated Muenster Milling Co., known for
its complete line of extruded pet food and
animal feed. The company has a formula
for every stage of life and activity level,
made with local grains and without chemi-
cal preservatives. If you listen to the radio
in Texas, Louisiana and Oklahoma, you
might have heard its products endorsed
by celebrity pet owners, rodeo cowboys,
sports figures and gardening gurus.

Adapting to a changing marketplace, the
family produced feed first for dairy cattle,
then for show calves and farm animals.
They rode the wave of the ratite industry,
becoming a premier feed producer for
ostriches, emus and rheas in the 1990s.
They also produced feed for game fish,
llamas, snails and zoo animals.

“We’ve made feed for nearly every animal
you can think of, from escargot to ele-
phants,” says Ronnie Felderhoft, who with
his wife, Sharon, is the third generation to
operate the family business.
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To master the product and achieve the best
quality, they decided to narrow their focus
and go natural. It began with a phone call.

A Natural Decision

Howard Garrett, a Dallas organic garden-
ing author also known as the Dirt Doctor,
was exploring diatomaceous earth’s
potential for natural pest control when he
learned that it was used as an anti-caking
agent in Muenster Milling’s horse feed. He
contacted Ronnie to ask if it was possible
to add the product to pet food.

For the Felderhoffs, whod been wanting
to expand their pet food line, the call came
at the right time. In 1999, they created
the Muenster Natural brand and became
pioneers in natural dog and cat foods.

They’ve gone on to replace chemical
preservatives with mixed tocopherols,
citric acid and rosemary in almost all 17
lines of Muenster Milling’s feeds. Quick
turnaround adds to the freshness of the
product, which is usually in stores within a
few weeks.

Muenster Milling remains unique in hav-
ing its own elevator and buying its grain
directly from farmers within a 15-mile
radius, says Mitch Felderhoff, Ronnie’s son
and Muenster Milling’s vice president.

Sharon Felderhoff joined the business and
computerized their bookkeeping after ob-
taining her master’s degree and coaching
at a local school.

“When you drive up and down Highway
82, much of the milo, wheat, oats, corn
or soybeans that you see, we buy,” says
Mitch. “Four generations of family farms
have worked with four generations of
Muenster Milling”

The mill’s products are sold through
independent retailers and a few grocery
stores, such as Dallas-area Market Street
and Whole Foods Market stores. Though
dozens of private-label feeds that it makes
for other companies are sold nationwide,
the Felderhoffs have turned down offers
to sell Muenster Milling brands through
national chains. They focus on quality over
quantity, they say, and wouldn’t want to
yield to price pressure from big retailers or
use cheaper ingredients.

Old Company,
New Technology

Avid industry watchers, Ronnie and
Mitch follow research, attend conferences
and trade shows, and visit other plants

to see new technology at work. Science

is behind every formula, which increas-
ingly includes beneficial micro-ingredients
such as L-carnitine and yeast cultures.
The Felderhoffs formulate the feed
themselves, occasionally consulting

with animal nutritionists.

Where to Find Muenster Milling Co. Products

Muenster Natural and other Muenster Milling products are sold at feed
stores, pet stores and other retailers in Texas, Louisiana and Oklahoma. You
can buy feed online or find a retailer at MuensterMilling.com.

Nolan’s Chop Haus, freeze-dried raw meat for dogs and cats, is sold in
North Texas. Find a retailer at NolansChopHaus.com.

Christine Forrest



A Force to Be
Reckoned With

Wind has been a blessing and a curse for
this North Texas town since its earliest
days. Founded by German settlers in 1889,
by 1893, Muenster had already lost its
church to storms — twice.

But its people rebuilt, and Muenster grew
to a town of 1,500 with a hospital, two
meat processors, two feed mills, a popular
Germanfest and one of the continent’s
few glockenspiels, a clock tower that plays
German music every hour, animated by
twirling figures.

People even found a way to harness
the power of the wind, and turbines
north of Muenster generate electricity
for nearby Denton.

But now and then, the wind'’s force
remains uncontrollable.

One June night in 1998, a storm blew down
the house Ronnie and Sharon Felderhoff
were building. Thirteen years later, almost
to the hour, 125-mph straight-line winds
crushed the bins at Muenster Milling’s grain
elevator. It would be a year and half before
the business was fully functional.

Ronnie credits Nationwide Insurance
and his neighboring grain elevators for
their responsiveness.

“You couldn't ask for better competition,”
he says.“Tony’s Seed & Feed, right across
the street, let us store grain. Martindale
Feed Mill over in Valley View made trucks
available for storage, and Bluebonnet
Feeds helped us with ingredient purchas-
ing. | give them as much credit as | give
Nationwide. It was rather humbling.”

If there is a silver lining to the 2011 storm,
it's that Muenster Milling could modern-

ize as it rebuilt. At the new 310,000-bushel
elevator, the Felderhoffs installed self-
cleaning tanks, a new aeration system and a
covered loading area.

Ronnie says his lender let the company
decide how to put the insurance funds to
the best use.

“I've got to put a feather in AgriLand’s cap.
They were very good to work with,” he
says. “They could have taken the insurance
money for the elevator to pay down the
notes on the robotics over at the mill, but
they let the money come to us. We put it
right back into the company, plus some.

“Muenster Milling has an elevator that's
going to last generations.” m cF
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The Felderhoffs have also changed the
mill’s grinding system to improve air
flow and built a new grain elevator (see
sidebar). Another recent improvement is
a robotic system that can package 500 or
more bags an hour — twice as fast as the
mill can manufacture it.

Up the road from Muenster Milling’s
warehouse and grain elevator, its mill has
operated in the same building for more
than 80 years. There, workers load finished
feed into bags that begin a 40-foot ride
down a Chantland MHS conveyor, where
an industrial inkjet printer sprays each
with a traceable code as it passes. At the
end of the line, a bag barely has time to
pause before a massive Fuji robotic arm
clutches it, swings it around and places it
on a neatly stacked pallet.

Mitch and his siblings can tell you what
it was like before the robotic system was
added in 2008.

“In high school, that was my workout to
get ready for football: climbing 100-foot
ladders and taking turns throwing 4,000 or
5,000 bags in a row; he says. “That was one
of the motivations for automating. We've
got really good employees, and we didn't
want to lose them or have injuries”

About 24 people work for Muenster
Milling, and their tenure is impressive,
such as 34 years for mill maintenance man
Dickie Moster, 28 years for warehouse
manager Brent Hess and 24 years for mill
manager Max Koesler.

“I'm proud of the reputation that my
grandfather, my dad, and Mitch and I have
created,” Ronnie says. “But I'm most proud
of Mitch and Sharon and our people. We've
got an exceptional staff. They all care.

“It’s a privilege to have them work with me.
I don’t introduce anybody as an employee,

A robotic arm — part of a packaging system that was
added in 2008 — grasps each bag from a conveyor and
stacks it on a pallet for shipping.

I introduce them as a co-worker. I think of
them as family”

Looking Ahead

To help finance the robotic system, the
Felderhoffs turned to AgriLand Farm
Credit. Theyd first become Farm Credit
customers in 1994 when they bought land
where they have a cattle operation, and

it was Agriland that offered the best rate
when they wanted to upgrade their mill.

“They’ve installed some very specialized
equipment,” says David Althof, senior

loan officer at AgriLand’s Bonham and
Gainesville offices. “They have tight quality
and inventory controls. That's Ronnie’s
expertise. He’s an excellent manager, and
maintains strong production levels”

Because they can package so quickly,

the Felderhoffs are considering adding a
second shift to produce more feed. They
recently introduced a line of freeze-dried
meat for pets called Nolan’s Chop Haus,
named for Mitch’s son, and they’re develop-
ing a low-glycemic grain-free pet food that
they hope to release in the fall.

The family is also drawing up plans for a
new mill. Rather than bring in investors,
they intend to expand in stages, preserve
their cash flow and keep the business
family-owned, Ronnie says.

Walking outside the headquarters,
he points out where they plan to
consolidate the mill, warehouse and
elevator on one city block, complete
with cutting-edge technology.

“That will be for the fourth and fifth
generations,” he says. m CF

See more photos on our website at
findfarmcredit.com/seemore.
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eep in conversation with visitors
l) to his Mississippi farm, Milton

Sundbeck leans up against a
feed trough, ignoring an approaching

storm and the curious stares coming
from a group of prized bulls.

Suddenly, a wet nose nuzzles his arm.
The friendly nudge comes not from
an eager puppy, but rather from one
of several Brangus bulls lined up at
the trough. He chuckles and rubs the
animal’s broad black forehead.

“See how docile he is? We breed our
bulls to be this way,” Sundbeck says, as
the bull continues to nudge his arm.
“You want them to be gentle enough
so they are safe to handle”

Sundbeck, who owns both a chemical
company and a registered cattle oper-
ation, knows his bulls. Since 2005, he
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and his team at Town Creek Farm near
West Point have sought to produce rugged,
top-quality Brangus bulls for commercial
operations. “There’s a real need right now
for Brangus seedstock, and we've got the
proven genetics that cattlemen want,” he
says during a recent farm tour. “We breed
forage-based cattle with high fertility that
are tough enough to live on the range”

Lifelong Interest

Cattle and farming run deep in Sundbeck’s
family. In 1915, his grandfather emi-
grated from Sweden and settled east of

Christy and Milton Sundbeck

Austin, Texas, where he started a dairy
farm. Growing up, Sundbeck worked on
the family dairy farm as well as on the
Hereford ranch that his other grandfather,
Lynn White, owned near Clifton, Texas.
When the farm was sold, his father landed
a job at Jefferson Chemical Company in
Austin. As a teenager, Sundbeck worked
summers at the company, and then became
a research assistant while studying chem-
istry at the University of Texas in Austin.
This early experience in the chemical
industry would influence an important
decision for him.

“I'd watched all my relatives nearly starve
in the farming and ranching business, so
I realized I had to go into something else,”
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says Sundbeck, who went to work in 1968
at Hercules Incorporated in Houston, a
leading manufacturer of paper and water-
treating chemicals. “But I always dreamed
that someday I would be able to buy a big
enough place to raise my own cattle”

For more than 15 years, Sundbeck rose
through the ranks at Hercules and then
American Cyanamid Company. While
working in Mobile, Ala., managing the
water treatment and paper chemicals busi-
ness for American Cyanamid, he found an
opportunity to start his own chemical man-
ufacturing business. In 1980, he launched

Southern Ionics Inc. in Mobile and later
moved the firm to West Point, Miss.

Finally, in 1993, SundbecK’s dream of farm-
ing came true when he purchased 800 acres
of farmland east of West Point and several
hundred stocker calves. Additional parcels
totaling 2,000 acres were financed by the
Mississippi Land Bank. “I focused on steers
at first)” Sundbeck says. “I grew them out to
650 and 700 pounds, then sold them. But

I really like mama cows best. So in 2005, I
got into the registered Brangus business”

About the same time, he met the late

Joe Reznicek, who had developed the
Ultrablack trademarked breed — Brangus
crossed with Angus. Reznicek, owner of

the Cow Creek Ranch in Alabama, also was
known for producing forage-based Brangus
genetics, which appealed to Sundbeck.

“Joe asked me how I was going to mar-

ket my bulls, and I said I hadn’t thought
about it,” Sundbeck recalls. “We talked
some more, and I decided I'd join him as a
joint-venture partner. That entailed buying
his cows and genetics. Then hed take my
weaned bulls and put them into his devel-
opment program.”

Sadly, lymphoma cut RezniceK’s life short
in 2010. Before passing, he and his wife,
Joy, planned for Cow Creek’s future with-
out him. They decided to sell the entire
cow herd to the Southern Cattle Company
in Florida. Two years later, the company
put the Cow Creek cattle up for sale.

“It was perfect timing for us to step in,”
Sundbeck says. “We bought a large num-
ber of Cow Creek cows, and Joy came
on board as marketing manager for our
bull program.”

Stewardship

Town Creek Farm lies within the fertile
Black Belt region that was once heavily
farmed. Two miles of Town Creek, a tribu-
tary of the Tombigbee River, runs through
the farm. Since the 1800s, row cropping
had badly eroded the land and damaged
the creek’s water quality. Right away;,
Sundbeck converted the land into grazing
pastures and wildlife habitats. He fenced
off stream banks from cattle and planted
native trees and grasses as a buffer.

“I knew grazing was the best way to utilize
this land,” he says. “Hay grows well here,
so we grow our own, which saves a lot of
money. Instead of corn, we produce and
feed a forage-based ration that consists of
ground hay, dry distiller’s grain, soy hull
pellets and molasses.”

Not only a strong land steward, Sundbeck
also cares deeply about the well-being of his
animals — so much, in fact, that he incor-
porated humane handling systems into his
new cattle-working facility. Features such
as round crowd pens, curved chutes and
grooved non-slip flooring were designed
by Dr. Temple Grandin, a Colorado State
University professor known for her work in
animal welfare and behavior.

“Moving the cattle in a curve all at one time
gives them a sense of returning,” Sundbeck
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notes. “Their natural behavior makes them
want to go back where they came from.
This design is safer for the cattle and the
men who are working them. In this facility,
we also freeze-brand using acetone and
alcohol frozen to minus 87 degrees. The
solution kills the hide’s color pigments so
the hair grows back out white”

Global Marketing

This fall, Town Creek Farm will host its
first live video auction in a new sales facil-
ity that overlooks the farm’s gently rolling
pastures. On sale day, prospective buyers
will be able to view registered Brangus
and Ultrablack bulls and commercial bred
heifers in outdoor pens. An online catalog
will enable long-distance buyers to watch
the cattle on video. Inside the facility, giant
flat-screen televisions will post videos of
cattle while the auctioneer conducts sales
that will simultaneously broadcast live via
the Internet.

“No more sale rings,” Sundbeck says,
explaining why the animals will not be
paraded through the auction barn. “Video
auctions are much less stressful on cattle
and a lot safer for people running the sale”

The huge sales facility — financed by the
Mississippi Land Bank — accommodates
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1,000 people and includes a commercial
kitchen and dining tables. Easy access
to airports and highways is an added
convenience.

“This facility will boost [the economy

of] the entire Golden Triangle region
that’s bounded by Columbus, Starkville
and West Point,” says David Loftin, vice
president of operations at the Land Bank.
“People will drive or fly in for sales, eat at
local restaurants and stay in local motels”

Internationally, Joy Reznicek markets
Town Creek Farm semen and embryos to
clients in Australia and South America.
“A son of our herd sire Integrity 35554
was recently a grand champion bull in
Paraguay,” she says. “A South American
bull from our genetics program was the
national grand champion bull in Brazil”

Sundbeck couldn’t be happier.

“South Americans love this style of cattle,
which are moderate-framed and fora