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MAKING THE MOST OF

YOUR MOST PRECIOUS RESOURCE

We have been blessed with many resources, but maybe the most precious (and definitely limited) oneistheoneweare
likely to bethe most wasteful with—time. Theonly thingwe canknow for sureabout it isthat each of ushasan unknown,
but definitely limited, quantity of it. Askedto givean account of it, therearefew whowould not quickly redizethat we have

spent more of it than wewould liketo think on pursuits of questionablevalue.

Isthere grain marketing adviceto befound inthisline of thinking? Yes, anditispowerful. Hours, days, and years of
peopl€ slivesare spent asking grain marketing questionsfor which thereisno clear answer (at |east not ahead of time), and

about which no action can betaken.
Hereareafew examples:

> Why was the market up/down today?

» What is happening in (name of foreign country) that will affect prices?

» What are the funds doing?

» How will the value of the dollar vs. foreign currencies affect grain prices?

» How much of the current open interest in the futures market is speculative vs. commercial?
» How much will the expansion or building of alocal grain user add to my price?

Tobesure, many of these questionsareinteresting, and in some cases about important things, but the
fact remainsthat they do not, cannot, lead to action, and in fact often lead to akind of decision-
making pardyss.

Making aliving inthegrain markets, where multiple factors can changethe value of your product
fromday to day, or even from hour to hour, hasthe potentia to beoneof themost difficult jobsever.
Makingit evenmoredifficultisthetrap of spending alot of timetalking and thinking about thingsthat
arenot actionable; they’ reinteresting, but when the conversationisover there' snothing to do.

Thispublication hasawaysencouraged asimple, but very effectivelong term marketing approach.
When you identify the opportunity to make money and/or raise your average selling price, take
actiontolockitin. Itisnottheonly way to market, but it hasprovenitsalf to beavery effectiveone
over thelong term, and it will go along way toward conserving your most precious, non-renewable
resource.
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Where Did All The Money GoO?

You don’t haveto havean MBA to know that higher commodity pricesdon’t automatically equal greater profits. Infact,
withthequickly rising cost of inputsand land, it'sentirely possiblethat profits could be harder to come by than they were
when priceswerelower, or & least that in thelong run, the percentagereturn on afarming operationislikely to bethe same
asitwasat lower prices.

What doesadll thismean? Just that the keysto profitable marketing haven’t changed. At any pricelevel, cons stent success
meansknowing whereyour profit starts, and having aclear plantolock in profitable pricesasthey become available.

Will high priceslast? Ask around, and you' Il hear plenty of argumentson both sides. Weal know theanswer whenwe're
asking it about the past, but no one has come up with afool proof plan for predicting future pricesyet (at least, not anyone
that’stalking about it). Meanwhile, there arethreeimportant questionsthat anyone can answer with alittletimeand a
cdculaor:

> What pricewill cover my costsand return areasonabl e profit?
> |Isthecurrent price (for any delivery period) above or below that price?
> What action havel takentolock in aprofitable price?
Going forward, it' sasafe bet that we can expect the marketing environment to be one of continuous change. Your most

important marketing job, asit hasalwaysbeen, isto clear away the noise that surroundsthe grain market and focuson
consstently selling aprofitableprice.

Outgrowing Demand

Sofar, theAmerican farmer hasbeen ready, willing, and ableto keep pace with the ever-increasing demandfor corn. This
chartsshowstota corn usagefor each crop year and total corn supplied to the market (production pluscarryover fromthe
previouscrop).

Corn Supply & Demand History
Production & Total Use

145

14.0

Billion Bushels

10.5

10.0

9.5

9.0 1

8.5 1

8.0 T T T T T T T T T T T T
95 96 97 98 99 00 01 02 03 04 05 06 07
=®—Total Use =& Total Supply

(Carryin + Production)




When is the Best Time to Be in the Market?

These charts show the average price per month for corn and soybeansover thelast 17 yearsor so. They can't tell us
anything about thefuture, or any oneyear, but they do point out some clear patternsof higher pricesduring certain timesof
theyear.
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Avoiding Risky or Gimmick Contracts

The marketing landscape hasalot of potholes, bumps and detours. However, gimmick % Coffee
contractsare often land mines. There are many marketing contractsdesigned to lureyou

into focusing on something other than profit per acre. Contractsthat reducefees, or pay ') Sho P
premiumsor fix basislater areall gimmicksthat increaserisk and limit potential. These T

contracts have certain allure but carry hidden risk. They seem to carry an edge on the

market and might even work for awhilebut then rare conditionscome. Thebad thingisit’snot just afew dollarsthat end up

beinglost inthesesituations, but entire businesses. Even contractswith adisreputabl e history seemto berecycled, repackaged,
and renamed and offered back with sales pressure applied.

Give Yourself a Raise

Withinput cost climbing onwhat seemsadaily basis, it might seem hard toimaginegiving yourself araiseinthisenvironment.
However, most folks could use araise. The opportunity is out therein the market for the disciplined Target Marketer.

Remember, the key to giving yourself araiseis accessto the market and the meansto capture opportunity using Target
Contracts. Focuson consistent and lasting results, not gimmicks.



