Building a dream for

grass-fed

Snowville Creamery wants
to return taste and value
to milk

By Joel McNair

Pomeroy, Ohio — The dream is big, the vision
wide, the obstacles great. Warren Taylor wants nothing
less than to resurrect American puid milk quality and
consumption from sorrowful depths.

Warren believes that a product that has become a
standardized, industrialized and sometimes sterilized
shadow of its former self can be returned to the won-
derful food that so many mothers and children enjoyed
in the days of his youth. Milk made with grain, hor-
mones and stressed-out cows can instead come from
contented animals grazing lush pastures.

Heds out to prove that milk toasted at high tempera-
tures to achieve the shelf life required for long-dis-
tance marketing can instead be minimally pasteurized
at the lowest temperatures and for the shortest periods
of time — and someday not at all. Instead of arriv-
ing on store shelves days after processing, such puid
can be made available to local consumers less than 48
hours out of the cow. “Same Day Dairy” is the trade-
mark he has registered to signify the importance of
freshness to the overall concept.

In an industry where corporate giants stalk the mar-
keting land, the little guy @ the individual farmer,
perhaps in concert with neighbors — would stand a
chance, because the value provided by this milk would
be obvious to mothers everywhere, and could not be
copied by corporate methods.

Everyone & not just people willing to pay big bucks,
travel many miles, or live in fear of legal authori-
ties @ could buy this kind of milk from their local
supermarket. High-priced organic feeds, inefycient
processing, far-pung marketing networks o all could
be eliminated as factors that inpate the price of the
ynal product while adding very little real value. The
retail price for this milk could be targeted at roughly

halfway between store-brand conventional and name-
brand organic. Warren calls it “good food for all.”

“The consumer shouldn’t have to pay twice as much
for the privilege of drinking good fresh milk,0 he as-
serts.

The processing could be for the people, too. War-

ren envisions developing a national Same Day Dairy
organization that would provide advisory services and
processing and marketing templates to anyone with

a desire to create relatively modest volumes of great
puid milk products, while realizing the fitrue valueo
of grass-fed milk. Farmers could brand their products
with their own names and faces, establishing an im-
portant connection to the consumer.

AMilk made from grazing is a special product. Ités a
product with more value than commodity milk, and
there is a wonderful opportunity out there for the
producer to be paid for that value. | want to help other
pasture farmers gain access to this opportunity, and for
consumers to enjoy this milk,0 he says.

It has been 16 months since Warren’s newly built
Snowville Creamery packaged the yrst such milk, and
of course the dream is not yet fully realized. Warren,
his wife, Victoria, and their allies in the project have
had to contend with cost overruns and stone walls
erected by corporate retail chains with cut-rate store
brands processed by major dairy yrms. Snowville
Creamery has yet to turn anything resembling a proyt,
and there have been times when the red ink has been
deep enough that Warren and Victoria didnét know if
they would make it to the next month.

Yet given half a chance, this milk moves. For in-
stance, Warren reports that same-store January sales of
Snowville Creamery milk increased 15% from De-
cember despite a retail price tag of $2.99 per half gal-
lon of non-homogenized milk in a time of deepening
recession. Warren says his milk is now the No. 1 seller
at six Whole Foods Market stores in Ohio, and new
opportunities with other chains are starting to open up.

This milk sells because it tastes good. Snowville
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receives a steady stream of messages from custom-
ers who thank the company for renewing their faith
in milk. Warren regularly does fitastingso in grocery
stores and supermarkets, and he is often struck by the
emotions his milk brings to the fore.

“l seldom go a day at one of these tastings without at
least one older person getting misty-eyed about our
milk,0 he says.

Warrends dairy pedigree goes back to those old days.
His father, Bert, was a dairy technologist and organiz-
er of dairy product judging contests who fought many
a battle against clear plastic jugs and the role they
played in compromising the taste qualities of milk.
Warren gained his own dairy technology degree from
Ohio State University in 1974, and jumped immedi-
ately onto the fast track of emerging milk processing
technology, working as project manager for the yrst
computer-controlled puid milk plant. Soon he was

a leader in processing projects for Safeway’s Dairy
Division, then the worldds largest puid milk processor,
building high-tech facilities and working with federal
agencies to approve new ways of doing things.

But a couple of decades down this road, Warren
started seeing the seamier side of the business. “Cost-
cutting became the sole objective. Quality became
secondary,” he asserts.

He gave up butting heads with his corporate bosses,
and left to form his own consulting business. Even-
tually his ideas for plant efyciency and milk quality
became irrelevant to industry bean counters. As puid
milk consumption declined and the heyday for build-
ing new processing plants passed, Warren found that
his expertise was no longer in demand.

Meanwhile, he and Victoria had settled on an Ap-
palachian hill farm in southeastern Ohio, where they
became friends of dairy graziers (and Graze contribu-
tors) Bill Dix and Stacy Hall. Warren was impressed
with how these cows were treated “the way they used
to be — the way they were meant to be.” He read the
emerging science of CLAs and Omega fatty acid ratios
from grazed cows, and started realizing there was an
opportunity here to go back to the days when milk
provided real value for the consumer dollar.

Sure, organic-certiyed milk offered a good alternative,
but Warren 0 a pasteurization expert & feels that the
ultra-high temperature (UHT) pasteurization done to

most of this milk severely compromises both nutri-
tional and taste qualities. He says organic rules are
providing no real guarantee that the cows are consum-
ing fresh forages, while excess costs in the organic
procurement and distribution systems create sticker
shock for too many supermarket shoppers.

fiOrganic hasndt been concerned about continuously
improving the quality of their product,0 Warren as-
serts.

Many of the specialty farmstead-processed milks that
have become available in recent years meet the qual-
ity goals, he acknowledges. However, Warren believes
that the retail prices attached to these milk products
put them beyond the range of the average consumer.

To Warren, the fiSame Day0 concept is the next logical
step beyond organic in offering consumers an alterna-
tive to conventional supermarket milk. He says it is
time to take all of the good things that grazing and
milk from grazed cows have to offer  ranging from
improved animal health and milk quality, to environ-
mental and community beneyts d and leverage those
good things to do fiwhat a billion dollars of 6Got Milké
advertising has not done in a decade: increase per-
capita puid milk consumption, particularly among our
children.”

The plan Warren forged was bold and broad. He would
construct a processing plant just down the hill from the
newer of the two Dix/Hall milking facilities, with the
milk sent directly into a holding tank and processed,
packaged and often even shipped on the very same day
it was produced by the cow. He hoped to pay Hall and
Dix a steady price averaging above the conventional
market for this milk. (This grass farm does supplement
with grain, but grazing and harvested forages are more
than 60% of the diet for the entire year.)

Warren would put into practice all of the facilities
design and equipment efyciencies he had learned
through the decades. Milk would be pasteurized at
165 degrees F. for just 17 seconds, barely above legal
limits. The current industry standard is 175 degrees for
a period of 30 to 60 seconds, while the UHT process
employed for most organic puid heats the milk to

280 degrees for just two seconds. Warren claims each
10-degree increase in pasteurization temperature in-
creases the negative effects on milk by tenfold, mean-
ing heat-related damage is a more than a million times
greater in UHT milk.
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