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Avoiding Loss of Focus
Due to Information Overload

Agriculturehasbeen holding aprominent placeindiscussons
at the coffee shop (asaways); inpolitica gatheringsat the
national, stateand local levels; and at dinner tablesall over.
Thetopicsare covering awiderange, including land prices,
input prices, crop subsidies, and the ever present food vs.
fuel debate. Thesediscussionsare happening inmoreplaces
and morefrequently than they havein many years. While
most like to participate no matter what their level of
involvement in agriculture, for farmersand their supporting
businesses, the conversation has acomplicated twist fiit
leadsto"andlysspardyss' andincreased difficulty making
decisons.

Grain buyerseverywhere are observing that for the most
part, farmersarein a"wait and see" mode with regard to
marketing. What hasledtothis?Many will tel youthefarmer
doesnit need money, they have all the cash they need for
now. Others point to thefact that markets have dropped
dramaticaly frompre-harves, evenearly harvest priceleves.
Still others blamethe uncertainty surrounding theworld's
economic outlook.

Whileall thesearevalid pointsand may beinfluencing the
situation, an even more significant issue may bethat more
and moreinformation isflooding into the decision making
processes. It hasmany producersdealing with information
overload, which makes it hard to make a decision.
Information overload leadsto fear of making the"wrong
choice", and evenfear of making that "right decison”.

Being "wrong" isafunny concept that can behardto clarify.
Inthecontext of grain marketing, awrong decisontypically
meansthe market went higher, maybeeven alot higher, after

thegrain was sold. There are some gquestionsyou can ask
that bring clarity to thesituation. Wasthat decisionbased on
achievingtheleve of profit that wasdesired onthosebushels
or acres? Was that decision based on the known factors
such ascost per acre and desired profit level, or based on
establishing abasefromwhich to makemore sales?

Right marketing decisionsarethosewhich arebased on cost
and profit. Thesefactors can be known with areasonable
degreeof certainty, and should bethebasisof al marketing
decisons.

Dealing with “Higher”

Haveyou ever sold at the absolutetop of the market?If you
have, or know someonethat has, how isit typically described?
Most refer tothisasbeingreally . . . Lucky!

Theredity isthat, for mogt, thisisaonce or maybetwicein
alifetimeevent. It doesnot really make senseto havethisas
agoal. What does make senseispaying attention to profit.

In order to bethat marketer that consistently isableto turn
profitson the cropsyou grow, you must first accept thefact
that themarket may go higher at some point. Yesthat means
the neighbor may even beat you and get abetter price, this
year. Teking alonger termview of achieving cons stent profits,
year after year, can put you in abetter marketing place.

The marketersthat havethe most successredizethat while
the market may go higher, taking aprofitisalwaysagood
sale. A profitablesaleisnever wrong.



Commit to Positive Marketing

So hereyou sit, reading thisnewd etter. You ask yourself,
"How can| dothis?’

Actually, itisvery smple. It alsowill taketime, effort and
most importantly DISCIPLINE! The processisthesame
for every crop you grow.

First, take stock of where you stand. How much of your
old crop haveyou sold and what isthe revenuethat was (or
will be, inthe case of deferred payment) generated? \What
did it cost to raise the crop, in per acre terms? Take the
current cash value of the unsold grain and add that to the
saesyou have already made. Thiswill tell youwhereyou
stand, today.

Second, look at thetotal profit youwouldliketo achieve
onthat crop. Thisshould be donein conjunction with the
other cropsyouraiseaswell. That way, you can seewhat
theoveral desired profit fromyour farming operation would
be.

Third, comparewhereyou areat today to whereyouwould
liketo be. If you arein abetter place than your goal, sell
what you haveleft and start worrying about next year'scrop.
If you are short of your goal, put in offersto sell the crop
that allow youto reach your goal.

Lastly, follow the same procedurefor next year'scrop. By
using what you know about input costs, what you would
liketo make off those cropsand your averageyields, you
can come up with amarketing plan for next year.

Conclusion

Thereare many distractionsto marketing. Thosethat are
ableto separate their thinking and focus on the thing that
really matters, profit, will bethe onesthat are ultimately
successful.

Resolveto focus on the positive results of making good
salesat aprofitable level, no matter what happens after
those sdlesare made. L ook forward, donit overanayzethe
past.

I'dliketo share one piece of advicemy grandfather told me
early in my driving career that has direct application to
marketing crops. Hesaid, "It'shard to drivelooking inthe
rear view mirror. When you do, that'swhen you have an
accident."

Heard at the coffee shop:

Theheadlines of the newspaper layinginthemiddle of thetablearenot
new for thelast few years. "Land priceshit record levels!" "Cash rent up 20% over last year." "Record Farm Profits.”

Thetopic for today's discussion is how long thiswill last. Prices on corn have dropped over $2.00 from the highs.
Soybeans amost $4.00, Winter Wheat - $3.50, Spring Wheat - $2.00, Soft Wheat almost $4.00, and Rice - $3.75/cwt.

"I have seenthisbefore” saysone of theolder farmers, " Just because priceswere high before, doesn't mean they haveto
go back up. Themarket doesn't carewhat it coststo raiseacrop, themarket justiswhat itis." Selling at aprofitismore

important now than ever.



