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Greetings,

As spring weighed us down with cloudy, cold, wet weather, 
farmers were turning up the heat on federal policy issues. 

“The voice of milk” is more than a tagline for Edge; it represents 
what you do best – speaking up for what is important to you.
And we’re here to help amplify that. 

I recently described Edge to a prospective member by pointing 
out that our members are progressive thinkers and doers. 
You speak out on critical issues facing dairy. You walk the walk.

There are plenty of recent examples.

Members Justin and Louisa Peterson of 
Creamery Creek Holsteins hosted a 
roundtable discussion on their farm with 
U.S. Rep. Ron Kind about the importance 
of free trade, impact of harmful tariffs and 
need for the United States-Mexico-Canada 
Agreement (USMCA).

Dairy processors also are speaking out. 
Valley Queen Cheese Factory, a member 
in Milbank, S.D., recently hosted Sen. John 
Thune. 

Aaron Stauffacher, associate director of government affairs, spoke at a field 
hearing in April held by Rep. Bryan Steil to reiterate the importance of trade 
and the USMCA to our dairy farmers.

These are shining examples of how to connect with lawmakers. You don’t always 
need to fly to Washington to make an impact. You often have a better opportunity 
to engage your representatives on your farm or in your local community.

Let’s keep turning up the heat in the days ahead!

Tim

Letter From Leadership

Edge members 
honored for farm 
sustainability

From Dairy Management, Inc. 

The Innovation Center for U.S. Dairy 
announced its U.S. Dairy Sustainability 
Award winners during a May 8 ceremony 
in Rosemont, Ill. 

The program recognizes dairy farms, 
businesses and partnerships whose 
practices improve the well-being of 
people, animals and the planet. 

Judges evaluated nominations based 
on their economic, environmental and 
community impact. The independent 
judging panel also considered 
innovation, scalability and replicability.

“This program and these winners show 
there are no limitations to dairy 
ingenuity,” said Marilyn Hershey, 
Pennsylvania dairy farmer and 
chairwoman of the Dairy Management 
Inc. board of directors. 

Two Edge members were among the 
winners.
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LEGISLATIVE UPDATE

In May, President 
Tr u m p  a n -
nounced his plan 
to modify the 
United States’ im-
migration laws. 
The proposal, 
which was creat-
ed under the di-

rection of his  son-in-law Jared Kush-
ner would boost border security while 
also setting up a new merit-based 
system for legal immigration. The 
number of immigrants allowed into 
the country would not see any signif-
icant change, but 
the group’s com-
position would 
change. Skills 
would be empha-
sized over family 
connections. 

While farmers 
would consider 
their employees 
to be skilled 
workers, most 
would not have 
the type of skills 
that would be 
preferred under 
the Kushner 
proposal. There are elements of the 
plan that address the shortage of 
workers to do physically demanding 
jobs like those in agriculture. The plan 
calls for a near doubling of the 
number of H-2B visas, which are for 
temporary or seasonal workers. 
Unfortunately, those with H-2B visas 
are not allowed to work in agriculture. 
These visas are typically used by 
landscaping or construction 
businesses. 

The plan does not appear to provide 
any relief for ag labor problems. Kristi 
Boswell, who was formerly the point 
person on immigration at American 
Farm Bureau and more recently an 
adviser to U.S. Department of 
Agriculture Secretary Sonny Perdue, 
has been working at the White House. 
Edge has worked with Boswell in the 
past and appreciates her passion for 
the issue. Her presence at the White 

House means ag has a strong 
advocate in the mix, but it is unclear 
if that will yield results. 

It is also unclear what level of support 
the Kushner plan might have in the 
White House. His close relationship 
with the president suggests a 
favorable reaction, but President 
Trump and several  other 
administration officials have publicly 
indicated a desire to reduce the 
overall amount of legal immigration, 
not just change the makeup of the 
pool of people being admitted legally. 

In Congress, the 
plan’s prospects 
are no better. It is 
very hard to 
imagine the plan 
being embraced 
by a Democrat-
controlled House. 

Speaking of the 
House, that could 
be where we see 
the emergence 
of one or more 
alternatives to 
the Kushner plan. 
T h e  n e w 
chairperson of 

the Judiciary Committee’s 
Subcommittee on Immigration and 
Citizenship is Congresswoman Zoe 
Lofgren from California. She has 
reintroduced the “Blue Card” bill that 
would give some undocumented 
people a long-term path to citizenship 
if they meet certain requirements. 
This is probably a non-starter with 
the president. 

Her staff has also been working very 
closely with ag stakeholders, 
including Edge and the Agriculture 
Workforce Coalition, to try to come 
up with a solution to the year-round 
labor needs of some farmers. Such a 
proposal could enjoy bipartisan 
support and its limited scope might 
make it palatable to President Trump. 
Indeed, it could give him an important 
piece of pro-farmer legislation to sign 
as his reelection campaign heats up.

Immigration proposals moving, 
but can any become law?  

Outstanding dairy farm sustainability

Cinnamon Ridge Farms  
Donahue, Iowa

Owner John Maxwell found an economic 
and environmentally sustainable solution 
to sourcing cow feed early in his career 
by planting a cover crop during the 
winter season. The crop, rye grass, 
survived harsh growing conditions while 
being great nutrition for his cows. The 
cover crop prevents nutrient runoff and 
erosion, building healthier soil for corn 
or soybean crops. The farm also became 
a destination for food waste, accepting 
2,000 pounds of coffee creamer from a 
manufacturing company each week 
instead of ending up in a landfill. The 
creamer provides a carbohydrate source 
for the cows’ diet with added flavor.

Majestic Crossing Dairy 
Sheboygan Falls, Wisconsin

The 2,000 cows at Majestic Crossing Dairy 
are the result of a unique strategic shift 
when owner Dean Strauss began 
building a herd of crossbreeds. The cows 
tend to be smaller in size, requiring less 
food and producing less manure. Strauss 
has adopted a GPS guidance system on 
his tractors and other machinery that 
helps identify efficiencies in seed 
distribution as well as reducing fuel, 
pesticide and fertilizer use on the 3,600 
acres of crops grown to feed the cows. 
Majestic Crossings also invested in 
robotic milking machines that have 
reduced his farm’s water use by 30 
percent, or about 20 gallons per cow 
each day.

View the complete list of award winners 
at usdairy.com/sustainability

All winners (above). Turn to page 7 for photos 
of the Maxwell and Strauss families.

Sustainability awards
continued from page 1

John Holevoet, 
director of 
government affairs

Dairy farm employees are highly skilled, but 
most would not have the type of skills preferred 
under the Kushner plan. 
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NEED TO KNOW

Dairy’s growth po-
tential in the com-
ing years hinges 
on its ability to 
produce products 
that align with 

how customers want to eat today, par-
ticularly with respect to health, well-
ness and sustainability. 

The nostalgic image of the natural 
dairy farm and its nurturing, 
wholesome products still speaks to 
what customers want from their food; 
traditional forms of dairy (liquids, 
cheeses, spreads) still hold a 
fundamental place in the American 
diet. However, the evolution of U.S. 
food culture means that dairy must 
continue to adapt to speak to 
emerging quality distinctions and 
ways of eating. Dairy Management Inc. 
and The Hartman Group, a consumer 
research company specializing in food, 
provided insight into consumer culture 
around dairy.

1. The language of f resh, less 
processed food forms the basis 
of healthy eating today.

Perhaps one of the most important 
things customers are looking for from 
their food is “fresher” and “less 
processed.” This is not just about “expiry 
date” but about a sense that a food is 
in as “natural” a form as possible, 
without the addition of “chemicals,” 
like pesticides, antibiotics, hormones 
and preservatives.

2. Customers are listening to more 
diverse authorities. Know what 
they’re saying about dairy. 

Customers are thinking about their 
health and wellness more holistically 
than in the past, seeking to maintain 
a balance between physical health, 
mental health and quality of life. This 
often involves a personalized approach 
to wellness, not just following 
traditional guidelines on how to eat, 
and trying out a range of diets to see 
what “works for them.” 

These diets take a variety of approaches 

to dairy. Ketogenic/Bulletproof diets, 
for example, celebrate the role of 
quality dairy while others, like Whole30, 
limit certain dairy categories. Even 
those who limit dairy often only do so 
for a short time.

3. Customers are looking for diverse, 
nutrient dense foods that can 
support digestion and energy as 
part of a fulfilling lifestyle.

Customers typically think of dairy as 
being naturally full of a wide range of 
nutrients. However, some authorities 
in health and wellness suggest that 
dairy products can disrupt digestion 
and cause inflammation, making 
people feel less energized. This has led 
some to experiment with incorporating 
plant-based alternatives to see if they 
help them “feel better.”

At the same time, customer interest 
in high-quality, full-fat dairy options is 
rising as people become more aware 
that full fat is tastier and can also be 
healthy and more satiating. 

4. Customers respond to actions 
that are both “better for me” and 
“better for the world.”

While customer awareness of 
sustainability is at an all-time high, 
sustainability has the most resonance 
with customers when they can see 
that a product clearly benefits them 
while also signaling that it can provide 
environmental, economic or social 
benefits. Notably, they associate the 
word “sustainable” itself primarily with 

environmental issues.

5. In the future, customers want  to 
hear how animals are part of a 
healthy community and 
ecosystem.

What are seen as signs of animal 
welfare (e.g. no hormones, no 
antibiotics, grass fed, pasture raised) 
also suggest that the product is safer 
and higher quality. As a result, signs 
of animal welfare are becoming a basic 
requirement. People who are highly 
engaged with sustainability are also 
idealizing farming that has occurred 
in greater harmony with the local 
ecosystem and climate. Even if they 
feel it’s not possible at scale, 
communications that speak to these 
values are impactful.

6. Understanding your customer is 
key to product positioning

Customer engagement in health and 
wellness and sustainability varies. 
These differences mean that people  
need access to an array of products 
that can meet them where they are 
on their own journey. Trend-forward 
customers demand products with 
more quality distinctions (e.g. non-
GMO, pasture raised), others may 
aspire to purchase those products but 
still ultimately choose a product at a 
lower price point.

In the end, continuing to understand 
how customers think about dairy will 
keep it relevant and exciting in an 
increasingly competitive world. 

Modern food culture and the future of dairy 
By Helen Lundell, senior consultant, The Hartman Group
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MARCH STATS

UPCOMING EVENTS 
DAIRY BREAKFASTS

Monthly Milk:

Members:

832

Total Cows:

468,095

billion
pounds 1.09

JUNE 1
Dairy Fest, Stockton, SD
Crosswind Jerseys

JUNE 2
Brown Co.
DenMar Acres

JUNE 8
Lafayette Co.
Cottonwood Dairy

JUNE 9
Richland Co. 
Junction View Dairy 
 
Neillsville 
Mathis Dairy 

JUNE 15
Kenosha Co. 
Mighty Grand Dairy Farm

Columbia Co. 
Kessenich Dairy

La Crosse Co. 
Creamery Creek Holsteins

Walworth Co. 
Sugar Creek Dairy

JUNE 16
Marshfiled FFA Alumni  
Ledden Family

Kewaunee Co. 
Kinnard Farms

JUNE 22 
Lunch, Donahue, IA   
Cinnamon Ridge Farms

JUNE 23
Colby Dairy Breakfast   
Heeg Brothers Dairy

JUNE 30
Greenwood Dairy Breakfast   
Stieglitz Dairy LLC

*All events hosted by Edge 
members




