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FARM TO FARM,
FACE TO FACE
The 2014 Agenda of the National Dairy
Producers Organization is to further
the vital work begun by the Board of
Directors just a little more than 3 years
ago. Our core agenda has not changed.
We will continue to advocate to the
entire industry that status quo is an
unacceptable option. We will continue
to educate elected officials of needed
change at all levels of government.

PRODUCER’S
Voice

“Our  number  one  priority  and  
ƌĞƐƉŽŶƐŝďŝůŝƚǇŝƐƉƌŽĚƵĐĞƌƉƌŽĮƚĂďŝůŝƚǇ͟

BETTER TASTING AND MORE NUTRITIOUS: PUSH TO
BRING MILK BACK TO ITS ROOTS

Members of the National Dairy Producers Organization and
Dairy Pricing, Inc. determined to push better products straight
from the farm

In 2014 we will continue to affiliate and
work with like minded organizations
anywhere in the country to help
secure needed changes and to fulfill
our agenda as written. We again
offer our cooperation and assistance
to organizations who would help us
develop and maintain a profitable and
sustainable environment for dairy
producers nationwide.
We will push harder than ever to
increase the number of contacts
we make with dairy producers in
every corner of this country. We are
accelerating the rate at which we not
only touch producers via media outlets,
online, phone communications and
via regular mail, but we are personally
contacting more producers than ever
before. Our drive to meet with every
dairy producer in the country at least
quarterly is gaining greater and greater
momentum.
Farm to Farm; Face to Face is the focus
of all that we will do in 2014. We are
driven to take the message, the policy
proposals, the proposed changes and
the methodology of building a unified,
communicating and participating
producer base across the entire country.

Editor’s Note: What makes this story
significant to all dairy producers, is
that the blending of a better quality
milk; a better tasting milk and a
more nutritious milk is part of the
2014 AGENDA of the National Dairy
Producers Organization as called for
in the Contract With Producers, first
written and offered to the entire dairy
industry by the Board Of Directors
in January 2010. This important
effort by Family Farms is just the
beginning of an organized campaign
to give consumers an even better milk
product.

This article is reprinted with
permission from the Farmshine
newspaper, Lancaster, PA - December
13, 2013 A small group of people with a big
dream recently introduced their own
“higher standards” milks, hoping to
one day achieve a better price for
family dairy farms everywhere. Family
Dairy Farms, LLC (FDF) is, in fact,
what they’ve named their fledgling
business.
“FDF has a dream to provide the
highest quality and best tasting
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DAIRY MUST BE
PROFITABLE
This country needs to retain it’s
ability to feed its citizens without
relying on imports.
That is why keeping as many
of our remaining dairy farmers
and our national milk producing
infrastructure in existence is
a worthy goal that should be
achieved.
Dairy farmers need profitable
enterprises to be sustainable
and that means milk needs to be
worth more than what it costs to
make.
Our milk buyers will not pay
more than they have to to get the
milk they need; but they will pay
whatever they need to to get the
milk that they need.
Milk will be profitable to produce
only when the milk supply is
balanced with profitable demand.
That is why every dairy producer
in the country and even all who
eat should support The National
Dairy Producers Organization, Inc.,
the only existing national dairy
organization composed entirely of
dairy farmers that has the goal of
dairy farmer sustainability and the
policies to achieve it, combined
with a national agenda to meet
with every dairy producer in the
country, farm to farm, face to face.

Bob Krucker

Idaho Dairy Producer, NDPO Board
Member

The Agenda of The National Dairy Producers
Organization, Inc
Our organizational goal is to preserve as
many existing dairy producers as well
as we can and our existing national
milk producing infrastructure.
Dairy producers need a profitable price
for their milk to survive. Presently milk
is not worth what it costs to make
because the milk supply exceeds
profitable demand. The free market
place has but one rule – the economic
law of supply and demand. Follow the
rule and dairy producers will become
profitable. Continue to violate the
rule and produce milk in excess of
profitable demand and dairy producers
will continue to be unprofitable.
For balancing the milk supply with
profitable demand is the only way the
market will yield a profitable price for
milk. Therefore, one of our primary
goals is to balance the domestic milk
supply with profitable demand. Dairy
producers need to shift their goal of
maximum milk production to common
sense, responsible milk production
which is balanced with profitable
demand. Our effort is to change dairy
producer production goals and to
pursue national legislation that will
encourage milk production balanced
with profitable demand.
What we propose is to establish a
production history base for each
remaining dairy producer the aggregate
of which will continuously balance the
domestic milk supply with profitable
domestic demand.
The price to be paid for this milk will be
based on the average competitive price
paid by all milk buyers located in the
dairy producers geographical region,
but said price will never be less than
80% of the average monthly total cost
of production as determined by the
USDA National Agriculture Statistics
Service (NASS).
The domestic milk supply will be
balanced with profitable domestic
demand through the monitoring of
1.888.343.5489
www.NationalDairyProducers.org

the inventory levels of butter, powder
and cheese. Current inventory levels
of butter, powder, and cheese are
excessive and are clearly a negative
influence on the price producers are
presently receiving for their milk.
We propose reasonable “Trigger Levels”
for these inventories. If inventories
exceed or climb above our proposed
“Trigger Levels” it shows that product
is not finding an existing buyer on the
open market and by necessity is going
to inventory.
The excessive or increasing inventory
level is what indicates product in excess
of profitable demand and therefore
triggers payments to producers for
milk used for butter, powder and
cheese in excess of 95% of their
production history base at the Class V
export market price, as subsequently
discussed. The difference between the
domestic price and the export price on
the remaining 5% of the production
history base shall not be paid to
the producers affected but shall be
remitted to a producer controlled fund.
This action will encourage the near
immediate balancing of the domestic
milk supply with demand and
ultimately the elimination of excess
product that cannot find a buyer at a
profitable price for the producer.
We are not limiting the supply of milk
or the amount of milk that anyone can
make in any way. What we are doing
is providing that the milk needed to
supply domestic demand will be priced
at a level which is potentially profitable
so that the US dairy producers can
survive. Because processors make
money on all milk they process they are
committed to increasing processing
by competing on the world market
with exports. But we must not let this
“export market” destroy our “domestic
market”.
Our legislative proposals provide
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that if a dairy producer chooses to
expand milk production for the export
market (beyond what is needed for the
domestic market), he will be paid for
that milk a price based on the world
export product price (Class V price) for
which the milk was used.

CALIFORNIA PRODUCERS SUPPORTING THE HUNGRY
IN CALIFORNIA

California Dairy Producers who are members of the National
Dairy Producers Organization and Dairy Pricing, Inc. facilitated the
purchase and distribution of 8,000 lbs of cheese to community food
banks in Northern California.

Dairy producers will be free to market
milk in excess of domestic demand
and their production history base but
the payment price for said milk will be
based on the export market price as
evidenced by the average monthly dairy
product prices established at the Global
Dairy Trade auctions.
In essence, we are acknowledging two
distinct markets – the domestic market
which all producers will profitably
participate in and the export market
which all producers can choose to
participate in by producing milk in
excess of their production history base
for which milk in excess of domestic
demand they will be paid whatever
milk price the export product prices will
support.
If dairy producers wish to provide milk
for the export market they should be
able to do so as long as they are happy
to receive the milk price that the export
product will support and so long as
their milk production will not adversely
effect the milk price we get from our
domestic production. Our Class V
proposal allows producers to provide
milk for exported products without
destroying our domestic milk markets.

From Adam Kingsley, Food Bank
Supervisor of Community Action Agency
of Butte Co, Inc. - Chico, CA

explore meal/ menu items they would
not normally be able to produce on a
shoestring budget”

“A dozen of our partner agencies
accessed the cheese and used it
for their meal programs, and two
organizations included it in emergency
food baskets. The excitement created
with this donation was unfathomable
with our local hunger relief partners.
We received much feedback about
the quality and taste, all positive. The
amount of cheese that was available
for feeding programs enabled them to

• 12 Charities operating congregate
meal programs, e.g. soup kitchens,
shelters, senior meal programs, etc.
accessed barrels of cheese.
• Over 10,000 meals provided (w/
cheese ingredient)
• 2 Food Distribution programs
provided a cheese supplement in
emergency food boxes.
• Over 1,200 households served
(equivalent of approx. 3,000 meals)

Our other Legislative efforts: a.) Identify
and reasonably regulate imported
dairy products and ingredients; and b.)
Provide incentives and standards for
improved milk quality.
This is what the National Dairy
Producers is all about. For more
information about the organization and
what you can do to help move the work
forward to the betterment of the entire
dairy industry, please visit our website
at www.nationaldairyproducers.org

1.888.343.5489
www.NationalDairyProducers.org
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BETTER TASTING AND MORE NUTRITIOUS: PUSH TO BRING MILK BACK TO ITS
ROOTS

In keeping with Policy Proposals and Recommendations made as far back as 2010, 11 and 12, the
members of the National Dairy Producers Organization are determined to get an even better milk
product into the hands of consumers nationwide
Cont.  from  page  1

milk on the market. We have seen
the policy and regulation take milk
from the cow and transform it to a
weak product that only benefits the
processor and we demand more. We
demand a product that is nutritious,
virtuous and simply made in the
USA. Simple as that.” So states the
introduction of FDF’s home page on
the web.
With the dream now seeing a ray or
two of sunshine, Family Dairy Farms
President Mike Eby, explains: “We’re
doing this solely to address the
growing concern of decreased milk
consumption nationally. We currently
have orders for two tractor trailer
loads a month for distribution all
across Pennsylvania.”
The group’s recently launched
products are fortified, taste enhanced
varieties of white milk sporting their
own “White Gold” label. They’re
produced and bottled for them by
Dairy Maid Dairy in Frederick, Md.
No strangers to providing customized,
niche products, Dairy Maid Dairy
is also the processor behind 5th
Quarter Fresh, a special milk that’s
the brainchild of Kurt Williams and
his team at the Hagerstown, Md.based Lanco-Pennland Cooperative.
Kurt serves as general manager of
that organization and is an avid
enthusiast of innovative, value-added
milk marketing. Family Dairy Farms
proudly helps with the distribution of
5th Quarter Fresh and has introduced
it in several high schools as a sports
drink. “Kurt’s 5th Quarter Fresh
invention has very much paved the
way for White Gold’s success,” Eby
pointed out.
The first tractor-trailer load of White
Gold, which is essentially milk
processed to California standards,
left the plant on Thursday, December
5, destined for distribution all across
Pennsylvania through the state’s

Food Bank system. From this humble
introduction, the group hopes to find
its niche through other outlets, with
the larger goal of one day increasing
overall milk consumption in all parts
of the country.
“One state at a time,” said Eby
as he pointed out Family Dairy
Farms’ mission statement: “Our
commitment to quality, freshness,
and great service is our way of
showing our family pride. Our
consumers know they can serve our
wholesome dairy products to their
families with confidence.”
David Staz, general manager of
Dairy Maid Dairy, where Family Dairy
Farms products are blended and
bottled, is supportive of Family Dairy
Farms’ goals, offering the following
comments relative to the marketing
of value-added products.
“I, like many other people are deeply
concerned about the declining milk
consumption. There are two areas
where I believe the industry should be
focusing,” Staz began.
“1. Our schools, to make sure the
milk tastes great, and 2. Create “value
added” products through flavor
improvements like White Gold and
through creative packaging.”
Those thoughts parallel the feelings
of countless others, individuals and
organizations alike. Just last month,
for example, National Dairy Producers
Organization held a meeting in
Kirkwood, Lancaster County, on the
subject of “Market Responsive Milk
Production.” Eby has hopes of carrying
that message across the Middle
Atlantic region.
Eby and his group are thrilled with
the potential for White Gold, stating:
“What many people do not know
is that California has long had
standards for fat and solids content
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www.NationalDairyProducers.org

in fluid dairy products that differ
from the rest of the country. White
Gold milk produced by Pennsylvania
farmers have followed California’s
lead by holding to the highest
national standard, requiring fluid
milk to be fortified by replacing
removed butterfat with solids-not-fat,
so that total solids are at least 12%.
As a result, White Gold milk is more
consistent and richer in taste than
those of other states where butterfat
is removed without an equivalent
amount of solids replacing it.
“Taste tests have shown that
consumers prefer this richer, more
consistent product resulting from
simply ‘letting the milk in the milk’
elevating it to the highest national
standard, the way nature intended it
to be.”
As for 5th Quarter Fresh, Family
Dairy Farms describes it as
producing “amazing results because
its components are naturally
balanced and undamaged by heat
or processing. Most recovery drinks
are simply a slurry of chemicals and
processed powders that are mixed
with water to form a liquid. Others
are heated to ultra-high temperatures
(UHT) to extend shelf life but in
the process, damaging the proteins
and reducing their digestibility.
5th Quarter Fresh preserves the
natural perfection of milk by
handling it gently and adding only
enough natural cane sugar to begin
replenishing the glycogen stores
in exhausted muscles. The result is
a product that not only produces
results in training but also tastes
great.”
Excited about the achievements
already on the books, Eby describes
the work as a tiny, yet significant
step beyond the talk, bickering and
lobbying that are commonly linked
to milk marketing. In fact the idea
for the new products was borne
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out of frustration with the status
quo, where nothing ever really
changes. Furthermore, Family Dairy
Farms’ owners who are affiliated
with the National Dairy Producers
Organization, are dissatisfied with
current dairy policy as outlined in
both the Senate and House versions
of the still not-approved Farm Bill.
Eby has been an advocate of dairy
reform for years, believing strongly
that more can be done to promote
dairy products and increase sales.
High quality products should be
the cornerstone of any program, he
insists. As a 7th generation Lancaster
County dairyman, he’s appreciative
of his heritage and thankful for the
opportunity to farm. He maintains a
herd of 60 Registered Holsteins on a
farm that has been in his family for
nearly 200 years. He doesn’t want to
be the last generation and is working
hard to do his part to improve prices
paid to dairy farmers.
Last month, for example, Eby and
his 13-year old son, Jackson, traveled
to Washington to personally deliver
a visual and verbal message to
lawmakers. Visiting the Washington,
D.C. offices of all 40 ag committee
members, Eby cleverly had his son go
through the doors first, realizing that
the presence of a 13-year old would
create more instant attention than an
adult.
Eby explained further: “I had taken
my son, heir to the family dairy
farm, with me to prove a point to
the legislators that the farm bill
must include policy that values dairy
infrastructure and sustainability. This
8th generation standing here in front
of you depends upon on it. I reminded
them that this is a farm bill not a coop bill, not a consumer bill and most
definitely not a processor bill. This is a
farm bill. Having a chance to visit the
Washington D.C. offices of all 40 ag
committee members, they now have
in their hands a bill from the National
Dairy Producers Organization. This bill
does not involve margin insurance
nor does it limit export production.”
Closer to home, Eby is equally
passionate about dairy advertising
and marketing. He’s got bones to pick

with those who produce and promote
milk as something less than what it’s
supposed to be, particularly UHT milk,
and alleges that inferior products are
counterproductive. People will turn
away from milk, never even knowing
what good milk tastes like, he
charges, citing that most of the milk
served in the fast food industry today
is of the UHT variety.
The challenge, he says, is to increase
milk sales and ultimately profitability
for producers. Lower standards
should never be a part of it, he insists.
Furthermore, he believes that
producers should be made aware
that they have a choice as to where
their assessments for local dairy
promotion dollars are spent. “It is the
responsibility of their co-ops to do so
and then honor the farmers’ requests
without hesitation,” he declares.
Aside from being an active farmer,
Eby is also employed by WDAC-FM
in Lancaster and serves as secretary
of the National Dairy Producers
Organization, a grassroots group with
members from coast to coast.
Other principals of Family Dairy Farms
include: Dave Zimmerman, who had
a long career with the former Atlantic
Breeders Cooperative in Lancaster
and is currently a partner in Precision
Diagnostics in New Holland. He grew
up on a 100-cow Registered Jersey
farm in Lancaster County.
Shawn Zimmerman, the son of
Dave Zimmerman. He grew up in
Lancaster County, worked at Genex/
CRI, Homestead Nutrition, Lapp
Valley Farms and was part of the
transitioning to Precision Diagnostics.
He and his family now live in Oregon,
where he is employed by a digital
design firm.
Priscilla Eberly and her husband,
Shawn Eberly, own and operate a
cow-calf beef operation near Denver,
Lancaster County. She also works off
the farm at Precision Diagnostics.
John King is co-owner, along with
his wife, Ruth, of a 38-acre, 35-cow
dairy farm near Holtwood, Lancaster
County. Ruth helps operate the farm
1.888.343.5489
www.NationalDairyProducers.org

as John is also a field representative
and board member for the National
Dairy Producers Organization.
The Family Dairy Farms group is an
ambitious one, developing not just
new products, but also embracing
a new seal of identity … the 100%
USA seal and the Highest National
Standard logo. Why not the Real
Seal? Family Dairy Farms offers this
explanation:
“Both the REAL seal and the 100%
USA seal claim to differentiate
American produced and processed
dairy foods from imports and
imitations. Where the creators of the
100% seal (National Dairy Producers
Organization) part ways with the
licensed holders of the Real seal
(National Milk Producers Federation),
is that the REAL seal does not support
the Senate Bill to force “Country of
Origin” labeling. The question you
need to be asking yourself is… Why
would the licensee of the Real seal
claim value in American authenticity,
yet not support legislation to
make “Country of Origin” labeling
mandatory by law?
“Take home message: Buy with
confidence when purchasing milk
proudly sporting the 100% USA seal,
for it is the creators of this seal who
never stop seeking to assure you of
the “Country of Origin” and would
love to see it become law.” (National
Dairy Producers Organization)
“Our push now is to make White Gold
available locally to the grocery stores,”
Eby observed.
Concluding his comments, Eby
expresses appreciation and gratitude
to Dave Staz for the support that he
has shown for both White Gold and
5th Quarter Fresh. Staz took over
as general manager only recently
after the Dairy Maid Dairy plant
was purchased by Dairy Farmers of
America (DFA). Former owners Jimmy
and Jody Vona also receive Eby’s
praise as they were the ones who
first opened the doors to the ventures
now well underway.
“We appreciate them all and thank
them all,” Eby affirmed.
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WORKING HARDER TO IMPROVE OUR COMMUNICATIONS NETWORK
DairyLine Call in number. 1-717-284-2200 Press key 3.
For a recording call 1-712-432-0990 and enter code 782091#

PARTICIPATE  IN  THE  
TUESDAY  EVENING  
NATIONAL  LIVE  
CONFERENCE  CALL!

Contact a member of our Boots on the Ground Team to set up a meeting via the
phone or in person. We will do our best to answer any questions you may have
about the National Dairy Producers Organization.

  

PACIFIC  TIME
5:00  PM
MOUNTAIN  TIME
6:00  PM

John King; Lancaster Pennsylvania 717-284-5756
Amos Zimmerman; Central and Northern Pennsylvania 717-872-1464
Mike Eby; Lancaster Pennsylvania 717-799-0057 (meby@wdac.com)

CENTRAL  TIME
7:00  PM
EASTERN  TIME
8:00  PM

CALL:

712-‐432-‐0900

Tom Van Nortwick; Central and Northern California 559-221-3101

PIN  #  IS  782091#

Or feel free to call our toll free number to reach us or leave a message. 888-343-5489

We have even established a toll free comment line that allows you to just leave a
comment, an important message or ask a specific question.
Just Dial 888-686-7226 leave your comments or questions. An email will be
generated to let us know you have called. Leave your name and contact information
and we will get back in touch with you as soon as possible.

EVERY  DAIRY  
PRODUCER  IN  THE  
COUNTRY  SHOULD  BE  
ON  THIS  WEEKLY  CALL

Visit our website at www.nationaldairyproducers.org

MEMBERSHIP FORM
Send this document along with your check, made payable to National Dairy Producers Organization, Inc. to:
ABP Diversified Marketing - 5100 N Sixth Street, Suite 154 - Fresno, CA 93710
To contact us, please visit www.nationaldairyproducers.org or email us at
info@nationaldairyproducers.org or call 1-800-364-4894

Name of Dairy or Business
Name of Producer/ Owner
Spouse
Address
City, State & Zip
Phone Number
Fax
Email
Producing Member - $80/ year
Voting Member
Non-Voting Member
X

Signature

Associate Member (Vendors and Related Businesses)
$125/ year
$1,000/ year
$250/ year
$5,000/ year
$500/ year
$10,000/ year
Date

Make several copies of this form and fill one out for yourself. Go visit 10 other dairy producers and sit with them as they fill out their own form.
Take additional copies to your vendors and sign them up as an Associate Member of the National Dairy Producers Organization, Inc.

