industry advances

Poultry producers, already leading in some areas
of environmental sustainability, will face growing
pressure to minimize their impact as demand

for meat and eggs infensifies.

PR ———

BY MARK CLEMENTS

Pressure on the poultry industry to be more environmentally sustain-
able can only grow as concerns for the environment and demands
for transparency increase.
As broiler and egg producers face growing demand for ani-
mal protein, how the industry responds will vary, as definitions
of sustainability vary from country to country and company o
E_ company.
' There is no universal definition of sustainability and, even :
where there is consensus, definitions have evolved since first

emerging in the 1960s.

Sustainable production in its broadest sense interlinks three
dimensions — environmental, social and economic, and
companies and policymakers have placed vary-
ing emphases on each of these strands.
Yet where environmental sustain-
ability is concerned, there is now

general recognition that the i
earth’s resources are limited,

Larger, modern and
more technologically
advanced farms are often

more environmentally

sustainable than more
traditional methods, despite
public perceptions,
Saurce: Hydor lid,
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and that the environment underpins economic and soci-
etal development.

Within the poultry industry, many companies have
already made significant progress in reducing envi-
ronmental footprints and greening their businesses.
However, as demand for animal protein increases,
reducing or stabilizing environmental impacts will be-
come more important but harder to achieve, meaning
that even businesses with advanced sustainability poli-
cies will need to constantly review them.

Sustainable birds

Poultry genetics businesses have made significant
progress in developing birds that make better use of the
resources expended on them.

The modern brotler or layer is a very different bird
from that of only a few decades ago, with better liv-
ghility, improved growth and feed conversion rates, and
higher yields, be it for meat or eggs. Put simply, genetics
companies have been developing, although not solely fo-
cusing on, birds producing more with less, making them
perhaps ideal examples of sustainability.

However, the future may not
be quite so siraightforward

Newer considerations have been influencing bird de-
velopment, including welfare, a growing preference for
slower-growing broilers, and cage-free environments for
Iayers., This could be viewed as less than optimal from
an envirommental sustainability point of view, given ad-
ditional resource requirements.

Yet, selection programs have taken these demands
into consideration, and birds able to respond to newer
rearing practices have emerged. For producers, however,
these demands for more space, or for keeping birds lon-

- ger, may drag on environmental sustainability efforts.

A broader approach in genetic selection can be
expected to continue, but there may be other limiting
factors in making birds more sustainable — the physi-
ological limits of birds themselves.

Nutrition and feed

Continved progress will also occur in nutrition, both
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from the perspective of bird genetics and from a deeper
understanding of nutrition itself.

As technology develops, it may be possible to in-
clude ingredients in diets that, to date, have not proved
feasible or economical, and that can be locally sourced.
Technological developments should allow nutrition to be
hetter aligned over the entire growing or laying period.

Adriaan Smulders, strategic marketing and technol-
ogy lead, pouitry and additives EMEA, with Cargill,
explains: “Precision nutrition/mineral efficiency brings
better welfare for the birds and optimal use of raw mate-

rial resources.

“A tailor-made diet will ensure that the animal can
use the building blocks of the feed as efficlently as pos-
sible. This will lead to less loss of valuable nuirients. By
feeding the birds what they need, less is wasted.”

He continues that better nutrition can also mean
healthier birds, less Hkely to be prone to disease. With
better nutrition, more birds will grow optimally, survive
and produce more protein.

The transport of feed or additives has an environ-
mental impact, and the closer to home any sustainably
produced ingredients can be sourced, the greater the
likelihood of reducing environmental impact,

But transport emissions may be small compared with
those from milling itself, and concentrating production
in fewer, larger mills may be more efficient than relying
on many smaller mills, and become more commonplace.

Intelligent systems on-farm

As larger mills may be more sustainable for feed
production, the same could be said for larger farms.
Economies of scale can result in more efficient resource
atlocation and make the use of precision agriculture, and
its necessary investment, more feasible,

Sophisticated house management systems, able to
controd environments and feed and optimize perfor-
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- SUSTAINABLE POULTRY PRODUCTION DRIVING INDUSTRY ADVANCES

mance, require investment, possibly beyond smali producers.
Such systems not only regulate inputs but also alert produc-
ers to problems.

From increased biosecurity to robots that “live”
among flocks, technology wili increasingly be applied,
optimizing performance, minimizing waste and losses and
improving a farm’s environmental credentials.

Producers may have to cease seeing themselves simply
as producers of food, and increasingly as producers of food
and energy, as waste becomes a growing issue and the tech-
nology to process it improves and becomes cheaper. Several
producers are already well advanced on this path and are
net energy exporters.

Yet large-scale “industrial” farming can be rejected by
consumers who often see sustainability as rooted in iradi-
tional farming methods, for example free-range egg produc-
tion, with less technological input, and this may be 2 barrier
that producers will have to overcome if they are to be truly
environmentally sustainable.

Addressing consumer atitudes

Consumer views on farming are not the only attitudes
that poultry and egg producers may have to address as sus-
tainability pressures grow: attitudes to food itself may need
to change, requiring new consumer relationships.

Animal protein production terds to consume more fe-
sources than producing plant protein, and calls to reduce
meat consumption in developed countries or to impose a
meat tax to protect the planet have emerged.

While many would argue against such calls, the ratio-
nale becomes iess unacceptable when taken in the context
of food waste.

A stady based on FAQ data by climate change group
Champions 12.3 found that in North America and Oceania,
consumer food waste stands at 61 percent, while Europe
scores 52 percent. A separate study in the UK. found that
chicken is the most wasted meat.

The poultry industry may be seen as the most sustain-

able of all fand-based animal production, but if its output is
wasted, there is no sustainability.

As part of any sustainability program, producers may
have to engage consumers in new ways, pethaps encourag-
ing consumption of all poultry meat — be it white or dark
-— reducing the need to ship product around the world and
satisfying demand with local production.

Detailed sustainability reports are likely fo become more
commen, but it may also be necessary to encourage consum-
ers to live up to the standards they demand of the industry.

From farm fo fork

A superficial approach to sustainability may become
unacceptable, particularly as requirements for transparency
build and governments intervene, and there are examples
where the poultry industry is already leading the way.

For example, JBS has been recognized by the Carbon
Disclosure Project, a global disclosure system enabling
measarement and management of environmental impacts,
as a top five company in Latin America for water man-
agement and security in the Program Supply Chain. The
company's Sustainable Water Management Program in
Brazilian facilities has been selected by the Getulio Vargas
Foundation Sustainability Study Center as one of Brazil's
10 most innovative corporate water management initiatives.

But sustainability is a journey, nat  destination. 2
Sisters, for example, which is already carbon neutral and
net energy producer, published ongoing targets for its facili-
ties and supply chains, scrutinizing farm to fork.

Andrew Edlin, 2 Sisters sustainability director, says:
“Having a plan in place is only the start. Tobe really effec-
tive, we know that our people, customers and partners have
to understand what we ase trying to do and why, and be
engaged in working with us to meet these goals.

“To ensuze we are working towards the right visions
and targets, the entire Feeding the Future program will be
reviewed at least every two years by a cross-sectional group
of people from business and third parties as appropriate.” B

This is the ninth orticle in WATT Global Media’s 100year anniversary series, which considers the future of poutiry
processing. The next arficle in the series will explore indusiry siructure.

wwwWATTAgNet com | Seplember 2017
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Millennials and livestock:
A mindset worth changing

Millennial consumers are self-experts, making it difficult for producers
: o teach them fact-based information.

i BY DEVEN KING
4
Millennials believe they are self-experts, explained they will believe the poultry producer is trying to hide
Richard Kottmeyer, senior managing partner with something.
Farm to Fork Advisory Services, at the 2017 Chicken ‘ “f call it the ‘duh’ principle.” he said. “If you can’t
Marketing Summit in Asheville, North Carolina, on July reach the consamer with the ‘dub,’ you are simply go-
17. This makes marketing products from the poultry ing to lose.”
industry to them a challenge. Consumer research based
around miilennials can be summed up in five points. 2!‘3;. desire for fronsprancy
There are a couple of other things producers

need to understand about the millennial consumer.
Millennials believe in transparency, for instance.
Kottmeyer said nine out of 10 millennial women have

vy gy r
WRGR

““Common sense has to - taken and distributed nude or semi-nude pictures of

" place [the] complexity of themselves.
data and science,” Kottmeyer That statistic pushed him to ask producers the ques-
said about how to deal with tion: I's your brand as naked and vitlnerable as what the

millennials and their abil- statistic says the consumer is?

* ity to self-teach through the “If your brand isn't naked, it isn’t going to last very
Google-centric world we live long,” Kottmeyer said. :
in. He noted that if you only
roach these consumers with 3Hrﬂzmm PRETETE
M ille/nnia]s think any sort of brand privacy is a

way for producers to hide facts. Kottmeyer said this
generation is all about the character of a brand or com-

pany. Millennials relate to companies' products with
which they can see a benefit, even if they don't exactly
know what that benefit means.

4The fourth point is that “Food has become a lux-
ury or statement item versus a necessity,” he said. He

3 . o
S s o bexury or shidament e

explained that chicken is no longer just chicken.

wwrw WATTAgNet com | September 2017
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A MINDSET WORTH THANGING
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For instance, organic prodizets appeal to consun-
ers simply because they're labeled differently, even
if the consumer doest’t fully understand what that
label means. The consumer may simply believe the
product to be better because it’s labeled differently.

5?5; sicls siruggle with i
The final point Kottmeyer made from the consumer
analysis reports is that millennials struggle with self-identity.

“No judgment being made, but there are 58 ways to
gender identify now on Facebook,” Kottmeyer said. What
this means is the millennial generation is trying to find
themselves. If an individual feels lost, they don’t know
what to believe other than to follow the trend. Poultry and
producers must create that trend.

Hew bo deal with the millen
Miliennials are not set in what they want; they just fol-

low the trend they believe to be popular. For them to fol-
low a trend, they need to be inspired and coached.

“Be willing to counter punch,” Kottmeyer said when
he explained that instead of producers following the trends
they should be starting a new trend of their own.

The best thing a producer can have on their side is 2
soulful brand that stands for something and allows the
millennial to relate to the company.

Pets have become like children to a millennial.
Therefore, they trust vets even more so than they do
their own family care physicians. Some of this may
have to do with the fact that pets can't tell you if they
feel better so pet owners believe the vet when he or she
says the animal is better, Kottmeyer said. Consumers
don't see the same vet treating their pet as the vet also
treating poultry and other livestock.

Chicken Marketing Summit uniquely explores issues
and trends in food marketing and consumer chicken
consumption patterns and purchasing behavior. In ad-
dition to educational sessions, attendees have numerous
networking opportunities to foster interaction between
speakers and fellow poultry industry peers. Chicken
Marketing Summit 2018 will take place at the Four
Seasons Resort Orlando at Disney World in Orlando,
Florida, July 22-24, 2013. B




BY MARK CLEMENTS

Poultry producers can expect welfare pressures to
continue growing, probably at a greater pace than they
have seen to date, necessitating ongoing changes to
brotler and layer management.
Various welfare bodies emerged in the 19th cen-
tury, growing in number in the 20th, but it bas been
in the 21st that interest has spread and intensified, and
there are no signs that the pace of change will abate.
Welfare is a focus now not only of governments and
interest groups but, increasingly, of multinational com-
panies, and the latter will have ever-greater influence
on the future of poultry welfare,
Even in societies where welfare is deemed a prior-

for birds:

‘speed of grp}fm aIQng:_ is not ﬁhi:*;'érsz:iiiy'

What producers can expect

Attitudes to poultry welfare still vary greatly from market
fo market, but ever-more alignment can be expected as
interest in animal welfare grows.

ity,  one-size-fits-all view remains on a far distant
horizon, but the interest, and a foflow-thy-neighbor ap-
proach, will see the world become ever more aligned.
For those that resist incorporating welfare demands,
it is worth remembering that certain practices now
standard in many markets, for example stunning pre-

slaughter, were once novel.

On the near horizon

Developed-world producers are already con-
fronting a number of challenges that may eventu-
ally spread throughout developing markets, with
commitments to phase out layer cages, perhaps
the most high profile. The compromise solution in
Europe implementad only a few years ago - fur-

nished cages — is increasingly unacceptable, high-

ghting the pace of change.

For egg producers, this will not simply be new invest-
ment, but thoroughly reviewing flock managerrient, and
where welfare is concetned, views are mixed on benefits

Tnterest in slo
f how welfare attitudes vary greatly between groups, as

1-growing birds is a similar example

as among

e best _welfa%éfiﬁéicatom. Nevertheless, welfare-mo-

‘tivated consumer demand in this area continues rising
‘and the industry must respond. '

Where beak trimming is concerned, banned in

;some countries and regions, its prohibition could

ccome more commonplace. Abandoning the prac- .

Craig Holmes

-0
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tice may require producers to offer birds greater
stimulation and alter feeding methods, and there are
ongoing studies into how helping producers manage
untrimmed birds. But rejection of trimming is un-
likely to become universal.

According to Dr. Claire Weeks, senior research fel-
fow in animal welfare at Bristol University’s School of
Veterinary Sciences, certain markets demand it, but it
wiil remain niche in the short term.

And it may be the case that, as pressure on the prac-
tice increases, the need to beak trim diminishes. Changes
at the genetic level may be the answer, as genetics compa-
nies look to develop birds less able to inflict harm.

A British Veterinary Poultry Association {BVPA)
spokesperson explains: “Selective breeding has gener-
ated significant physical alterations, many of which
would be regarded as welfare positive and void the
need for mutilations.” '

No longer an interest group preserve

The drivers of welfare are changing. Large corpora-
tions are taking a growing role not only in response to
consumers, but picking up public sector responsibilities
in countries favoring smaller government.

Where one major company leads, others follow.
McDonald’s 2015 announcement that all its eggs in the
U.S. and Canada would come from cage-free birds was
followed by others committing to do the same. This
ripple effect continues.

Ignacio Blanco-Traba, senior global sustain-
able sourcing with McDonald's Corp., has said that
McDonald’s customers want to know more than ever
how animals are reared and, being global, McDonaid's
applies its welfare policies worldwide.

Retailers will also put more demands on producers.
1t is Europe’s retailers — not legistators — that are
bringing an end to enriched cages.

Companies increasingly deem welfare a “key
business issue,” says Compassion in World Farming
(CIWF). More are signing up to its Business
Benchmark on Farm Animal Welfare (BBFAW) —
estabiished with World Animal Protection and Coller
Capital — designed to drive higher welfare in food

May 2017 H wwwWATTAgNet.com
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Jason Smalley

Enriched cages, seen as addressing certain welfare concerns,
were the choice of many Europecn egg producers at the
start of the decade, Consumer and supermarket pressures,
however, mean that this option is already being rejected.

business. The latest BBFAW includes 99 companies.

It will not only be the poultry industry’s clients that
drive welfare, but its suppliers too. As the industry be-
comes increasingly standardized, genetics companies
will have little interest in supplying birds that perform
poorly in changed production system.

Science or no science

The role of large corporations may be a mixed
blessing. On one hand, they want suppliers to suc-
ceed, offering rules, sharing best practice and support.
Private assurance schemes can be highly effective,
but will only lead to genuine welfare improvements if
properly desigaed.

Ultimately, consumer-facing food businesses will
align with customers’ perceptions. Despite good
intentions, these perceptions may be neither good
for bird welfare nor producers and, as the world
becomes more interconnected, views are guickly
shared across communities and geographies.

Dr. Weeks notes how social media has changed
sourcing in the U.S. and how this is spreading:
“Millennials are the ones on social media, and their
ideas spread very quickly. But the people driving the
agenda are ill-informed. The reality is wildly differ-
ent to what consumers think.”

Yet alongside the consumer welfare interpretation,
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+ FUTURE OF POULTRY VVELFARE:

there is a growing body of scientific evidence and science-
hased recommendations that can help to improve poultry
welfare in a measurable way. As this increases, it will
become ever harder to simply dismiss all welfare demands
as being part of an ill-informed animal rights agenda,

According to the Universities Federation for Animal
Welfare; “Science informs, motivates and facilitates ad-
vances in animal welfare by providing 2 strong evidence
base for changing attitndes and practices, and by creating
practical and effective solutions 1o welfare problems.”

How welfare demands shape future poultry preduction
will depend on who controls the agenda.

Ever less a rich world concern

Welfare is often viewed as a developed world concern,
unaffordable for the developing world. Yet as the developing
world becomes richer, demanding more meat, its consumers
will becorne more sophisticated. Once volumes are satisfied,
consumers tend to move towards perceived quality.

But will the developing world be able to afford welfare
standards with so many mouths to feed and priorities to meet?

The BVPA points out that, for much of the developing

world, bigger issues for producers may include extremes of ¢li- .

mate, natural predators and endermic diseases, and these may
outweigh any welfare “benefits” from free range, for example.
However, it also notes that it will be the expanding aspirational
middle class with disposable income that will be likely to drive
meat and egg production in some developing countries.

Standards that may appear to have little immediate lo-
cal value may, in fact, offer poultry producers opportuni-
ties. Take, for example, Brazil, which, with only a smal
Muslim population, has become the world’s largest halal
chicken exporter, responding to overseas demand,

According to the Food and Agriculture Organization

.
BRF

Globel players, including BRF, are increasingly
keen to emphasize their welfare credentials.

{FAO}, a lack of welfare legislation may be keeping
producers out of international markets.

Yet change is occurring. Of the 99 companics in the
latest BBFAW, 11 are from outside Enrope, the U.S. and
Canada, including from Brazil, China and Thailand. CIWF
says that welfare allows companies to move up the value
chain and enter new markets.

Future barrier fo frade?

As welfare develops piecemeal, there is a risk of more
divergence. In practice, however, countries developing
welfare codes tend to look to what others have already
implemented, resulting in broadly similar standards.
Looking longer term, however, the danger grows that wel-
fare becomes a trade barrier.

Welfare trade disputes remnain a long way off, but the
World Trade Organization is paying attention to the area. In
2014, it rejected appealed EU ban on seal products, finding
that non-trade concerns, such as welfare, can restrict trade.

l@} Tips for implementing broiler chicken welfare guidelines: wWATTAgNet.com/articles/2

That concerns are spreading cannot be denied. As Dr.
Weeks points out, within Europe, welfare was a northern
Furopean issue, but is now Europe-wide and extending
through trade deals. In Australia, 15 years ago, 10 percent
of egg production was free range — it is now 50 percent. As
consumers demand more welfare, producers must respond. B

This s the fifh article in VWATT Global Medics 100-year anniversary series, which considers bird weffare. The next

article in the series will explore industry siructure.

wyewWATTAGNetcom § May 2017
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“NEXT ON THE PLATE

Broiler welfare:
the conversation you need to have

Activists groups have successfully lobbied mainstream restaurant chains
like Subway, Burger King and others to make future chicken meat
purchase pledges that include breed selections.

BY TERRENCE O'KEEFE

Activist groups have been extremely
successful at securing future pus-
chase pledges from major retail

and foodservice poultry buyers for
chicken meat from birds that have
been either raised without antibiotics
at all or without use of antibjotics
that are designated as important

in human medicine. A similar
campaign has succeeded in secur-
ing future cage-free egg puichase
pledges that may very well lead to 2
complete conversion of the U.S. egg
industry to cage-free housing for
pullets and layers.

Now, a third campaign is being
waged to secure future purchase
pledges from chicken meat buy-
ers that would set new standards
for how U.S. broilers are raised,
stunned and even the breed of the
bird that is raised.

In spite of record live perfor-
mance metrics, such as low farm

Jack Hubbard,

Sara Lilygren, Jerome lyman,
formerly VP VP marketing, formerly VP global
corporate affairs, American Humane quality systems,
Tyson Foods Association McDonald’s

mortality and low condemnation
figures at the processing plant, the
Giobal Animal Partnership welfare
purchase pledge campaign is gain-
ing traction. Some U.S. restaurant
chains and foodservice distribu-
tors, including mainstream ones
such as Subway, Burger King, Jack
in the Box and Red Robbin, have
already made pledges to purchase
chicken in the future that complies
with Global Arimal Partnership
welfare standards. These standards
include possible breed changes,
reduced stocking densities in the
broiler house and controiled atmo-

The Chicken Marketing Summit will be held July 16-18 o the Grove Park Inn, Ashe-
ville, North Carolina. For more details on the Chicken Marketing Summit, please visit

www.ﬂaﬂglobulmedio.cgm[chickgnmarkgﬁngsummit

sphere stunning at the processing
plant; it is time to have a conversa-
tion about broiler welfare.

The Chicken Marketing
Summit will host a panel of ex-
perts with experience communi-
cating with activists, buyers and
consumers to discuss the issnes
and the types of conversations
that poultry marketers need to be
having with both consumers and
poultry buyers.

Cgieast spelins bt
W Sara Lilygren, formerly VP cor-
porate affairs, Tyson Foods

B Jack Hubbard, VP marketing,
American Humane Association
@ Jerome Lyman, formerly
VP global guality systems,
McDonald’s W
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Making the business
case for sustainability

As pressure on resources grows, businesses must look
fo source ever-more efficiently to help ensure supply.

The pressure on food businesses to meet sustainability
goals is increasingly coming rot only from consumers
and retailers, but also from external stakeholders, in-
cloding civil society, new competitors, social media and
governments. But alongside these pressures, there is also
pressure of ensuring long-term, reliable supplies.
Speaking at the International Production &

Processing Expo (IPPE} Animal Agriculture

- Sustainability Surmit, Jack Scott, head of sustainability
North America with Nestle Purina Petcare, explained
that the sustainability business case for his company was
simple: The company needs to ensure a supply of ingre-
dients while faced with growing constraints. Its sourcing
strategy must ensute productivity gains to bring about

. long lasting, reliable supply chains.

Guiding principles

Nestle Purina, which needs 256-270 million birds to
be staughiered in the U.S. each year to supply byproducts
for its business, has three guiding sustainability princi-

ples: maintaining compatibility with human food systems:

WATI'ANet.coma zcle . 29534_ "

diversity in its supply chain portfolio; and, using science-
based efficiencies and outcomes based on metrics.

Where compatibility with human food systems is
concerned, the company will never enter a space not
occupied by human food, so, for example, if the egg in-
dustry goes cage free, Nestle Purina will do the same.

Working in partnership

Purina’s largest environmental impacts come from .
its supply chain and, so, it works with suppliers to help
reduce this. Where animal protein is concerned, 70-80
percent of that impact comes from feed production.

Working in partnership, however, is not restricted
to simply working directly with suppliers, The compa-
ny has recently initiated “value projects,” for example
helping to reduce water run-off in agricultural areas
from which it sources.

Where retailers and consumers are concerned, the
company is committed to trénsparency and to commu-
nicating in a way that these groups will understand.

But this not always easy: The benefits of taking a
“nose to tail” approach in using all parts of an animal
is often rejected by consumers, despite the sustainabil.
ity of this approach.

‘foo many companies are failing to commit to sus-

formal35/BigSiockPhoto

tainability, Scott argues. Wl
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improve communication
between opposing sides

Overcoming disagreements counts on understanding biases on both sides
and listening to what both parties argue and seeking out common values.

AUSTIN ALONZO

Persuading people to change their mind is exceedingly
difficuls, but there is a formula that can be followed w0
make it a bit easier.

Tamar Haspel, a food columnist for the Washington
Post, spelled out seven tactics to improve communication
between parties who strongly disagree. Haspel, appear-
ing as part of the 2017 Sustainable Agriculture Summit
in Kansas City, Missouri, on November 15, 2017 spoke
about how people’s minds become made up on contro-
versial issues like climate change or the use of genetically
modified organisms (GMOs} in the food chain.

Even though the majority of the science is conclusive,
people are still dug in on their side of the issue. Changing
how the discussion is approached — and changing the
mindset about the other party’s arguments — can help make
convarsations between opposite sides more productive.

The elephant in the room
The primary thing to understand, Haspel said,

Watt Pou vy UsH

is how people form their opinions. She used the
metaphor of the elephant and the rider. The rider
represents logical thought, The elephant represenis
impulse and instinct. People like to think the rider
is in charge ~ that they are making decisions and
forming value judgements based on rational de-
duction - but in reality people are more likely to
choose based on feelings, emotions and intuitions.
The elephant leads the rider.

Furthermore, everyone is suseeptible o confir-
mation bias, This is favoring of facts and sources
that back up & preconceived opinion and the re-
jection of facts that challenge it. Because of this,
people actively seek out information sources that

confirm their views. 5
Even though we live in an age of widely available g
and easily accessible information, people are more po- ;::
larized than ever due to these two factors. This condi- J‘E
tion is a tough obstacle to clear, but it is possible. &
www WATTAgNetcom § February 2018
[
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IMPROVE COMMUNICATION

7 steps toward befter
communication

1 Be convinced

The first step is to acknowledge
that everyone makes their decisions
the same way - and often illogically
— and that being on one side of the
issue doesn't necessarily display im-
munity to this decision-making pat-
tern. After taking this into account,
it's easier to work with people who
disagree on a given topic.

2 Reconsider the concept
of bias

Everyone carries their own
biases. Biases are part of the hu-

Tamar Haospel, o food columnist
with The Washington Post, said
people need to understand

the decision-making process

in order o improve their

communication. | Austin Alonza

man condition, Haspel said, not
something only “bad” actors have.
Acknowledge biases.

3 Find the smartest person

who disagrees with you and

listen :
It’s important to listen to what

the opposition s saying, Haspel .

said that, in her writing process, she

always seeks out the most intelligent

person who disagrees with her and

speaks with them. By listening to

the opposition, she Jearns more.

4 identify the other side’s
strongest arguments

Much of the frustration on both
sides of a given issue is because of
petty disagreement. Even people on
opposite sides of an issue likely share

IMPROVE EFFICIENCY NATURALLY WITH VANNIX G
Containing two functional ingredients—Tannic acid extract {TAE} and
Bacillus coagulans—VANNIX™ C helps to improve intestinal barrier integrity and

has been shown to reduce coccidiosis lesion scores. See what it can do for your birds.

LEARN MORE AT KEMIN.CON/VANNIXC

nC | @@

R Tonda, J. fudach, B. Lumpkins, G, Mothis, M. Pass. 2036 Eifiects of tannic acid exracl i
Fimeria spy. chatenged and coccifia-vercinated broters. Poultey Sciasce Rssotiailon Anryst Meating, New Orfeans, LA, Abstvact T80, page B
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more values and share legitimate
concerns about common issues. Try

to find and focus on the common

ground between opposing parties. understand the values that under- " not so different from your own. And
5 lie those positions,” Haspel said. ultimately facts don’t persuade peo-.

Drop ‘anti-science’ from “Because you might find that they're ple, but people persuade people” W
your vocabulary

Never say someone is “anti-
science.” Bveryone is pro-science,
when it supports their position, and
anti-science, when it doesn’t back PERFORMANGE MINERALS®
their view. Some people are more
scientific or analytical than others,
but accusing someone of being anti-
science is the same as calling them
a “bonehead,” Haspel said, and it

won't further the discussion.

6 Vet your sources _
Along with acknowledging and

examining biases, it's necessary
to recognize personal sources of
information and understand the
biases inherent in those sources.
Ask: Is my media landscape made
up of similar people saying the
same thing about a given contro-
versial issue or is it populated by
different people with diverse opin-
ions? Does my news come from

one source or several? BOOSTING YOUR BROILER PERFORMANCE.

7 THROUGH OUR PROVEN SCIENCE PRODUCTS.
Reach across the aisle

The most important concept is
to reach across the aisle. Be in the
same room with people who dis-
agree, she said,

“Talk to them. Listen to them.
Find out what they do in their spare

sout the most
ntrace minerals on the market, talk to vour

time. Look past what you believe sit zinpra.com/pouitry.

them to be wrong about to try and
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