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Achieving Success Now 
and In The Future — 

What Challenges and Trends will 
Shape the Industry

Innovations across agribusiness in the last decade are 

revolutionizing the industry. A new focus on sustainability, 

streamlined processes, data-driven decision-making, and technology 

integration created improvements in the ag supply chain. Between 

the forces of nature and the forces of innovation, the new decade 

will bring changes to the landscape of agriculture. Businesses that 

are educated on recent trends and are focused on putting tools in 

place to adapt to new challenges will come out on top.

 INDUSTRY CHALLENGES
TOP

As a leading provider for data connectivity solutions for agribusinesses 

across the world, Proagrica makes it a priority to stay ahead of market 

trends. To determine what industry trends will have the most impact now  

and beyond, Proagrica surveyed U.S. agricultural retailers 

to determine their biggest challenges.

“It’s important to us to be in tune with the ag retail sector of the U.S.,” 

says Dan Hopper, Head of Customer Insight for Proagrica. “We want to 

know where the pain points and challenges are, so we can tailor or create 

new solutions to best serve the market. Research is something we have 

always done and it’s taken seriously at Proagrica. If you are a market leader, 

you must be a thought leader and help move the industry forward. Having 

a deep understanding of the marketplace is part of that.”
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THE FOLLOWING INDUSTRY TRENDS STOOD OUT FROM THE SURVEY AND INCLUDE 
THE MARKET, THE SUPPLY CHAIN, AND DATA AND ANALYTICS.

TRENDS
FOR THE MARKET

For ag retailers, top concerns vary from finance to personnel 
to technology . The Proagrica survey invited open answers to all 
questions, so the responses reflect their true feelings . 

Retailer profitability – The leading concern for ag retailers across the country 
is the tough trading environment, which leads to pressure to lower prices . 31% of 
respondents listed this as their biggest worry in 2020 .

Workforce shortages – Second on the list of pain points in the market is a lack 
of skilled labor, with 24% saying this is a major stressor . Finding and recruiting team 
members with advanced skills is becoming increasingly difficult and the competition for 
top employees is extreme .

Grower profitability – With stronger competition in the market, fewer investments, 
and restricted access to cash flow, growers are being forced to make tough decisions 
about their ability to spend with retailers . This has created a great deal of market 
uncertainty, leading to 22% of survey respondents ranking grower profitability as  
their main concern .

Keeping pace with technology – Precision ag technologies are continuously 
emerging and it is difficult to understand what truly adds value . Not only are 
agribusiness leaders exposed to a surreal amount of technology, they have the 
challenge of encouraging growers to begin leveraging technology to improve 
communication . This pressure is causing additional anxiety across the industry, leading  
to 12% of survey respondents ranking technology challenges as their largest headache .

The 
top four 

challenges 
for the market 

based on 
survey 

responses 
are:
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FOR THE SUPPLY CHAIN

Inventory management topped the survey respondents’ open answers when asked to name the 
largest concern in the agribusiness supply chain . Their answers include:

Inventory levels – Supply and demand, the availability of inventory, and the ability to track inventory 
levels accurately top the list of supply chain pain points . More than 38% of respondents listed these as 
their biggest stressors regarding supply chain activities .

Cash flow and margins – Profitability, cash flow, and the ability to increase volumes ranked second 
in the Proagrica survey with 20% of respondents noting that they have real concerns about the 
financial aspects of the agribusiness supply chain .

Rebate tracking – The management of rebates rounds out the top three supply chain challenges 
for 2020 . Retailers worry about in-season tracking, end-of-season reconciliation, and finding ways to 
ensure they receive the payments they are owed .

WITHIN DATA AND ANALYTICS
Across the industry, the use of data is driving agribusiness 

innovations . However, as the amount of available data increases, 
industry leaders must learn how to use the right data effectively . 
Within this area, the top concerns are:

Low levels of proficient use of data and analytics – Survey 
respondents report that data and analytics are not being used 
efficiently . Ag retailers worry they may be missing out on 
opportunities to improve efficiencies and drive business growth 
by not maximizing their available data .

How data and analytics are used – Most organizations using 
data and analytics leverage it to inform business decisions, better 
understand business activities, and improve daily operations . 
While 41% of respondents report that data and analytics are most 
important in increasing efficiencies and productivity, 69% shared 
that using data and analytics more proficiently to inform their 
future business decisions is a top concern .

Understanding what technology is being used in ag retail – 
Survey respondents reported high usage of spreadsheets and a 
lack of use of customer relationship management (CRM) systems . 
Therefore, manual processes, stifled communication, and a lack 
of visibility of business situations are top concerns . The survey 
noted 69% of respondents reported using precision ag tools 
versus the only 16% of respondents who noted utilizing CRM 
systems, while 77% of respondents shared that spreadsheets, 
email and phone calls are their primary technologies .

“If you look at the 

overall pain points, 

ag retailers are 

being squeezed 

from both ends,” 

says Hopper . 

“Between the 

manufacturers and 

the growers, who 

are struggling with 

profitability, the ag 

retailer is stuck in 

the middle . They 

have to be smarter 

to be successful, and 

we know data can 

help them do that .”



            PROAGRICA    5

Ag retailers must engage growers to 
demonstrate value.

The industry must learn to use the best 
technology.

It is crucial to increase profit in the current 
competitive environment.

THROUGH THE PROAGRICA SURVEY,
the following industry themes came to light:

1
2
3

DEMONSTRATE VALUE 

       

MAXIMIZE USE OF TECHNOLOGY

INCREASE PROFIT 

        

PARTNERS IN PROGRESS

Thanks to an international network of clients and agribusiness experts, Proagrica is in the unique 
position to clearly understand the challenges facing ag retailers . In addition to serving clients across five 
continents, Proagrica gains insight from the more than 25,000 trading connections supported by their 
technology . Because of their ability to help agribusinesses drive growth across the value chain, as well 

as support improvements in trading, productivity and compliance, Proagrica is a clear choice to partner 
with ag retailers as they prepare to meet new and emerging challenges and work to create a productive 

and profitable modern marketplace .

Each one of these themes is explored in-depth in the following pages .

>>

>>

>>
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I
T WAS A CHALLENGE TO ENGAGE with grow-
ers even before COVID-19 complicated matters . 
Newer online competitors who offer low pricing 
on crop inputs but little in the way of service 
have chipped away at growers’ share of mind 
and overall share of market . And even among 

growers who are open to a deeper engagement with 
full-service ag retailers, lingering concerns about 
data permissions and a lack of transparency into 
their production plans often make the grower-retailer 
relationship less than it could be .

In an ideal scenario, this is just a phase, because 
growers’ preferences are changing rapidly . A fast-in-
creasing share of producers — and not just the 
younger ones — now seek a seamless end-to-end 
solution of product research, discovery, advice and 
purchase from their trusted advisors and suppliers . 

For ag retailers ready and willing to embrace digi-
tal tools — powered by the agronomic and product 
knowledge, personal relationships, and local exper-
tise that already are their calling cards — this could 
be the opportunity of a generation . Digital tools and 
integration technologies that are tried and tested 
in supply chains for other industries are coming into 
agriculture and promise myriad advantages both for 
growers and retailers .
 

Engaging Growers  
to Demonstrate Value

Growers’  
expectations for 
positive online  
experiences are 

steadily  
increasing. 

This provides grand 
opportunities for ag 

retailers ready to 
fully embrace 

digital.



            PROAGRICA    7

A good engagement experience, popularized by the likes of on-
line shopping and banking, is “going to become the expectation of 
the way business is done with anyone on the planet,” Sanders says . 
With the right data integrations in place, ag retailers could provide 
growers with one easy-to-understand interface available around the 
clock, wherein they can access agronomic data and customizable 
tools, agronomist recommendations, product pricing, point-of-sale 
screens, account balances, payment records, and a whole lot more 
– all while they’re in virtual contact with retailer personnel .

For retailers using such an online platform, pricing, purchase, and 
delivery activity can integrate with back-end ERPs to reduce or even 
eliminate errors in data entry and manage transactions with manu-
facturers . Overall, retailers have one hub for customer engagement, 
agronomic recommendations, analytics, supply management, and 
internal integration . At the same time, sales agronomists are freed 
up to interact more regularly with growers “and cover more ground,” 
Sanders says, with much of the paperwork and administrative tasks of 
each sale largely automated . “That’s a big win,” he says, especially in 
an era when agronomists are in high demand .

Omnichannel Engagement’s 
Many Benefits

Integrated platform solutions are much closer to reality – today, this year – than 
perhaps many retailers realize. Proagrica’s Patrick Sanders, Director of Enterprise 

Solutions for the Americas, and Carenza Harvey, Product Manager, describe many of the 
features and benefits that full-service online exchanges can bring to deeper and more 

productive grower-retailer engagements. 

Integrated, 
end-to-end data 

exchange and 
interaction with 

growers. 

Workflow 
efficiency. 

 ”My dad will always meet 
with salespeople, but I don’t think that’s 

always going to be the best use of my time . 
But you want the ability to do 

it sometimes .”  — Grower
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Sanders envisions a scenario where a scouting report of a disease infes-
tation in an area of a field leads to a recommendation for a fungicide appli-
cation, which is logged on the spot or soon after into an integrated online 
platform . A retailer can contact the grower immediately with a recommenda-
tion not only for the fungicide treatment generally but also to suggest specific 
product, pricing, custom application, and timing – all of it accessible via mul-
tiple devices including desktops, laptops, smartphones, and tablets . “So the 
discussion moves right from a suggestion, to ‘here’s how you take action,’” 
Sanders says . At this point the sales agronomist can weigh in as well with a 
discussion about ROI, “and then you’re off and running,” Sanders says . “You 
don’t have to explain everything again because all the data that led to that 
recommendation is right in front of both the grower and the retailer .”

Shorter 
distance from a 

recommendation 
to a sale. 

 — CROP LIFE TOP 25 RETAILER

 “In 10 years, you’ll 
have a whole new 
generation of growers 
and [online selling] 
will be the norm .” 

DELIVERING AN 

OMNICHANNEL 

EXPERIENCE

It’s imperative, Sanders notes, that retailers’ long-time understanding of 
local and regional agronomy as well as major national trends in agriculture 
is extended via digital platforms . Through improved engagement, retailers 
are side by side with growers, virtually as well as via phone and in-person, 
every step of the way though the planning and production process, with 
technology enabling them to look at the same data and field visualizations 
simultaneously . “From a grower perspective, I just want to make it easy to 
find my information and make my decision,” says Sanders . “If I need to 
interact with the agronomist, I can click – I don’t necessarily have to call .” 
Together, the grower and the agronomist can talk through a few scenarios . 
“As a grower, this gives me the comfort that I can go ahead and hit the 
button and say, ‘Okay, let’s go ahead and make this purchase .’”

Better 
expression

of full retailer
service and

value.
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Harvey notes that even in the physical world, one problem area many 
retailers have is the way they interact with growers – through many 
people, and in many ways, or “channels .” For instance, growers may 
have a great relationship with their sales agronomists, but then might 
go into a store and have a different experience, perhaps with personnel 
with whom they’re not as familiar . “And then of course, it can be quite 
hard for growers to access their information,” Harvey says . Using an 
integrated online platform, Sanders says, “as a grower I have one place 
for all my information, and I can see it fairly simply and easily .”

Blending 
of many 

“channels” into 
one seamless 

experience. 

All of this sounds great, of course; the benefits of creating a seamless online and 
offline experience for growers are clear . So why hasn’t everyone already done it? 

“Having spoken to the market and engaged with our customers, we know that re-
tailers have a whole range of back-end systems and processes in play, and that making 
these systems speak to each other – from CRM, to inventory stock, from agronomic 
data, to pricing – is a crucial challenge,” Harvey says . “To deliver a solution that is truly 
omnichannel and offers growers all the data they need access to, integration of that 
data is an unavoidable prerequisite which has prevented many organizations from  
making any headway .”

These challenges are why Proagrica’s approach begins with the hard part — getting 
the data integration right .  

“We know retailers don’t want to have to go back and get rid of existing systems 
they have . So our integration capabilities are a key differentiator from purely ecom-
merce platforms,” Sanders says . “We can integrate with your existing systems . And 
while we offer agronomic products such as Sirrus, you can continue using the agrono-
my tools you already have if you prefer . Full integration capability with a wide variety of 
systems isn’t easy to do . But we know how important it is and are especially proud that 
we are able to deliver that for our customers .”

With these challenges addressed, Proagrica envisions a user interface that acts as a 
digital hub for ag retailers’ customer relationships . Growers can carry out self-service 
account management and integrate agronomist recommendations (including through 
use of Proagrica’s Sirrus platform), while retailers can make online product catalogue 
sales and offer crop input quotes . This future-proofs ag retailers by providing a cohe-
sive, user-friendly customer experience for growers that fosters loyalty, breaks down 
barriers to buying – and ultimately boosts sales while protecting pricing privacy .

Proagrica, Sanders says, has “a vision for ag retail as a whole” – with retailers at the 
center of the relationship with the grower – “and helping retailers deliver an omnichan-
nel experience is an important piece of that . We’re not here to disrupt the channel . 
We’re here to enhance it and make it better .”  n

DELIVERING AN 

OMNICHANNEL 

EXPERIENCE
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BIGGEST PAIN POINT 
for Farmers When Purchasing

A 2018 survey* of more than 700 farmers across the U .S . 
reveals that the experiences offered by most agricultural 
providers, from precision software to seed and equipment, 

have not kept up with the times . Reps don’t have access to 
the information they need at the point of purchase:

*McKinsey Chemical & Agricultural Digital Customer Decision Journey Survey, 2018, United States only

 

• 50% couldn’t get pricing data, 

• 41% said they couldn’t easily compare products, and 

• 36% were unable to get the specific product 
details they wanted .

On the evolving competition with online pure players:

 “The ability to get a known product at a critical 
time and know it’s been quality checked 

by people who know what they’re doing — 
that’s always going to be 

worth something .” 
— Grower

TOP CONCERNS 
for Ag Retailers

In a 2019 survey of the Crop Life Top 100 
ag retailers+, the leading concerns expressed 

regarding grower interaction were a reliance on 
manual processes, stifled communication,

and a lack of visibility into farmers’ 
business situations . 

Of the 69% of retailers 
who reported using precision ag tools:

16% employed CRM systems . 
77% primarily still use spreadsheets,

email, and phone calls to 
manage customer relationships
+U.S. Ag Retail: Pain Points & Challenges Research, 

November 2019 (Proagrica)

!
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DURING THE PAST THREE DECADES, the wave of fast-paced technological advancements has brought 
both disruption and innovation to business industries across the world . Agribusiness is no exception; 

today, at each step of the agribusiness supply chain, there are more data points available than at any other 
point in history . 

It is estimated that, by the year 2050, 

farms will have the capability to generate 

4.1 million data points per day. 

This is an astonishing increase over the 190,000 points per day generated in 2014 . 

The data is both agronomic data, backed by science, and commercial data, such as describing which 
products agricultural retailers sold to which growers to be applied on specific fields . Each set of data offers 
its own unique opportunities to address business challenges and enable better decision making .

Innovations like sensory technology, scientific algorithms, and data aggregators have changed the way 
business is conducted and the way scientific data is used . Access to technology has created the ability to make 
educated decisions, improve daily operations, and enhance communications . However, it also brought forward 
new questions and challenges . Which system is going to help me to better serve my growers and demonstrate 
ROI? What data is needed to improve my tight margins? How can I be more proactive in my decision making 
rather than reactive? These questions make it clear that the need for data visibility in agribusiness is a vital 
component to success and will be a key differentiator for agribusiness leaders of the future .

UNDERSTANDING THE VALUE OF DATA 
IN AGRIBUSINESS OPERATIONS

[ ]
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What 
problem do 
you want to 

solve?

What 
tools do 

you need?

How do you 
evaluate

solutions? 

How 
do you 

set aside 
fears? 

“The goal of data is to help make better decisions,” says Scott Cogdill, Director of Agronomy Solutions 
at Proagrica . “To make decisions that are more timely, more efficient, and that demonstrate true ROI 
– taking precision agronomy to decision agronomy .” The new opportunities created by data have also 
inspired questions regarding data security, privacy, and data usage . For the first time, the amount of data 
is overwhelming and the questions of what to do with it can make or break a business . It is crucial to 
understand what data is important, what the data can do, and how to best use it .

GETTING STARTED
A common concern for agribusinesses today is that data is being underused or that it is not clear what 

data should be used at all . To meet the needs of growers and achieve a true ROI in leveraging new 
technologies, agribusiness leaders are focused on setting up meaningful data analysis programs . “There 
is so much data out there, and now we have to learn how to use it,” says Cogdill . “The ag industry has 
been slow to gain insight out of data . It has been viewed as single-use information, which has prevented 
people from getting the full spectrum of value .”

For those who are ready to put a data program in place, or those who are not maximizing the benefits of their 
current program, here are the right questions to ask to set yourself up for success:

While many people find it logical to begin by identifying what data they need, that 
causes you to miss a critical step; before you know what data is needed, you have to 
know what problem you want to solve . “Find something actionable and simple,” says 
Cogdill . “Use data to help you make a decision; it will grow from there .” For example, 
start with a business challenge, such as the need to identify your top-selling pest control 
product . With a specific question or set of problems defined, you’ve now developed the 
criteria for what data you need to in order to answer or solve it .

The next step is to bring on board the tools and systems that solve that particular 
problem or problems . For example, in order to identify the best-selling pest control 
product, you will need to bring data together from the relevant systems, store it in a 
secure way, standardize it, and make sure that errors are removed . Only then can you 
finally analyze the data to uncover insight .

With great quantities of information and seemingly infinite options available, it is best 
to spend time learning about each potential technology tool . “Know the full capabilities 
and ask if they fit into what you are trying to accomplish,” says Cogdill . To best serve 
your growers, your technology tools must meet your needs now and be able to scale with 
your business in the future . Today, you want to understand your top-selling products, but 
tomorrow you may need to break down that data further to understand sales by region, 
by customer, and by season .

Allowing new technologies, new processes, and potentially new support partners into 
your business can be daunting . There are also industry-wide concerns about the sharing, 
supporting and owning of data . Using an independent data network that allows parties 
to share data securely with partners, without providing access to all your data, creates 
security for your business . “What is out there is complex and it scares people,” says  
Cogdill . “Don’t let it overwhelm you and distract from your goals with all the noise .”



            PROAGRICA    13

ACHIEVING SUCCESS
Once a program is in place to manage your data, you must ensure your forward progress will continue . 

You will need to create a full project plan that specifies what you want to accomplish and how you will 
measure it . To achieve success, you need to have clearly identified goals that are aligned with reporting, 
metrics, checkpoints, and reviews . Accountability should be assigned appropriately within your team and 
all goals and expectations should be clearly communicated . To remain on track, consider the following:

Maintain Your Focus 
The problem – or problems – you want to solve must remain central to daily operations and the 

management of your systems . Creating, reporting, and monitoring processes to ensure you continue to 
track the data needed to address your concerns will be crucial to your success over time . This applies to 
both commercial and agronomic data, such as planting population, yield data, and pesticide application . 
While advancing your processes around commercial data will improve your sales operations, strategically 
using your agronomic data will allow you to improve your agronomic decision-making . Though your 
operations may grow and evolve, the concept of starting with your need and then looking for the right 
tools will carry over and keep you moving forward strategically .

React to Customer Needs
As time passes, data becomes even more valuable . “There is a lack of visibility of sales data and the 

insight that can be gained from it due to business and data structure complexities,” says Marie Kennedy, 
Senior Product Manager at Proagrica . “This can mean that ag retailers don’t know what their customer 
landscape looks like, how they should structure and react to their growers’ needs, and where the biggest 
opportunities are to grow revenue .” The ability to bring together sales data and field data creates a 
complete picture of the best way to address your customer needs and to identify new opportunities .

ANALYZE DATA   
The ability to analyze data is critical 
to gaining value from the information 
you are collecting . Learn the tools 
available for establishing analytics 
and make sure they support the 
results that you want to achieve .

COLLECT DATA  
This will allow you to aggregate data from 

your trusted, selected sources and simplify 
operations by storing the data in a single, 
safe location .

CLEAN DATA   
Ensuring your data is 
clean, accurate, and 
complete will give you 
confidence to make 
decisions based on 
that data .

ENRICH DATA  
Having the opportunity to link 
to outside information such as 
weather data, local soil analytics, 
and insect tracking will allow 
you to improve forecasting and 
identify potential challenges .

An Effective Data System Will:

NOT ONLY SHOULD YOU LEARN about how each tool treats the data that will 
solve your problem, you must also understand the full capabilities of the system. 
The most value will be gained from systems that help you to do the following:

STANDARDIZE DATA – The ability to bring 
multiple data sets together in a single data 
structure will create the opportunity to run 
comparisons, track trends in real time, and 
uncover patterns in the data to help identify 
new opportunities .



Create a Data-Driven Culture
“Because data can be difficult to pull together and make sense of, it is quite often used reactively 

when a problem occurs . However, if organizations have access to up-to-date insight on an ongoing 
basis, then they can become proactive in their decision making and strategic planning,” says Kennedy . 
A high-performance culture that values forward thinking and innovation will be best equipped to 
support long-term growth . In order to continue to gain the most value from your data, you must be 
willing to evolve with it . As you monitor the data and improve your analytics, you will gain deeper 
insight and be able to identify opportunities . A culture that encourages the use of data in everyday 
decision making moves your organization from reactive to proactive .

The Future of Data
The ability to gain insight from data, create algorithms, and invent new 

technologies continues to move forward at an astonishing speed . It is clear the 
combination of shared information, smart technology, and ambitious innovation 
can accomplish amazing feats for the agribusiness industry and beyond . While 
there will be set-up costs for your new data systems, the stories it will tell about 
your business and the opportunities it will uncover can open up a new future for 
your business, making the investment well worthwhile . Over time, your system 
will demonstrate a stronger ROI as you track and trend information through 
seasons and from year to year .

CREATING LONG-TERM STRATEGIES
Establishing long-term strategies for maximizing data and building supportive partnerships can enhance 

the value of your analytics program over time . “The right system strips out the noise and the mess to surface 
actionable insight from clean, reliable, data,” says Kennedy . “When dashboards are easy to use, multiple roles 
across the business can answer their own questions rather than having to rely on a handful of super-users . Rather 
than having to go to each system or instance individually and run multiple reports, the platform brings the data 
together and standardizes it, so all users have the same single source of truth .”

Technology, such as Proagrica’s Agility Platform, allows you to have a past, present and future focus on 
your data by integrating, enriching, and delivering accurate information for you to learn from over time . “The 
right data – and having confidence in your data – really allows you to demonstrate your value as part of the 
agribusiness supply chain,” says Kennedy . “You have the opportunity to bring data together and make it usable .” 
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One of the greatest barriers to success in the current agribusiness environment is maintaining and growing 
profitability . While the associations with manufacturers become more intricate, and farmers continue to push 
for demonstrations of value, profit margins for ag retailers are shrinking . Now, the headaches and road blocks 
to increasing profitability for ag retailers are front and center, requiring solutions to these vital challenges in 
order to establish a successful, sustainable, and forward-looking business .

As the intricacy of relationships within the agribusiness supply chain increases, it becomes more difficult to 
truly understand the root causes of the current barriers for ag retailers . Profitability remains a top concern and 
it is clear there are several elements contributing to this challenge . In the current industry, those include:

Rebate Management
The process of handling rebates has grown in complexity and importance as the agribusiness market  

has diversified . Today, there are different requirements, different processes, and different rules for each 
individual manufacturer . The top concerns ag retailers report in regards to the current process of rebate 
management include:

n Laborious manual processes for tracking

n Inaccurate tracking due to human errors

n Time-consuming data analysis

“It’s a lot of manual processes that may or may not align with 
what each individual manufacturer has recorded – then you 

end up in the rebate debate .” 

 Scott Cogdill, Director of Agronomy Solutions, Proagrica

I
N THIS ERA of rapidly advancing technologies, ag retailers have to continually adapt and 
innovate to stay profitable. Today’s ag retailers must not only understand the challenges 
in their path, they must be willing to adapt their strategies and practices to compete in an 
increasingly competitive arena. While facing a changing industry landscape, manufacturer 

mergers, and farmer consolidation, the agricultural supply chain looks vastly different than it 
did a decade ago. 

Staying Profitable 
in the 2020s
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These pain points have created challenges that inhibit the ability for ag retailers to increase their 
profitability and maintain clear visibility into the tracking of their rebate requirements and eligibility, such as:

n Lack of ability to make real-time decisions based on rule changes or requirement adjustments

n Inability to gain efficiencies because of dependence on manual processes

n End-of-year true-up with inaccurate data, creating loss of rebate money

Mergers within the agribusiness industry have added to the difficulty of understanding the tiers and 
thresholds required to obtain rebates, meanwhile ag retailers have had no access to tools to help 
operationalize this challenge . “A fix would benefit both the ag retailers and the manufacturers . An 
integrated system would make it easier to true-up at the end of the year and would save time and create 
efficiencies for all involved,” says Cogdill .

Transparency and traceability of the end-to-end rebate process and visibility of historical data is vital 
when managing rebates . An effective solution would make the entire complex process safe and reliable, 
allowing users to manage and control multiple rebate agreements in real-time .

“Proagrica has been hugely successful in helping animal health pharmaceutical manufacturers better 
manage their rebates,” said Richard Sibbit, Managing Director of Animal Health at Proagrica . “Drawing 
on that experience, we see similar opportunities for ag retailers to benefit by eliminating manual, error-
prone processes, such as the use of spreadsheets . Automating these processes improves accuracy and 
processing speed, which helps to reduce the time and cost involved in settling disputes . Additionally, by 
bringing together sales figures and rebate rules in one interface, wholesalers and retailers would have 
visibility into their individual rebate reports .”
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INVENTORY MANAGEMENT
Ag retailers are experiencing a rapid rise in their expenses, including payrolls 

and benefits, as well as infrastructure investments and new tools or facilities . 
Additionally, farmers are cutting costs and reducing pre-pay practices to save 
money and invest in their own businesses . This has created a scenario where 
ag retailers find it difficult to forecast true demand opportunities, but where 
their survival depends on their ability to do so . This challenge is putting added 
importance on inventory management . “It is a critical function, but there 
are significant gaps and unchecked costs around the inaccuracies in current 
inventory management practices,” says Hopper . The industry pain points in 
inventory management include:

n A lag in inputting data and/or inaccuracy during data input

n Technologies within the same organization that do not integrate

n No standardization of processes

n Out-of-date information

“Understanding demand versus availability is critical in our current climate,” 
says Marie Kennedy, Senior Product Manager for Proagrica . “Without the right 
tools, you risk creating waste or you may lack the ability to meet customer 
needs .” The headaches around inventory management have led to real business 
deficits, such as:

n Lost customers after an ag retailer was unable to deliver products

n Poor customer service due to inaccurate or outdated information

n  Rising supply chain costs from purchasing rush orders of supplies during 
their high price seasons

n  Rising logistics costs from moving products to finding storage solutions

n Over-buying and paying for storage, particularly for fertilizer and seed

An optimal solution for inventory management would integrate systems to 
increase visibility and accuracy into inventory levels . Enhanced visibility will allow 
more accurate forecasting, assist in understanding demand versus available 
inventory and location, and create opportunities for purchasing products for a 
lower price due to strategic buying . 

COMMERCIAL INSIGHTS
The ag industry has seen a huge increase in the use of technology and smart 

systems over the last decade . While many of the systems have delivered on a 
very specific customer need, none have provided a comprehensive package of 
solutions . This has created complications in achieving strategic integrations and 
makes it difficult to analyze data that is stored across multiple systems . “The 
real barrier to using analytics in ag retail is that they are dealing with multiple 
systems at different parts of the organization . The lack of integration is a real 
barrier,” says Hopper . In addition to concerns over lack of integration, retailers 
also face numerous challenges due to a lack of commercial insights:

n  Dependence on the knowledge of individual salespeople to maintain a 
customer record

n Inaccuracy of data at the store level

n Delays in inputting data
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 “Without the right 
tools, you risk creating 
waste or you may lack 

the ability to meet 
customer needs .” 

 — Marie Kennedy, 
Senior Product Manager for Proagrica

Agribusinesses are at various stages of understanding, utilizing, and monetizing their data . “There is a mix 
of levels of sophistication, but most feel they have a ways to go to gain the visibility they need to move 
forward,” says Hopper .

In order to turn commercial insights into an opportunity to reduce overspending and regain profitability, any 
tools used to support those analytics must create visibility and enhance communication . “We know it is very 
difficult for ag retailers to gain new customers because of strong loyalty between growers and agronomists,” 
Kennedy says . “Increasing spend per customer and ensuring each customer is spending the highest per-
centage of their overall expenditure with you as a retailer is a vital way to improve profitability .” Additionally, 
beneficial commercial insights programs will be able to identify when new customers make a purchase and 
help the retailer to nurture that relationship to create a long-term client .

Because agribusiness is a volatile industry with many external factors, paying attention to the details in the 
data is critical to reducing business risk . “Changes in weather patterns, for example, can mean that there are 
very small timeframes for growers to carry out key operations on their fields,” says Kennedy . “Retailers need 
to be able to anticipate these needs and react accordingly in order to support growers and maintain their 
profitability .” Additional challenges from a lack of analytics include:

n Lack of visibility into business-critical data

n Difficulty or inability to identify revenue-growth opportunities

n  No access to the entire customer picture because information is held  
by one individual

n Making strategic decisions based upon inaccurate data

n No ability to track performance 



Learn more about Proagrica’s tools and 
strategies to support ag retailers in 

growing their profitability at 
https://proagrica.com

Successful tools, such as Proagrica’s Agility Commercial Analytics platform, will enhance business intelligence 
for retailers by tracking sales history, forecasting, benchmarking, profit margin, and year-over-year sales 
comparisons . Agility Commercial Analytics increases visibility into sales performance at every level, as well 
as adding valuable customer insights . “Understanding your customer profile completely — segmentation, 
purchase frequency, customer churn — it will give you a clear picture of your net customer value, allow you to 
make strategic decisions, and it will minimize risk,” says Kennedy .

PROAGRICA AND THE PATH FORWARD

To remain profitable, ag retailers will not only need to conquer their current challenges, they will need to 
continue to innovate to serve as a solutions provider to their growers . In order to provide real value, it is 

important to remain at the forefront of both changes and challenges within the industry, 
while using the technology tools available to deliver data-driven strategies to overcome problems 

and maximize revenue opportunities . 

Proagrica, a global provider of independent connectivity and data-driven support solutions for the agriculture 
and animal health industries, serves as a partner and thought leader for clients in 180 countries . Their library 

of industry resources and research is available to help agribusinesses keep up with today’s rapid pace of change . 

As a partner for ag retailers, Proagrica is able to successfully improve their business stability, 
their operational efficiency, create business visibility, and improve collaboration . 

http://proagrica.com


Unlock the power of your sales data.
COMMERCIAL ANALYTICS

Support more effective 
direction of sales team 

activities

Drive business 
strategy

Enable identification of 
revenue and profit 

opportunities

Powered by Proagrica’s 
advanced data integration and 
engineering capabilities 
Commercial Analytics extracts, 
combines and standardizes 
existing data from Ag Retailers 
key systems, surfacing valuable 
insights in a practical way.
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