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I’ve been studying and reporting on commodity markets for more than 38 years. 

In that time, I’ve seen a lot and learned a lot.  

I’ve observed price swings and cycles that, I came to learn, were predictable. And ‘black swan’ 
surprises that were not.  

I’ve seen high peaks, deep valleys, celebrations and disappointments.  

I’ve watched Canadian agriculture change, moving away from the mixed livestock and cash crop 
model that characterized the farm I grew up on, into a new era of specialized farming.  

As the years have passed, I’ve shared market knowledge and analysis with some individual farmers 
for almost four decades. I’ve also met many industrious farmers of all ages, with a spirit of 
innovation and a passion for farm life who, like me, are still learning. 

When I look back to the earlier part of my career, sometimes I think, “If I only knew then what I know 
now.” 

The markets – and your ability to make sound marketing choices – can make or break your efforts 
to build a successful business and enjoy your career.  

And that’s what motivates me to write many of my columns, along with this brief e-book: to share 
the lessons from my lengthy experiences in the markets.  

 

 

Sneak peek... 

Psst… want to know what’s coming?  Here are the six lessons you’ll find in this book. 

 

1. Learn from the past. 

2. Diversify in moderation. 

3. Follow a marketing process. 

4. Know the nuts & bolts. 

5. Track your prices. 

6. Choose your teachers wisely. 
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1. Learn from the past. 

If you’re in the early stages of building your farming business, or taking an existing 
business (like your parents’ farm) into a new phase, you’re probably thinking a lot 
about the future.  

That’s good: it’s great to have a vision, set goals and develop your strategies to get 
there.  

But there’s also a lot of value in looking at the past. Especially when it comes to 
market cycles.  

Case in point: From about 2008 through 2012, we saw mostly high crop prices and 
high-and-rising farmland prices. For lots of young farmers (and by that I mean ‘young’ 
relative to the average age of today’s farmer), this state of high prices was something 
new.  

But in fact, this market action was somewhat similar to that of the 1970s.  

In effect, during the boom of 2008 to 2012 the markets were repeating past behavior. 
A little differently, yet much the same.  

Of course, when I was studying market activity in the ‘70s, it seemed brand new to me 
too. Little did I know then, that the booming 1970s were similar to the late 1940s/early 
‘50s, and before that, the 1918 to 1922 timeframe.  

When I was experiencing the high prices and inflation in the 1974 to 1981 period, I 
was too young to recognize an important lesson of history: Extremes such as this are 
always countered by opposing extremes. Everything kept going up. The 
approach of "buy today—it'll be worth more tomorrow," seemed to apply endlessly to 
farmland, commodities and lots of other assets.  

Like a lot of people, I didn't fully appreciate the extent of the bust lying in wait to 
ambush farmers after the great boom.  

When the markets turned lower, a lot of people thought they'd bounce back more 
quickly than they did.  

Few realized that ag assets would stay pressured and commodities would endure 
sideways trading ranges offering just modest profits—and periods at below production 
costs—for more than 25 years. I learned a lot from that, the hard way.    

Fact is, agricultural crop and livestock markets—and profits—are cyclical. Always have 
been, always will be. It’s a boom to bust to boom to bust business.  

Market maxim:  

Market extremes are usually countered by opposing extremes. 
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So my very first lesson for any young farmer is this: start with an understanding of the 
cycles in agriculture.  

There are a couple of different types of cycles to watch for.  

Mega-cycles 

One set of long-term cycles involves what I call mega-cycles. The timeframe for these 
cycles is in the 30-year horizon.  

As I mentioned, the recent macro-economic upshift in prices that took place from 2008 
through into the 2012-13 period had similarities to the mid 1970s… and before that, the 
late 1940s/early 1950s… and before that, the 1918 to 1922 timeframe.  

What happened after each explosion was a lengthy period of levelling off in prices and 
some very tough times for the cropping sector of agriculture.  

 

 

Macro-economic upshift is over

2

 

Historically, we saw three great spikes, each of which led to a quieter 
trading range for at least two decades. We have now seen a fourth 
spike. If history repeats itself, it will precede a multi-decade trading 
range, leaving the 2012 peak to stand out a long-lasting one.  

(We use corn here to display an important mega-cycle swing. In 2014 
through 2015, corn was back down to earth after its super-cycle highs.) 
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Understanding these mega-cycles can help you understand what you’re in for in the 
long-term.  

It can help you put current changes into perspective, and help you anticipate major 
changes in the decades down the road.   

 

Mid-range cycles 

Another set of cycles involves what I sometimes call mid-range cycles.  

This set of cycles involves a natural swing of overproduction to underproduction in 
response to high prices and low prices, with some input from Mother Nature.  

For example: corn tends to move in swings averaging about 5.6 years from low to low. 
Meanwhile, soybeans have an approximate 10-year rhythm. Wheat tends to notch lows 
about 4.5 years apart.  

The cycles vary in amplitude and clarity, but the important thing is to not get too bullish 
during high prices and too bearish during low prices.  

Learning from the past can give you perspective on where prices and profits are today.  

Farming will always have some good times and tough times. The free markets of the 
world work wonderfully because low prices cure low prices by sending messages to 
farmers to produce less and motivate users to consume more. High prices do the job of 
encouraging more production and less use.  

And so it goes. 

I’ve seen farmers forget about these cycles and get so caught up in current market 
activity and noise they make mistakes or miss opportunities. I’ve done that myself now 
and then. It’s natural. That’s why it’s important to maintain a view of the cycles at all 
times. 

Take-away tip: Celebrate the cycles.  

Agriculture is cyclical – it’s the nature of our business. Try to celebrate these cyclic 
swings, even when it brings a difficult period. 

Remember, it’s during the adversity of tough times that you learn the most.  

It is also during the low-priced times that some of the best opportunities for future 
growth and investment emerge.  

Cycles are not necessarily pre-determined, nor are they magical or mystical. They 
are a basic function of economic growth and decay; of swings from cheap to          

expensive; of shifts from exuberant optimism to despair. They are the result of the 
natural human response to good times and bad times.  
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Whether you’re struggling during a tough period, or you’re excited by a windfall of high 
prices, aim to keep perspective. Such knowledge can help you make solid decisions 
about a lot of things, ranging from farmland buying, to rental agreements, to expansion 
and contraction decisions for your business, to deciding whether to forward contract 
months ahead of harvest or wait to sell. 

It can also keep you from buying big at dangerous cyclic peaks and from bailing out 
when the going is tough at cyclic lows.  

 

2. Diversify—moderately. 

Back in the old days, the mixed farming model formed the backbone of Canadian 
agriculture. During the swings of high-priced crops and poor livestock returns through to 
the opposite, farmers had a built-in risk management plan. Sometimes crops paid, 
sometimes livestock.  

Now that’s not so common. We specialize.  

Government programs are devised to provide risk management during the down times 
but they can’t be depended upon during the full term of a person’s career, as programs 
and policies come and go. (Besides, who wants to build a career around government 
support?) 

If you’re going to farm for 40 or 50 years, guaranteed you’ll see some great times in one 
sector and poor times in another. But you’ll see very few consistent, ongoing returns in 
any of the free market sectors, year in and year out.   

I have seen times in the past when the three mainline crop markets (corn, wheat, 
soybeans) all suffered depressed cyclic lows together, with prices below production 
costs. Sometimes the dips to extremely low levels lasted quite a long time.  

This is where a little bit of diversification can help.  

There’s value and strength in some moderate diversity. A lot of Ontario farmers are built 
on three crops: corn, soybeans and wheat. That’s a pretty narrow scope. Likewise, there 
are lots of farmers in Western Canada whose livelihoods hinge on just two or three 
crops, such as canola and wheat.  

The farm that has some other sources of revenue may be in a better position to get 
through cyclic lows for the mainline crops.  

 

“We had endured more than three years in the pig business and were losing money, 

losing equity. We had a meeting to put our heads together and figure some way out. 

We decided we would have to diversify our income stream. One idea was that our 

wives would have to get jobs, to work off the farm.”  

        -Veteran pork producer, talking about tough times from the 1970s.  
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What might that look like?  

Well, it might mean simply including a small-crop sector such as dry beans in Ontario. In the 
West it might mean mixing grains and oilseeds with pulse crops or other specialty crops.  

It might mean including in your acreage mix a value-adding, or so-called “premium” crop such 
as IP soybeans or seed production.  

Or it could involve operating an ag-related business such as trucking or grain drying/storage. I 
know a few farmers who do well offering part-time consulting services. I know some crop 
farmers who are doing well with windmills, ginseng, woodlot management, processing 
vegetables, greenhouses… the list is long.  

Key point is this: Something not correlated with the mainline grain and oilseed crops can be a 
lifeline when those big crops are in their down-cycles. 

 

That said, too much diversity can be too much of a good thing.  

Of course, you don’t want a business that’s so varied it’s hard to manage.  

You want to be really good at what you do and it can be taxing to have too many irons in the 
fire. In other words, you need to stick with what you’re best at. 

Some farmers still opt to include both crops and livestock. That is certainly one way to build 
sustainability and diversity but it’s not for everyone. These days, it takes a lot of knowledge 
and hard work to be good at just one, let alone both.  

Nonetheless, I want to stress again that there are benefits to diversification in moderation. I 
can testify personally to it.  

I’ve always had more than one revenue source. I’ve tried some projects that didn’t provide a 
pay-off and some that did. Meanwhile, I had a core, basic thread I didn’t stray far from: 
agricultural news and markets. This moderate diversity built around a single theme helped me 
throughout the years.  

Some would quote Mark Twain who suggested: “Put all your eggs in one basket and then, 
watch that basket.”  

Fact is, Mark Twain was a great writer and humorist but not a great businessman. I suggest 
having two or three baskets that aren’t a burden to carry, while also spreading out the risk.  

 

 

 

Diversity is not just about a varied product line on your farm. It’s equally important that your 
marketing program spreads out your exposure across a variety of markets and time peri-
ods.  

Farmers sometimes ask, “should I should store my corn and sell my soybeans or vice-    
versa?” I will often say: “Mix it up. Sell some of each.”   

A diverse marketing position puts you in a better position than betting on a single market. 
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Be open to opportunities. 

If you are committed to a specific, limited business scope, you’ll be less open to opportunities.  

To me, being open to opportunities means being ready/willing to explore, consider, start small, 
and gradually grow. 

The best opportunities can be those with limited risk on the one hand, and the potential of 
open ended positive results, on the other.   

Legendary octogenarian investor Warren Buffet has talked many times about his mistakes of 
the past. He says he mistakenly purchased certain companies that failed to perform, but by 
far his biggest errors were in missed opportunities—not buying into companies that had great 
potential and grew to fulfill that potential.  

If you decide to stick to just two or three mainline crops, at least consider this: In the 
marketing game, diversification of positions can be helpful.  

This might mean that in the late winter, you have a solid portion of your old-crop grain sold but 
also some in the bin for a potential weather rally. It might mean you have a portion of the 
future crop contracted, possibly some hedged with a put option, and lots un-priced for future 
opportunities. It might mean having some crop fixed on basis too.  

Bottom line: the young farmer who builds a robust, moderately diversified business and 
diversified marketing program is at less risk of losing the business during a major cycle low or 
other uncontrollable shock that hammers one sector or one single crop. With moderate 
diversity you’re also in a position to potentially build a stronger, well-rounded business overall, 
over time.  

Besides, you might find it more enjoyable. 

 

3. Follow a process. 

Marketing commodities is a bit like running 
a marathon. (Something I happen to have 
lots of experience in, too.)  

If you’re going to race 26.2 miles, you have 
to follow a process. You can’t just get out 
there and do your best.  

If you do the training (for several months) 
and put the miles in (a lot of miles), you’ll 
build to a level of capability that will get you 
through on the big day.  

But without the process, you don’t have a 
good chance of success.  

Over the years, I’ve seen a lot of farmers 
make decisions on a whim, with no 
baseline process to guide their decisions or 
behavior.  

Home Runs or Base Hits?  

For years, Babe Ruth held the record for 

home runs.  

He also held the record for strike-outs.  

In the markets, it’s a good idea for most 

farmers, especially young farmers, to go for 

a series of base hits rather than swinging 

for the fence.  
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I’ve seen them lose money – and maybe some hair – because of it.  

That’s how I used to do my marketing, too. Years ago, I was having trouble with my decisions 
in the markets. I realized that trying to “time” the market moves was extremely difficult.  

So I took a good look at my analytical techniques and searched for a clear, simple approach 
that would carry me through.  

I turned off the noise for awhile, and started with a blank slate of thought.  

Through careful review, deliberation, and quiet study, I boiled things down to a basic premise, 
which has since proved effective for many people, for many years.  

That premise is this: Market your crops incrementally. That way you will avoid selling the bulk 
of your production at the lower end of the market's range for each crop year, and you might 
hit the very top with some. Selling incrementally will usually result in doing reasonably well, 
year in and year out, over the course of your career. 

This approach is simple, sustainable, and it allows for some freedom to make mistakes. It 
means if the markets pulled some really big bullish or bearish surprises, over the years you 
can still do better-than-average. 

Based on this starting point, I developed a strategy of selling into seasonal rallies, avoiding 
dips.  

Meanwhile, I learned to use certain chart patterns, tone signals, cycle analysis and other 
techniques to help catch the highs of some of the rallies.  

Weaved into this was the study of long-term cycles, realizing that what's extremely expensive 
will inevitably become cheap, and vice versa. 

With this approach, I set out to help farmers understand where markets were in terms of long-
term cycles and help them beat the average price. 

Here’s an example of how the process works: 

 Using corn and soybeans as an example, mild price gains are often seen from mid to late 
December, sometimes into January. It’s often caused by lack of farmer selling and/or 
weather concerns in South America.  

 Prices frequently break by mid-February, so the idea is to do some selling before the 
February slump – old crop and possibly some new crop too.  

 There is often a spring rally. It’s usually caused by trade concerns about getting the crops 
successfully in the ground. May is often a good month to be selling an increment of crop.  

 It can be a good idea to save just a bit of old-crop supply in the bin for a summer rally, in 
case drought or another disaster strikes crops. Sometimes this is referred to as a weather 
gamble. As with real gambling, you should limit the stakes.  

The process can be refined by selling large portions of crop early in the marketing year if 
prices are exceptional and there seems to be risk of a major downturn based on the cycles 
and long-term charts. The opposite is when prices are cheap and crawling along what could 
be a floor. That’s when your incremental selling program might be stacked in reverse, with 
small sales at the beginning and bigger ones later when (hopefully) an uptrend gets going.  



“If I were a young farmer”: My top six secrets for marketing success 

© 2016, DePutter Publishing Ltd.                                                 Page 10 

 

Overall, an incremental sales approach is low risk. The process of incremental selling also 
supports cash flow needs. This approach also recognizes the inherent unpredictability of the 
markets.  

Plus, it supports a healthy stomach lining because there’s less worry. This can be very 
important over the course of a career.  

Main point: Design a process to follow. My recommended process involves aiming to 
beat the average price for your area and being satisfied with moderate rallies. Don’t 
aim the entire crop for the sky-high peak; odds are you'll miss it.  

If you’re selling incrementally, one sale made at the wrong time won’t be any big deal. It’s 
often very hard to decide whether to sell a big wad of grain, but picking away at incremental 
sales makes the job easier.  

The person following the incremental approach won’t hit the top with all the crop, but they 
have a good chance of doing it with one increment.  

Let’s express it another way: Have a disciplined, incremental approach so you won’t find 
yourself dumping the majority of the crop right before a big upswing happens, leaving you 
with nothing to sell at the higher prices. Use the same approach to ensure you’re not stuck 
holding big percentages of crops during deep price dips.  

Emphasis on the word “disciplined.” That’s a vital component of your marketing process.  

 

4. Know the nuts & bolts. 

When it comes to the markets, you need to know certain basics and there’s no getting around 
it.  

You don’t need to be an expert in everything, but some sound knowledge will go a long way. 
(For example, you need to understand what the futures market is, even if you’ll never hedge 
or open a trading account, because the futures form the basis for your prices.) 

To start educating yourself, begin with these essentials. 

Your marketing “must-know” list: 

Basis. You need to understand what the basis is. (Hint: it ’s the difference between futures 
price and cash price). And you should know whether the basis is good or poor and what’s 
making it move. (Hint: some key factors include the Canadian exchange rate, local supply 
and demand, and whether your area is in surplus or deficit supply situation.)  

 

Hint: Our crop marketing services are built on incremental sales recommendations. We try 

to help farmers catch most rallies with a sale of about 20% of production.  

If you’re not a subscriber and would like to find out where we are right now with our sales 

percentages — or if you’d like to follow our advisories for awhile — contact us at  

agalert@agalert.ca. 

mailto:agalert@agalert.ca
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Carry. You should understand what the “carry” in the market is, because you can add 
value to your crop by selling for deferred delivery and thereby cash in on the carry. Note: 
The “carry” or “carrying charge” refers to the spread of deferred futures or local deferred 
delivery prices, over spot or nearby delivery prices. 

Inverted market. You should understand what an inverted market is (when nearby 
futures prices are higher than deferreds) and the implications too.  

Futures. Do you have a grasp of hedging with futures? It ’s a good idea to understand 
this concept and how it works. Usually the company you’re selling grain to will use hedges, 
so you should too. Note: farmers who get into hedging in their own accounts often find it’s a 
tough game and wind up losing money. Yet it’s vital to understand hedging strategies, even 
if it’s to decide you don’t want to get into hedging yourself. 

Hedging and speculation: It’s critical to know a hedge from a spec position. Too many 
farmers have lost too much money speculating. Hedging is different but still something that 
can cost you money if it’s not done prudently. Know about the risks and rewards of these 
activities.  

Other things to investigate and learn: 

 How to use basis contracts, forward contracts, futures-first contracts, and deferred 
delivery contracts. These are very basic tools.  

 The basic functioning of call options, put options, short hedges, and sell-cash/buy-
futures strategies. Again, these are optional tools. Aim to understand these things, even 
if you choose to make most of your sales with simple sales contracts. 

Think of your marketing knowledge like a toolbox: Whether it’s call options, put options, 
short hedges, and sell-cash/buy-futures strategies, you want to understand what all the tools 
are for, even if you decide not to use all the tools, or only need some of them rarely.  

It’s vitally important to know what your marketing alternatives are.  

When you want to sell, you need to understand the various choices you have.  

For example, you can sell into the cash market for immediate delivery or pick up, sell for 
deferred delivery, hedge with short futures instead of making an actual sale, hedge by 
buying a put option, do a basis-only contract, and so on.  

Pro tips  

 Tip: In the world of markets, when all the information seems tilted bullish, it ’s 
probably wrong. Likewise if the evidence seems terribly, obviously bearish and every-
one agrees the outlook is bearish, then the worst is probably over. Take a look at the 
information, headlines and messages around you, and consider them in this context. 

 Tip: Don’t judge yourself harshly if every single sale does not look good in hindsight. 
There’ll be times when you make mistakes, which are only visible after the fact. One 
sale at what turns out to be the wrong time is not a killer. It does not reflect badly upon 
your intelligence. Keep it in perspective. Move on.  

 Tip: What matters more than making every sale at the “right” moment is your long-
term track record.  
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Even if you don’t actually use some of these options, it’s important you are able review them 
thoughtfully and choose the best option for you.  

Bottom line: take the time to study and learn about the nuts and bolts.  

Do it early in your career. You won’t regret it. With basic knowledge, you’ll be able to 
objectively decide on a crop marketing approach that works best for you.  

Keep in mind that this can require time and study. We live in a world of 30 second texts and 
sound bites. You may have to sit down and slowly let some of these concepts sink in. And 
it’s one thing to understand the concepts but quite another to actually use them in a practical 
way. Give yourself time to learn this stuff.  

 

5. Track your prices. 

Resolve to keep track of the prices you sell for, and compare them with averages. Build a 
track record that you can review later and keep learning from. 

A lot of people don’t do this, but trust me – it pays off!  

And if you think about it, it’s crazy not to keep track. Imagine buying into a mutual fund that 
has no idea of past performance, or buying a stock that has no quarterly statements.  

Plus, these days it’s easier to manage data than ever before. In years past, farmers would 
have to manually write down prices on a sheet of paper and calculate their averages. Now 
you can use a spreadsheet.  

(In years past, it was not easy finding historical price data but now that’s not hard at all. 
Members of the DePutter services looking for price data are welcome to contact us to see if 
we have what you need.) 

Remember this: It’s not about being right, it’s about being profitable over the course 
of a career.  

A lot of farmers make sales decisions and then regret them because they didn’t sell at the 
top. These farmers second-guess their decisions. Some of them take one approach one 
year and another the next. Some listen to one commentary for a while and then another. 
They use one plan one year and another the next.  

Usually, when you ask a crowd of farmers if they’re happy with their marketing, very few will 
raise their hands.  

That’s partly because they aren’t able to point to their successes. If you don’t know your 
marketing track record, how can you enjoy your wins? 

Important: Aim to recognize and acknowledge what you don’t know.  

In the markets, there will always be many unknowns. We cannot know the future.  

That’s why a marketing “process” is so valuable.  
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Here’s how to do it: 

Keep track of your sales and prices. Add them up at the end of each marketing year. Maybe 
you made five corn sales in equal amounts, at $3.50, $4, $4.50, $5 and $5.50/bu 
respectively. Your average price is therefore $4.50/bu.  

Now look at the average for your area. Keep track of two local buyers' prices over the period 
of the marketing year. Enter that data on a weekly basis (or daily if you’re especially on top 
of things).  

Suppose the average bid for the period was $4.25/bu. That’s 25 cents less than your selling 
average! Great. You beat the average. Congratulate yourself and keep doing what you’re 
doing. 

Are you coming in below the average with your own sales? If so, you need to change 
something. Go back to the drawing board. Look at your marketing approach, your process. 
Do you have knowledge gaps? Do you get too bearish when all seems bleak, and too 
optimistic when all seems rosy? Should you let someone else do the marketing? Find help 
from an advisor?  

It’s important to know if you’re not doing well. Keeping a track record will expose your 
weaknesses, so you can work on them.  

Bottom line: Keep track of your sales, compare them to what the market has offered, 
and judge your performance objectively.  

 

 

6. Choose your teachers wisely.  

There’s more information, opinions and ideas at our fingertips than ever before. And that’s 
not always a good thing.  

There are going to be a lot of distractions, a lot of noisy voices competing for your attention.  

Some of those voices are going to be in the form of 30-second soundbites, catch-phrases, 
headlines, and quick-reads.  

But smart marketing takes study, research, and careful thought. Be prepared to lend time 
and focus to making decisions, especially when you’re first starting out.  

These days it seems we’re always being told to speed up. However, cautiously thinking 
things through has its place.  

 

 

Too many farmers aren’t happy when they don’t hit the top of the market with the bulk of 
the crop. They should just look at beating the average price. That’s a more realistic goal.  

If you’ve been beating the average price for your area, most years, you have a big edge. 
Keep doing what you’re doing!  
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Meanwhile, work on assembling your team of 
trusted advisors. Think about: 

 Who do you trust in your circle of like-minded 
farmers and others involved with agriculture?  

 Who has proven themselves successful? 

 Who has a track record you believe in? 

Your trusted advisors can take the form of family 
members, teachers, consultants, marketing 
service analysts, or anyone else you respect.  

(Look particularly for those who have a proven 
track record. Hint: it might not be the loudest 
person in the room.) 

If you choose to use marketing services, don’t 
jump from one to the other. This can lead to 
going with the one with the latest hot streak, only 
to turn cold. Perfection is impossible. Look for a strong long-term performance.  

Strike up conversations with people in your business who seem to be doing a good job. 
Ask questions, and listen.  

Farmers have helped me a lot over the years: it’s an industry that contains some very 
smart business people. By taking the time to speak with many farmers from all over 
Canada I’ve learned a great deal through their successes, lessons, and mistakes.  

Learn to get ideas from people who are independent thinkers, have positive attitudes and  
have been successful and profitable in their own business. 

Seek out what really helps you personally make good decisions. Sometimes that means 
being alone… sometimes it might mean ingesting less information rather than more.  

When I started out I had some mentors who helped me along. I didn’t follow their methods 
or ideas precisely or completely, mind you. I wanted to make my own way. I did learn a lot 
from them. And having benefited myself from listening to those more experienced that I, 
today I am able to confirm the value of learning from veterans.  

 

 

————————————————- 

Want some help? We’d be happy to become one of your advisors.  

If there’s anything in this book that you’d like to know more about, contact us at 
www.deputter.ca 

————————————————- 

 

 

Pro Tip 

Aim to save yourself from the trap of 
looking for someone to agree with 
you. It’s easy to form an opinion/
outlook first, and then to just seek 
confirmation of your biases.  

Want to be bullish? There’s always 
somebody out in the Internet world 
who will offer the opinion you want to 
see.  

Confer with people who will challenge 
your ideas and opinions rather than 
seeking out people who will automati-
cally agree or confirm.  

http://www.deputter.ca
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Summary 

It’s good that you’re here. The industry needs more people like you. 

Agriculture and farming teems with opportunity for young farmers --especially those who are 
curious, interested and willing to learn.  

However, the agricultural markets can be a bit of a rocky ride. Remember these strategies to 
help you make the most of your career:  

1. Learn from the past—understand the cycles of old. 

2. Diversify in moderation—both your business and your marketing. 

3. Follow a marketing process—which includes disciplined incremental selling.  

4. Know the nuts & bolts—have the basic tools at hand. 

5. Track your prices—keep good records. 

6. Choose your teachers wisely—learn from those who have travelled the road you’re on. 

 

Keep in mind, this e-book is a primer, not a textbook. 

Start here, but keep going. If there is an area you don’t know much about, schedule some 
time for research. Recognize that there is always more to learn—especially when it comes to 
the markets. 

Treat this guide as one step in a lifelong learning process.  

 

Need some help? 

If you want to know more or have questions, just call the DePutter office at 1-800-434-0834 
and ask to speak with me (John) or another team member.  Or send an e-mail to 
agalert@agalert.ca. Find us online at www.deputter.ca. 

Best of luck on the journey ahead. I have personally found this industry to be tremendously 
rewarding—I bet you will too.    

 

 

P.S. For more commodity marketing insights and up-to-the-minute observations, try a free trial 
of one of our market advisory services, such as Ag-Alert, at no risk or obligation. Go to: 
www.deputter.ca/free-trials to get started. 

And don’t forget to share what you’ve learned! If you know another young farmer who would 
appreciate this advice, feel free to share this document with them. Or send them to 
www.deputter.ca to grab their own free copy.  

 

mailto:agalert@agalert.ca
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