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Abstract/Summary 
Until recently, the key drivers of farm profitability were production efficiency and cost 
management, financing and asset management. Because market prices were relatively 
stable with moderate fluctuation, marketing was not a key driver that most producers 
focused on.  Over the past three years markets—for both commodities and inputs—have 
been reacting violently.  For example the price of corn for July 2010 on the Board has 
ranged from less than $3.40/bu. to $7.20 per bushel.  While volatility may be easing, the 
need to improve farm marketing for outputs and inputs is apparent.   With marketing there 
is no magic formula and the thought processes are different that for most farm decision 
making.  This session will introduce some of the aspects to consider and promote a 
discussion and sharing among participants. 
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