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Better Marketing Planning

Precepts
B. Relationships
B2 — Interact and work with others
N. Decision-Making
N1 — Demonstrate the Decision —making processes

National Standards

NL-ENG.K-12.7 — Evaluating Data
NSS-EC.9-12.2 — Effective Decision Making
NSS-EC.9-12.9 — Competition in the Marketplace

Student L ear ning Objectives

As a result of this lesson, the student will ...
1. ldentify the benefits and time covered by a markgplan
2. Describe the six parts of a marketing plan
3. Utilize a SWOT Analysis in creating a marketingrpla

Time
Instruction time for this lesson: 90 minutes

Resour ces

Gibson, J. D., Usry, R. H., Hass, L. W,, Liles,TR.& Moore, G. E. (2001)Agribusiness:
Management, Marketing, Human Recourse Developr@emymunication, and

TechnologyDanville, IL: Interstate.

South Dakota State University. (2008)riting a Commodity Marketing Plgirochure].

Brookings, SD: Author.

United States Department of Agriculture Risk Mamaget Agency. (n.d.Better Marketing
Planning Retrieved October 12, 2008, from United Stategddenent of Agriculture Web Site:

http://farm-risk-plans.usda.gov/index.aspx?actiattdrmarketing.home




United States Department of Agriculture Risk Mamaget Agency. (1997)ntroduction to Risk
Management Understanding Agricultural Risks: Praditut, Marketing, Financial, Legal
and Human ResourcégBrochure]. Washington, D.C.: Author.

Tools, Equipment, and Supplies

State Road Map: One per group of three students
Flip Charts

Overhead Projector

Public Writing Surface

Envelopes

TM.A — one copy

Key Terms

The following terms are presented in this lessahappear in bold italics:
Marketing Plan Break-even price Future Contracts
Cash Sale Forward Contract Cash Flow

I ncome statement Balance sheet



Interest Approach

%AWelcome! Today we are going to take a trip. Howewex first need to decide where in the
beautiful state ofenter state name heraje would like to visit and what mode of transpadiatwe want
to use. We are going to choose our destinatiorf@mal of transportation as a class.

The teacher will need to facilitate this activityickly and move on to the next stage. Elicit respsn
from the students and capture them on a publiamgisurface. Have the studs vote on the location
they would like to visit. After the destination le@®n selected, divide the class

into groups of three. Each group will be given gonoé the state.

(‘%ANOW that we have selected our destination, workingur groups, When | say “Trip” we will have
10 minutes to draw on the map with a marker théeraee will travel to get to our destination. Any
guestions? Trip!

After thel0 minutes are over, have each group place its amaghe wall. Have a represent-
tive from each group share their travel plans.

%AAS we look at the maps and the various routes thitegach group, were the routes different?
Are some of the routes more direct than others? &e any frustration between members of your
group—some wanting to take a different route? Wadiutdhve been possible to travel(tosert
destination)f we has not mapped out our route? Would anottwen of transportation have made a
difference in the journey?

Elicit responses from the stude

Q%'LAThose were all great responses! We were ablectthse regardless of the route that we take or the
transportation that we use, the time that we spastuseful to help map out our route. It providesvith
accurate directions, helps us to budget for oprand helps us with the overall planning to geiuo
destination. Just like we planned out our tripgfars and ranchers need to take the time to cpisate

to help make their businesses successful. Oneanhs amarketing plan. A marketing plan helps
farmers and ranchers to plan for pricing and sghliiveir commodities, just as our planning helpetbus

get to our destination. Today, we are going tealier why amarketing plan is a vital piece to the
success of any agribusiness.



Summary of Content and Teaching Strategies
Objective 1. Identify the benefits and time covered bgarketing plan.

Divide the class into groups of five. If the claskrger than 10 students, create multiple sets of
flipchart posters. Each poster should have onddlewing sentences stems written at the top
“A marketing plan is...” and “The purpose of a markgtplan is...”

Each group will elect one person to get a marketttie group. As you rotate the groups to the
two posters have the writer switch in each groupvell. Allow one to two minutes for students
to respond to each poster. Adjust the allowed tisieeeded. Use the same trigger word each
time you want the groups to rotate to the nextgrost

Q%;:;Now you have 30 seconds to elect a person in ymupgto come get a marker for the
group. Send them nowVait for all groups to have a markeérhe person who has the marker,
please hold that marker in the air. Please handhdr&er to someone else in the group to be the
first recorder.

Q}ﬁé:AEach one of these posters that you see aroundahe mas the start of a sentence that you
need to complete. As your group rotates to thégpogour group will record an ending to the
sentence. There are no wrong answers when recoydinghoughts. Rely on your team
members to help craft the ending to the sentence

(,%Aln a moment when you hear the word, “Capture,” ygnaup will go to one of the posters
on the wall and record your answer. Remember yoaugis responsible for completing the
sentence. There are no wrong answers. What quest@mgou have? You will have
approximately two minutes at each poster. “Capture”

Gallery Walk Activity--Have students write whatythk@ow about or define the words written on
top of the flipchart paper. Review the sentenbhathiave been captured by the students. To
capture the information about marketing plans pladé.A on the overhead projector and have
the students capture the information on the transpey master in their notes.

(%AGreat! It seems that we have some thoughts abaait avharketing plan is and what the
purpose of a marketing plan is. Please capturétloaving information in your note.

A marketing plan is a written document that contains the guidelfioesnarketing a product or
commaodity or a series of products or services aveeriod of time.

The main goal of anarketing plans to help achieve the best possible financialltedor a
product or commodity for the agribusiness.

I. The development of marketing plan possesses three main benefits:



Promote analysis — preparingrarketing plan requires careful and organized thinking
about to market a product or service.

Build on experience —marketing plan helps to make sure that pervious experiences
with marketing success or failures are not lost.

Communicate — enarketing plan provides a way to communicate with managers,
employees, and lenders about how the goals of @lbusgess will be achieved.

Place TM.B on the overhead projector and reviewitii@rmation with the students.

Depending on the product or commodity that is benagketed the length of time can vary.
However, there are some specific factors thatafiéict the amount of time that a specific
marketing plan will cover.

lI. Factors that influence the length of time cadby amarketing plan are:

1.
2.
3.

The rate in which technology is changing in theduas history

The intensity of completion in the market place

Frequent changes in the preferences of the conswheers expected to purchase the
product or commodity covered by the plan.

lll. Traditional Marketing Plans follow the following length guide lines:

1.
2.

Cover at least one year worth of time.
Do not cover more than three years work of time.

IV. A marketing plan should be created or updated for the following seas

PwpNPE

To introduce a new product

Promote an existing product

Changes in the market making the original obsolete
To increase utilization of all production



Objective 2. Describe the six parts ofraarketing plan.

Use the Little Professor Momesiirategy to engage the students' learning andtroduce the
following information.

(,%Aln a moment, when | say “Partner,” you will havegg@onds to find a partner, take your
notebook and writing utensil and move next to yoamtner. Questions? Partner!

(‘%ANOW that we are in small groups, please have ameedtto your partner and take 30
seconds to decide who will be Professor Marketimd)\aho will be Professor Plan.

Allow the students 30 seconds to move to theissaat select the role they will be playing for
this activity.

%AOk Professor Marketing, please raise your handatsrAnd now, who are my Professor
Plans? Good!

Professor Marketing, raise your hands again. Yo lihe job of being a very attentive learner.
Please take notes in your notebook. Professor fAanwill ignore the instruction that is going
on, but you will need to be quiet.

%@Okay Professor Marketing, please capture theviotlg information:

Using TM.C review the information related to the six partsaadfasic marketing plan.

%AA marketing plan is a very well organized document that is diviitgd a series of parts.
Each part can be used as a road map to help chededrk that must be completed in each area
to achieve the overall success of tharketing plan. A typicalmarketing plan consists of six
parts.

I. The six parts of anarketing plan are:

Production Level and Risk
Financial Situation

Price Targets
Fundamental Outlook

Tool and Strategies
Evaluation

oA wWNE

(‘%ALet’s dig a little deeper and explore what inforimoatshould be included in the production
level and risks and financial situations sectioha marketing plan.



PlaceTM.D on the overhead projector and review the informratvith the students.
lI. Production Level and Risks that should be eatdd are:

1. ldentify the amount of the product or commodity yeasonably expect to market.
a. Number of bushels in storage
b. Expected bushels from a growing crop
c. Pounds after a reasonable death loss for livestntdeprises.
2. Types of questions to consideration:
a. Is storage an alternative for crops?
b. Is retained ownership possible for livestock?
c. Is crop insurance relevant? Include product typk@verage level.

lll. Financial Situation should include any majorancial implications for the plan such as:
1. Complete review of financial statements
a. Balance sheet- financial statement of equity for an individuallmrsiness at a
specific point in time.
b. Income statement- a summary of revenues and expenses over a giverd pdr
time.
c. Cash Flow- receipts and disbursements within the busineseymétes the cash
flow budget.
2. Risk —bearing capacity
a. ldentification of constraints from debt
b. Personal preferences for taking risks
3. Major financial and business goals
a. ldentify any major goals that have been establisbethe product or commodity

%AProfessor Marketing, it is now your turn to teachf@ssor Plan the information we have
just reviewed. Turn to your partner. You have threeute to teach Professor Plan.

Professor Marketing teaches the information to Bssbr Plan.

%AGreat job, Professor Marketing! Professor PlamkHrofessor Marketing with a high-

five!

Switch roles for the Little Professor Moment.

(%/ANOW, Professor Plan, it is your turn to pay at@mind capture the information | will
share. Professor Marketing, this is your chanaelex and quietly talk to yourself—in your
heads that is.

%AOkay Professor Plan, we just learned the partswdr&eting plan as well as the
information that should be included in the firsbtaections. Now let’'s explore price targets and



the fundamental outlook sections of tharketing plan. Let's capture this important information
in our notebooks.

PlaceTM.E on the overhead projector and review the informatiith the students.

IV. Price targets help to translate financial go&d prices.
1. Prices should be realistic
a. Utilize historical data to help formulate decisions
b. Examine market trends to help establish prices
2. Determine goals based on desired outcomes.
Consider the following questions when helping tops&e goals:
a. Do you want to get an average price?
b. Do you want prices to beat the loan rate?
c. Should prices beat the season average price?
3. Determine an appropriateeak-even price
a. Break-even price - is the price when the cost or expenses and uevare equal.
b. Break-even price should cover variables and fixed costs.
c. Thebreak-even price should serve as a benchmark for your budget.
4. Target areas that should be covered include:
a. Establish targets to meet the “needs” to coverscost
b. Targets to cover the “wants” to receive fair return
c. Set targets to satisfy “hopes” to give returns angslough for growth
d. Develop contingency targets in case prices movetdian desired outcomes.

V. The fundamental outlook helps to take stock batprices the market offers.
1. Itis important to be able to identify and artidelaghe “knowns” about the markets.
a. Items that should be included are:
i. Evaluate forward bids
ii. Compare crop prices to loan rates
iii. Evaluate consistent seasonal patterns for the rharke
iv. Examine the volatility level and trends
v. Consider supply and demand within the market place

%AProfessor Plan, thank you for being so attentivis. how your turn to teach this
information to Professor Marketing. You will haved¢e minutes to teach them.

Professor Plan teaches the information to Profeddarketing.

%Aﬂme’s up! Professor Plan, thank you for taking time to share your knowledge and

teach Professor Marketing that important informatanarketing plan.

Switch roles for the Little Professor Moment.




‘i’j@Professor Marketing, it is now your turn to be k@ ners to gather information so you can
teach Professor Plan in a few moments. Profedaar Relax and quietly review the notes that
you have captured so far abouharketing plan.

‘3’1@80, Professor Marketing, we now have some basiwlatlye of what anarketing plan is
as well as the important information to includeha document. Let’s explore a little more and
discover what information is needed to craft th|d@nd strategies and evaluation portions of
themarketing plan.

PlaceTM.F on the overhead projector and review the informratith the students.

VI. Tools and strategies can be applied to aid ank@ting products and commodities and those
used should be included in the marketing plan.

1. Tools and Strategies- Identify a set of feasibtdsohat you are willing to use. Tools
may include the following:

a. Future Contracts- This is an agreement to buy or sell a commodity of
standardized amount and quality during a specibatimin the future, under
terms established by the futures exchange, ata patablished in the trading pit
at the commaodity futures exchange.

b. Cash Sales- Thisis a form of trade in which goods are sold to aamer and
they settle the invoice on the spot and in casth,canry the goods away
themselves.

c. Forward Contracts- This is an agreement between two parties (sugb@asnd
someone who buys your products) that calls fovdeji of, and payment for, a
specified quality and quantity of a commodity (s&sha particular crop) at a
specified future date. The price may be agreed upadvance, or determined by
formula at the time of delivery or other point ime.

VII. Evaluation- It is important to make sure tlyatu maintain a history and assess how well the
plan worked.
1. Activities that should be included in the evaluatgiage include:
a. Monitoring and measuring sales revenue
b. Examining the number of units sold
c. Exploring marketing costs

‘i’j@Professor Marketing, you all were excellent leasnéet’s teach Professor Plan. You have
three minutes to provide them with a recap thermédion we just went over.

Professor Marketing teaches the information to Bssbr Plan.

‘i’j@Great job, Professor Marketing! You did a greattgdching Professor Plan. When | say
“Move,” you will have 30 seconds to move back tayseats. Questions? Move!



Allow the students time to move back to their aagseats.



Objective 3. Utilize a SWOT Analysis in creating a marketingmla

@%AWe have spent the last few moments exploring tiselubetails regarding the creation of a
marketing plan, but you may be wondering, “Now that | know whiadsld go into a plan, how
do | make the important decisions to create aggalplan?” Let's take the next few moments
and discuss ways to help us make those import&igides so we can createrarketing plan

that will make a positive impact.

%AAt the beginning of today’s class we used our stae and had to make a decision as to
what route we should take to get to our destinatddfe know that anarketing plan is like a

road map that helps farmers and ranchers whemesdo planning how they market their
products and commodities. One way to help farraatsranchers make those decisions is to use
a SWOT analysis. We have discussed a SWOT anagsier. Does anyone remember what
SWOT stands for?

Elicit responses from the class.

%AGreat! A SWOT analysis is a tool that allows indivals to evaluate the strengths,
weakness, opportunities and threats that need éxpdered before a decision is made.

Hide envelopes around the room that contains th©%\halysis information. Divide the
students into groups of three. Have each grouphsé&o Get It Momertb retrieve information
regarding a specific SWOT analysis to help createsasketing plan. Students will need to locate
an envelope that contains the results of a SWOTysisdor that is associated to a specific part
of a marketing plan. When students are ready tsgmetheir information, have a person from
each group share the results. This activity shaakg about 10 minutes to collect the
information and 10 minutes to share the results.

%AWe are now going to investigate a scene and g#tealhformation possible to help make
the proper decisions to help craft our marketiranpln a moment when | say “group” you will
have 30 seconds to get into groups of three. QuresRiGroup!

Allow the students an opportunity to get into g®opthree.

(,%AAS a part of our adventure, | have hidden envel@pesnd the room that contain the
pieces of a SWOT analysis the scenario that Irgesti. When | say “find” you will have 60
seconds to select a person from your group to gatdéoan envelope and bring it back to the

group. What questions are there? Find!

Allow the groups an opportunity to identify a perstocate an envelope and return to their seat.



Q}iéﬁGreat! Now when | say “solve” as a group you Wwalve 10 minutes to read over the cards
located in the envelope, and identify which itemesthe Strength, Weakness, Opportunities, and
Threats. Use the information on the SWOT analysimdéke an appropriate marketing decision.
Once your group has made a decision, use your tmtdsntify which sections of thearketing
plan your information would logically fit. What questie are there? Solve!

Allow 10 minutes for the students to read overnii@mation cards and make their decisions.

%AI saw a lot of great problem solving happeningsishare our results. Please share your
group’s SWOT analysis, the decision that was madiendhere the information would be
recorded in thenarketing plan.

Allow groups to volunteer who goes first and sauntil each group has gone.

Q%‘?&Thank you for sharing, we can see that it was naasher to make decisions for our
marketing plan with the use of the SWOT Analy3fge were forced to look at all aspects and
not just one or two pieces to make realistic deossifor the business in the scenario. This tool
should be utilized whenever major or calculatedsiess need to made, and is a tool that should
be utilized when crafting a marketing plan.



Review/Summary

In order to review today’s activities, the studewthf get into groups of four and participate in a
Karaoke Momenthat will highlight the need for marketing plan, the time a plan should cover
as well as the different sections that should lstughed in the document.

“'%é!Today we have been exploringarketing plans and the positive impact they can have on
agricultural business. You will be given five miaatto create a Karaoke Momehat describes

what amarketing plan is, its need, the length of time and the sectibat should be included in

the plan. At my cue, you need to gather into graafdsur and begin.

Ready...set...go!

Time the students for five minutes.

‘i@wmch group would like to share their Karaoke Motften

Select a group and continue until each group hasdraopportunity to share.

‘i@Let’s give this group a standing O for sharing.

Have all students stand up and make an O shapetkethhands.



Application

Extended classroom activity: Invite a guest speaker to talk about how to craatarketing
plan or how amarketing plan is being utilized to help market products and cadities.

FFA activity: Have the FFA chapter conduct workshops in the conityr on the benefits of
crafting marketing plans and utilizing SWOT anadysi

SAE activity: Have the students create a SWOT analysis to haka mmarketing decision
within their SAE program.



Evaluation

An assessment is provided to measure the studerdisledge omarketing plans.



Answersto Test:

@

F
D
B
E
G
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A
Strength, Weakness, Opportunities, Threats (exampilévary)
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What is aMarketing Plan?

A marketing plan is a written document that corgdhre
guidelines for marketing a product or commodityaor
series of products or services over a period of.tim

What is the Main Goal of a Marketing Plan?

The main goal of a marketing plan is to help achithe
best possible financial results for a product ancwdity
for the agribusiness.

The development of a marketing plan possesses ihaae
benefits:
1. Promote analysis — preparing a marketing plan requi
careful and organized thinking about to marketadpct or
service.

2. Build on experience — a marketing plan helps toesake
that pervious experiences with marketing success or
failures are not lost.

3. Communicate — a marketing plan provides a way to
communicate with managers, employees, and lenthers a
how the goals of an agribusiness will be achieved.



™™ .B

Factors that influence the length of time coverga Ionarketing
plan are:
1.the rate in which technology is changing in thedoicis
history
2.the intensity of completion in the marketplace
3. Frequent changes in the preferences of the consuheers
expected to purchase the product or commodity eavby
the plan.

Traditional Marketing Plans follow the followingrigth guide
lines:

1. Cover at least one year worth of time.

2. Do not cover more than three years worth of time.

A marketing plan should be created or updatedhfer
following reasons:

1.to introduce a new product

2. promote an existing product

3. changes in the market making the original obsolete



T™.C

The six parts of a marketing plan are:

1. Production Level and Risk
2. Financial Situation

3. Price Targets

4. Fundamental Outlook
5.Tool and Strategies

6. Evaluation



T™M.D

Production Level and Risks that should be evaluated

1. Identify the amount of the product or commodity yeasonably
expect to market.

a. Number of bushels in storage

b. Expected bushels from a growing crop

c. Pounds after a reasonable death loss for livestntdrprises.
2. Types of questions to consideration:

a. Is storage an alternative for crops?

b. Is retained ownership possible for livestock?

c. Is crop insurance relevant? Include product type an

coverage level.

Financial Situation should include any major fioahimplications for
the plan such as:
1. Complete review of financial statements
a. Balance sheet- financial statement of equity for an individual
or business at a specific point in time.
b. Income statement- a summary of revenues and expenses
over a given period of time.
c. Cash Flow- receipts and disbursements within the business,
determines the cash flow budget.
2. Risk —bearing capacity
a. ldentification of constraints from debt
b. Personal preferences for taking risks
3. Major financial and business goals
a. ldentify any major goals that have been establisbethe
product or commodity



™ .E

Price targets help to translate financial goal prices.
1. Prices should be realistic
a. Utilize historical data to help formulate decisions
b. Examine market trends to help establish prices
2. Determine goals based on desired outcomes.
Consider the following questions when helping tiopsiEe goals:
a. Do you want to get an average price?
b. Do you want prices to beat the loan rate?
c. Should prices beat the season average price?
3. Determine an appropriabeeak-even price
a. Break —even price - is the price when the coskpemrses
and revenue are equal
b. Break-even price should cover variables and fixests
c. The break-even price should serve as a benchmayk o
budget
4. Target areas that should be covered include:
a. Establish targets to meet the “needs” to coverscost
b. Targets to cover the “wants” to receive fair return
c. Set targets to satisfy “hopes” to give returns angplough
for growth
d. Develop contingency targets incase prices moverdan
desired outcomes

V. The fundamental outlook helps to take stock batprices the
market offers.
1. It is important to be able to identify and artidelghe “knowns”
about the markets.
a. Items that should be included are:
I. Evaluate forward bids
ii.  Compare crop prices to loan rates
lii. Evaluate consistent seasonal patterns for the marke
iv. Examine the volatility level and trends
v. Consider supply and demand within the market place



TM.F

Tools and strategies can be applied to aid in niaudk@roducts and
commodities and those used should be includedeimidwketing plan.

1. Tools and Strategies- Identify a set of feasibtéstohat you are
willing to use. Tools may include the following:

a. Future Contracts- This is an agreement to buy or sell a
commodity of a standardized amount and qualityrdpa
specific month in the future, under terms establishy the
futures exchange, at a price established in thknigepit at
the commodity futures exchange

b. Cash Sales- Thisis a form of trade in which goods are sold
to a customer and they settle the invoice on tloé apd in
cash, and carry the goods away themselves

c. Forward Contracts- This is an agreement between two
parties (such as you and someone who buys youupted
that calls for delivery of, and payment for, a sfped quality
and quantity of a commodity (such as a particulapxat a
specified future date. The price may be agreed upon
advance, or determined by formula at the time 0fele/ or
other point in time.

Evaluation- It is important to make sure that ycaimmain a history and
assess how well the plan worked.
1. Activities that should be included in the evaluatgtage include:
a. Monitoring and measuring sales revenue
b. Examining the number of units sold
c. Exploring marketing costs



SWOT Analysis 1:

Only specialized scouting operation in the county
3,700 acres under contract

No full-time sales person

Expand operations to include planting and harvesting
Partner with firm that only plants and harvests crops

Genetically modified corn kills insects
Scouting for those pests no longer important




SWOT Analysis 2:

Only landscaping service that also installs hardscape
Level of customer service provided is high

All lawn maintenance equipment is rented
Labor cost are very high

Expand operations to include a nursery and greenhouse

Other lawn and landscaping service are expanding to offer
similar services

With a slowing economy customers are cutting back on
the amount of services they require




Assessment:

Name:

Directions: Match the word with the correct detfionm:

1. Marketing Pla

2. Balance sheet

3. Income statement
4. Cash Flow

5. Future Contract

6. Cash Sales

7. Forward Contracts

A. This is an agreement between two parties (sus
you and someone who buys your products) that foalls
delivery of, and payment for, a specified qualitgla
guantity of a commaodity (such as a particular cratg
specified future date. The price may be agreed upon
advance, or determined by formula at the time of
delivery or other point in time.

B. receipts and disbursements within the business,
determines the cash flow budget.

C. a written document that contains the guidelines
marketing a product or commodity or a series of
products or services over a period of time.

D. a summary of revenues and expenses over a
period of time.

E. This is an agreement to buy or sell a commodity
standardized amount and quality during a specibatim
in the future, under terms established by the &gur
exchange, at a price established in the tradingtpiie
commodity futures exchange.

F. financial statement of equity for an individual
business at a specific point in time.

G. Thisis a form of trade in which goods are sold 1
customer and they settle the invoice on the spabiran
cash, and carry the goods away themselves.

8. What does SWOT stand for and identify an exarfgosleach?



