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Top Five Actions Producers
should take this Winter to
Move Their Marketing to the
Next Level




Who Is Stewart-Peterson?

* Who we are:

We are a commodity consulting and marketing firm

offering opportunity and risk management services for
our clients.

Services: Consulting, Brokerage, Publishing
Located: West Bend, WI

Since 1985, two main philosophies of business:
« Strategy

* Discipline
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Who Is Stewart-Peterson?

« What we do:

Focus: strategic disciplined approach to farm marketing.
Gain Confidence: Take marketing to the next level.

We do NOT focus on where prices might go (outlook)
— rather, we prepare you with strategies for what the

market does.

Having strategies in place AND the discipline to carry
them out are key elements of successful marketing.
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Why is this Important?

42%
62%

67%
14%

91%

Sell ahead and later regret it.

Get caught up in excitement of a rally
and do not price.

Know when to pull the trigger, but fail to do so.

Say when prices are falling they do not
price because they hope prices will rally.

Find marketing stressful.




Why is this Important?

 Marketing: The Last Frontier

* Marketing: The Difference between
Good and Great

Farmers




What is one thing you would like
to change or improve in your
MARKETING?




Today’s Discussion

* Time

« Knowledge
 Discipline

« Communication

* Building an Average




How Can Marketing Be Done Well?

1. TIME




Time

 Too Little time =  Enough time, but not
missed opportunities receiving desired
or..... results

* Insecurity of not * |s your time well

knowing If you missed spent? Or, an
an opportunity opportunity cost?




Time: Suggestions

Focus on a daily/weekly schedule devoted to
TIME for marketing — no matter what or when!
(ritual, scheduled call period, etc)

Be effective — spending time growing knowledge
or reading about the markets is ineffective
without a disciplined strategic approach.

Have someone else (a trusted advisor) partner
with you as a resource

Hire marketing to be done for you




How Can Marketing Be Done Well?

2: KNOWLEDGE




Knowledge

Develop
— Scenario Planning

— Knowledge of Marketing tools, when, why,
and how to implement — use them!




Knowledge

Scenario Planning

What if the market goes??

« Up a little « Goes down a little
« Up alot  Goes down a lot




Knowledge

Prior Planning Prevents Poor
Performance

(Steps/questions toward Scenario/Strategic

Planning)
« We Pre-Plan:

« Strategy Choices

* Entry Signals
* Entry Points * Futures
* 0% Hedge * Options
* Exit Signals

* Buy Back Points

* Cash Sales
* Cash Contracts




MARKETING STRATEGIES

BULLISH/TREND
UP:

Buy Bull Call Spreads
Buy Call/Sell Put

Sell Puts

Bull Spread Futures
Buy Futures/Buy Put

Buy Futures/Sell Out- of-
the-Money Call

« BEARISH/TREND

DOWN:

Buy Bear Put Spreads

Bear Spread Futures
Sell Futures/Buy Call

Sell Futures/Sell Out-of-
the-Money Put




Dangerous Tools or Necessary
Tools?

Forward Contracting

Futures
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Knowledge

Why Use Marketing Tools?

 Create a Balance! (91% find marketing stressful)
* Build an Average price
 Flexibility/Alternatives




Knowledge: Suggestions

« Have a working knowledge of the tools
avallable to you.

« Scenario plan on at least a weekly basis

* Ask the right questions
« Communicate with a trusted advisor




How Can Marketing Be Done Well?

3: DISCIPLINE




Discipline

The ablility to EXECUTE strategy without the

EMOTIONAL baggage that can become
debllitating.

 Adds Structure
* Builds confidence




How Can Marketing Be Done Well?

TIME-------—-—-KNOWLEDGE------DISCIPLINE

STRATEGY




Moving Forward

STRATEGY

Discipline Knowledge
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Discipline: How?

* Develop a marketing BUDGET

* Properly Cash Flow your budget
— Line of credit?
— Communication with a lender?

— Communication within Management Circle
— Communicate with a trusted advisor(s)
* Treat your operation as a Business — do

not market with short term cash flow — this
IS a recipe for failure!




Discipline: Suggestions

e Learn about yourself: (67% know when to pull the
trigger, but fail to do so)

Know what marketing tools you can use
Dedicate Time

Ask the right questions
Appropriate tracking and follow up.




4: Communication

* Your Management Circle/family
* Your Operations goals

* Your level of service required

» Ask All questions!




Progressive
Producers

1. Manage
relationships

2. Seek input to
make decisions

Agronomist

Farmer
E—
= Manager <~

AN

Accountant

Machinery




5 : Building an Average
(Strategic Marketing)

« Keep you In business
* Level out emotions — let you sleep at night

(91% find marketing stressful)

» Avoid carrying too much inventory in low
price periods

* Analyze and use the appropriate tool for
the needs of the business.




What does strategic marketing
look like?
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Overwhelmed?

* Don’t be!
» A starting point. learn about yourself

 MAP — Marketing Assessment Profile
— Learn your strengths and constraints

* Dedicate time and energy or... Outsource!




What is one thing you would like to
change or improve in your
MARKETING?

 Market more of my crop at a higher
price!

* |[s Change Necessary?

— (if you continue to do the same things you have done
In the past, do you really expect your results to
change in the future?)




Recap: 5 Action Steps

* Time: Schedule it!
« Knowledge Learn it! Ask!
* Discipline Stick with it!

« Communication  Practice it!

* Build an Average Work at it!
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Thank You

* Please stop by our booth and say Hello

* Pick up a brochure about MAP, enter a
drawing for Cabela’s gift cards

* Bryan Doherty
— 800-334-9779




Monthly Corn Futures
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