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M A IN T EN A NCE M AT T ERS

hough not often thought 
of as such, grain bins are 
the same as belt convey-
ors and pellet mills — 
pieces of equipment that 

must be taken care of continuously 
or risk failure. The difference is that 
when a bin fails, it can lead to more 
than annoyance and downtime — 
it can lead to millions of dollars in 
damage and put lives in danger. 
Some risks cannot be avoided, like 
the weather or a careless truck driv-
er, but many are well in a company 
manager’s control.

The ground up
As grain towers reach higher into 
the sky, the loads they place on 
the ground magnifies. If the soil 
beneath the bin is too sandy or con-
tains too much water, it can spell 
disaster. Calling out an expert to 
sample the soil before construction 
begins can help facilities from mak-
ing the same mistake as the people 
who built the Leaning Tower of Pisa 
by making sure the soil can support 
the weight of a full grain bin.

“We see a fair amount of bins, 
especially because they’re getting 
taller, that aren’t always settling 
evenly,” explains Rodney Grossman, 
structural engineer at Brock Grain 
Systems. “Sometimes they end up 
leaning to one side causing damage 
to the bin as it tries to go obround. 

Or if you have a catwalk attached 
to the roof, and the bin tilts, that 
catwalk will push and pull on the 
roof causing serious damage.”

The right bin for the job
Though storage bins appear to be 
the same from industry to indus-
try, they are far from universal. 
Bins have to be designed for the 
type of material that will be run-
ning through them, the application  
used, and what type of loading and 
unloading will be done. Richard 
Kobetz, president of Sunfield 

Engineering, Inc., explains what 
can go wrong if the bin is not 
designed correctly.

“All kinds of different failures 
can happen,” says Kobetz. “A 
minor tearing, leakage, a little 
bending of one of the secondary 
structural elements, up to the 

Why Bins Fail
How the most expensive piece of equipment at a site may fail and steps to take to prevent it. 

By Steven Kilger

T

PHOTOS BY C-TEC AG
Monitoring cracks with periodic  

photos will help determine if they  
are spreading or widening. 
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WE DELIVER

Feed & Grain delivers the power of multiple platforms
Feed & Grain delivers leading-edge coverage of the critical industry  
issues to the feed and grain community through multiple platforms. Our 
portfolio helps you reach decision makers, generate leads and  
drive sales with cost-effective programs customized to deliver your  
marketing message.

Print
  Feed & Grain Magazine
  �Supplements
  �Inserts
  �Reprints
  �Ride-Alongs
  �List Rentals
  �Stickers
  �Unique Covers
  �Specialty Ad Positions

Digital 
  �FeedandGrain.com
  �eNewsletters 
  �Targeted email Blasts
  �Webcasts
  �Whitepapers
  �Newscasts
  �Profile Video
  �Video Spotlight

Mobile 
  �Responsive Design  
  �Tablet App  
  �Digital Edition

Social
  �Facebook 
  �Twitter

2,071
buyer’s guide 

products

2,351
followers*

(*Twitter — Sept. 1, 2014)

Stand out
by using the one 
uniquely qualified 
group you can trust to 
grow your business 

No Other
media source can 
deliver results  
like we do

feedandgrain.com the online home of feed and grain decision-makers

86.9% of our  
subscribers are upper 

to mid-level management 
decision makers**

**June 2014 BPA Statement.  Upper to Mid Level Management = 
9,195 Corporate & General Administration + 4,441 Mill, Plant or 
Elevator Operations Management.  TQ = 15,700
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TOTAL REACH

Feed & Grain delivers your marketing message to the most influential and engaged feed and grain industry professionals. Our multimedia        
platform connects you to buyers through print and digital editions, tablet apps, website advertising, email marketing, social media and more!

the online home of feed and grain decision-makers feedandgrain.com

feedandgrain.com
Mobile Visits 3,576

14,076Email Marketing
Opt-in Subscribers

**

**

**

**

Feedandgrain.com
Monthly Page Views 43,644

15,700Print & Digital Publications
Subscribers

1.4% 11.7% 28.3% 58.6%

Nutrition, Research & Development

Sales and/or Marketing

Mill Plant or Elevator Operations Management

Corporate & General Administration

Audience profile by title*

*June 2014 BPA Statement, TQ  = 15,700.

** Publisher’s Own Data
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2015 EDITORIAL CALENDAR

JANUARY

Feed industry trends

Dust control & 

explosion prevention; 

Design, construction & 

remodeling;  

Maintenance, motors  

& generators

Close: 11/21/14
Art Due: 12/2/14

Dec. 6-8 | Kansas City, MO

FEBRUARY/MARCH

Grain handling 
safety

Storage (including 

fumigation &  

pest control);  

Drying & aeration;  

Safety & rescue 

equipment

Close: 12/29/14
Art Due: 1/7/15

APRIL/MAY

transportation

Operations management 

software;  

Transportation-related 

products;  

Renovation & bin  

cleaning

Close: 3/9/15
Art Due: 3/16/15

JUNE/JULY

Grain Quality

Cleaning equipment  

& magnets;  

Grain testing & analysis; 

Weighing

Close: 5/4/15
Art Due: 5/11/15

AUGUST/SEPTEMBER

Facility  
management

Conveying & material 

handling; 

Bags, bagging  

& palletizing

Close: 7/7/15
Art Due: 7/14/15

OCTOBER/NOVEMBER

Automated Control 
Systems

Mixing & batching;  

Milling & grinding 

Close: 9/8/15
Art Due: 9/15/15

SHOWCASE 2015

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-round

Close: 10/23/15
Art Due: 10/30/15
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dates

feedandgrain.com read Feed & Grain online

NGFA Country Elevator/
Feed Industry Conference

Feb. 22-24 | St. Louis, MO

Mar. 15-17 | San Antonio, TX

GEAPS Exchange

NGFA Annual Convention

Jan. 27-29 | Atlanta, GA

International Production & 
Processing Expo (IPPE)

Distribution at 
ALL major shows 

& meetings 
throughout the year!

We share Not just the “what” 
with our readers but delve 

further into the “why”



2015 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”

2015 RATES & MECHANICALS

5
for more information and material submission go to www.feedandgrain.com/advertise

	 Full	 $4,235	 $4,655	 $5,285

	 1/3	 1,930	 2,250	 2,980

	 2/3	 3,345	 3,765	 4,400

	 1/2	 2,605	 3,025	 3,655

	 1/4	 1,445	 1,865	 2,500

Tablet Editions

Ride-Along Rates

Ad Sizes

Available in iPad and Android formats, 
the Feed & Grain tablet app ad  
dimensions are 1024 x 768 pixels  
(horizontal). Ads can be supplied or  
created to design requirements and 
include interactive rich media such  
as video, audio, slideshows, etc.

Sponsorship Package    $2,500/ per year 
Tablet Ad                             $100/per issue

Insert or poly-bag your promotional material with Feed & Grain.

Contact the publisher for details

AUGUST/SEPTEMBER 2014

INFORMATION TO GUIDE YOUR PROFIT AND GROWTH

Maintenance Matters  
Why bins fail and tips for prevention

Legal Q&A 
Working in confined spaces

Focus On Regulatory  
Making sense of PRSC regulations

Sponsored by:

Kyle Whisler, commercial manager, ADM;  
Bill Foley, regional project engineer, ADM;  
Jeff Stephens, commercial director, ADM;  

Michael Brown, site project manager, ADM;  
Andrew Soukup, plant operations manager, ADM.

COMPANY PROFILE

HIDDEN 
GIANT
ADM-Beech Grove, America’s third  
largest flour mill, opens the doors to  
a 31,000-square-foot expansion just  
outside Indianapolis. read more

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”
1⁄4 PAGE HORIZONTAL
47⁄8” x 33⁄8”

	 Size	 B/W	 2-Color	 4-Color

When I turn on our grain handling system  

and everything runs like a top.sweet soundof success.

That’s the

See ourProduct Overview BrochureGet the news fromSweet Talk

Watch Sweet Manufacturing  Quality Bulk Material Handling
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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

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

Web Classified Ad 
Duplicate your classified ad on  
www.feedandgrain.com. Includes link 
to your website or email address. 

Add  $100 each (for print ads only)

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

1x = $145/4x = $140/7x = $135

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

1x = $275/4x = $265/7x = $245

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

1x = $420/4x = $400/7x = $380

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

1x = $550/4x = $530/7x = $490

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

1x = $685/4x = $660/7x = $610

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

1x = $830/4x = $795/7x = $735

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

			   Black/White	 4-Color
			   or 2-color

	 7X		  $740	 $840
	 3X		  $800	 $900
	 1X		  $875	 $975

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

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
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DIGITAL MARKETING

feedandgrain.com the online home of feed and grain decision-makers

The online home of  
Feed and 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

  E-Newsletter Sponsorships

  �Whitepapers

  Webcasts

  �Video

  Case Studies

Ask your publisher for details! 300 X 600
Position 4

970 X 250
Position 1

550 X 480
Welcome Ad

16
58
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 10

58
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al
lp

ap
er
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d

300 X 250
Position 2

300 X 250
Position 3

Web Banner Ads*
	 Position 1 Banner 970 x 250	 $650

	 Position 3 Banner 300 x 250	 $490

	 Position 2 Banner 300 x 250	 $550

	 Position 4 Banner 300 x 600	 $430

High Impact Advertising Units*
	 Welcome Ad	 $400/per week

	 Page Peel	 $400/per month

	 Road Block	 $400/per week

	 Wallpaper Ad	 $2,000/per month

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

* Exclusives only
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DIGITAL MARKETING

Enewsletters
Newsletters are one of the most popular forms of generating sales 
leads online. Reach over 12,000 subscribers* by sponsoring one of  
Feed & Grain‘s three weekly 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

$1,395/per year

the online home of feed and grain decision-makers feedandgrain.com

468 X 60 Position 1

468 X 60 Position 2

468 X 60 Position 3

300 X 250
Position 4

300 X 250
Position 5

enewsletter Banner Ads* (NET)

	 Position 1 Banner 468 x 60	 $650/per month

	 Position 3 Banner 468 x 60	 $555/per month

	 Position 5 Banner 300 x 250	 $470/per month

	 Position 2 Banner 468 x 60	 $590/per month

	 Position 4 Banner 300 x 250	 $525/per month

* Publisher’s Own Data * Rotates with other advertisers

* Exclusives only



ENGAGE THE FEED & GRAIN AUDIENCE = GET RESULTS

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 generate sales leads, establishing thought 
leadership, make a business case, or inform and 
persuade 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).

Arlette Sambs  |  Feed & Grain  |  920.397.3828  |  arlette.sambs@feedandgrain.com 
Jonathan Franks  |  Feed & Grain  |  920.397.3835  |  jonathan.franks@feedandgrain.com

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.
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“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
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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 

 www.feedandgrain.com 
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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.

PH
OT

OS
 B

Y 
EL

IS
E 

SC
HA

FE
R

2 As seen in the January 2014 issue of Feed&Grain. 
www.feedandgrain.com

INFORMATION TO GUIDE YOUR PROFIT AND GROWTH JANUARY 2014 

As seen in the January 2014 issue.

79 | TECHNOLOGY UPDATE: Feed App for Equine Performance

28 | FACILITY PROFILE 

Landmark Services 
Cooperative
Expansion boosts customer  
satisfaction

64 | SPECIAL REPORT

Waterways 
Resources Act
Locks and dams nearing  
improvement

THINGS TO SEE AT10
14 | SHOW GUIDE

12 | COMPANY PROFILE

Trash to Treasure: 
ELEVATOR MAKEOVER

REINVIGORATES
COMMUNITY
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stored grain if a problem is noted. 
Because quality and safety are so 

interconnected, Kevin Miles, presi-
dent of Rolfes@Boone, says more grain 
facilities are installing kanal systems in 
existing tanks and most new structures 
designed are built with a kanal system. 
“A well-designed kanal system can help 
you empty a tank down to a bucketful of 
grain. They support better aeration and 
cleanout; you don’t need a sweep auger; 
and it eliminates the need to enter a bin,” 
he says.  Some will consider these sys-
tems “pricey,” but reduced mechanical 
problems, better cleanout and improved 
safety provide return on  investment.

Rolfes@Boone manufactures aeration, 
dust control, and temperature and haz-
ard monitors, working with grain facil-
ities across the country. Miles typically  
sees people shut off fans too quickly, 
“which can create buffer zones where 
cold grain sits next to warm grain. You’ll 
see crusting and hot spots — it can lead 
to a host of problems.” 

To consider how aeration works, think 
of a garden hose. The adjustable noz-
zle lets you water with a broad spray 
or switch to faster, narrower streams. 
With aeration, you only want that broad 
“misting” of air that moves slowly and 
spreads evenly through the grain mass. 
If aeration isn’t functioning properly, 
crusting and channeling can occur. “Air 
flows around those areas rather than 
through them,” Miles says. 

If a fan needs to be replaced, replace 
it with same horsepower rating. “We’ve 
seen situations where a higher horsepow-
er fan was used as a quick replacement. 
But when you move air too fast, you get 
a narrower stream, which can lead to 
quality issues. You want to keep the air 
front dispersed and moving up through 
the grain and out the top.” Because air 
at the top will be wetter, consider run-
ning exhaust fans for an extra hour or 
two to dry out head space when ambient 
temperatures fluctuate. Powered roof 
vents should move 1.3 to 1.5 times the 
airflow coming in at the bottom of the 
grain mass, Miles says. 

Recognize the differences in moisture 
and fines in each structure and know 

the cfm recommendations for the bin, 
he reminds. 

Quality in equals quality out 
Look at it this way, suggests Dave 
Crompton, founder and CEO of OPI-
integris: “As a grain manager, your key 
focus is to get the most value from that 
grain asset. When you properly manage 
grain, you can optimize its value while 
reducing risk and increasing safety.” 
Crompton’s company sells products 
and systems that monitor grain mois-
ture, temperature, insect levels, and can 
automate the aeration and ventilation 
system for commercial grain and pro-

ducer customers. 
A modern grain management system 

and trained operators work hand-in-
hand for safety and value, Crompton 
says. “All the information you need is 
being measured — the data is coming to 
you. It should keep people from going 
inside a bin.” He recognizes, though, 
that new facilities are more inclined to 
invest in technology. “If someone is put-
ting up a new bin, we see much greater 
acceptance of investing in technology to 
help store grain at the right moisture, 
hold grain quality as best you can.” The 
ROI, in addition to lowered risk, can 
include reduced energy and labor costs, 

along with less spoilage and shrink.
There is a “significant infrastructure 

of pre-existing storage, monitoring and 
conditioning systems where full capi-
talization for replacement isn’t likely to 
happen. Some investments can be made 
on a more ad hoc basis,” to increase the 
amount of data captured. 

“But some older facilities will remain 
older — with no updates. These require 
constant attention and awareness, and 
have increased risk as a result. With a 
system that delivers accurate data and 
supports grain management, you are 
more likely to get the same quality of 
grain coming out of the bin as went into 
the bin. And with that there is no reason 
to have people in the bin.”

Professor Field agrees that older 
structures will require more diligence, 
regardless of who owns them. “We 
see some older satellite facilities used 
for temporary storage” that might not 
receive consistent attention. “And there 
are instances where we’ve seen the 
transfer of older, smaller properties to 
farmers, and these facilities are exempt 
from OSHA requirements. This is why 
we think it’s so important to carry the 
safety message throughout agriculture.” 

Purdue has piloted safety classes for 
young and beginning workers in agricul-
ture, working to teach basic awareness 
of grain management, bin entry risks, 
personal protection and OSHA reg-
ulations in place and why they are in 
place. It’s a start —and it’s sorely needed. 
“Sometimes, it’s hard to believe what 
people will do,” Field says, from poor bin 
design and construction to continuing 
to walk down grain to sending someone 
in with a pickaxe to knock crust off the 
bin walls while grain was flowing — and 
many others.  Granted, much of this 
occurs on farms, but commercial facil-
ities still have risks and see tragedies. 

Marlow says the “quality and safety 
message require constant attention,” 
and should include producer customers. 
Discussing on-farm grain quality man-
agement with growers improves value 
for them and the elevator, and contrib-
utes to keeping people safe and out of 
stored grain. ❚

SPECI A L  REPOR T  ❚  BIN  EN T RY PRE V EN T ION

As seen in the February/March 2014 issue of Feed&Grain. 

❚ “[Shutting off 
fans too quickly] 
can create buffer 
zones where cold 
grain sits next to 
warm grain. You’ll 
see crusting and 

hot spots — it can 
lead to a host of 

problems.” ❚
— KEVIN MILES,  

president, Rolfes@Boone 

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•Mas-
ter Services Corporation, headquar-
tered 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 Laing, 
Mole•Master General Manager. “Our 
equipment is capable of achieving 
efficient, effective cleanout of silos 
and bins without a human ever hav-
ing 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 person-

nel 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

Entrapment Fatalities in Feed & Grain Silos Don’t Have to Happen
Emphasis on safety before a project begins can save lives

Contact us today to request a quote and learn more about the many marketing opportunities available from Feed & Grain.
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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 technicians 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.
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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.
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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 writing, 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 agribusinesses, 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.
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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 collaborative solution. Our solution will help you build comprehensive success 
for the content, look, feel and effectiveness of your publication and your business.
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