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ge is Tough

urriculum update is never done, Just
when you think you have positioned

your program on the cutting edge,
another curriculum emgphasis emerges. We
have spent the last five or so years making sec-
ondary agriculture programs more science
based. And despite what the critics might say,
in peneral, significant progress has been made
in this area. But change is tough, especially
curriculum and program change.

According to a recent report published by the
National Center for Fducational Statistics, very
few teachers implement new ideas and strate-
gies learned in workshops and other inservice
programs. Of course, we would like to think
that agriculture teachers are the exception, I
have worked with several colleagues over the
past three years to assist teachers in implement-
ing innovative agriscience courses. These
efforts have, at least in part, enabled some
teachers to completely implement these new
course matertals, and many others have made
significant progress toward partial implementa-
tion. But this teacher inservice program is
somewhat unique in that it has provided sus-
tained assistance to teachers. We have contin-
ued to provide workshops and answer technical
questions about performing lab exercises
included in the new course materials.

By contrast, most teacher inservice programs
are one-shot efforts, due to restrictions in fund-
ing and staffing. Too often in our professional
update sessions we violate familiar principles
of teaching and learning. We attempt to help
teachers learn about new methods and ideas,
rather than taking an experiential learning
approach. The result for most participants is a
non-functional familiarity with the innovation,
as opposed to working knowledge,

However, recent teacher inservice activities
sponsored by the National Council have been
very hands-on oriented. We must strive to con-
tinue to offer these kinds of inservice programs
to agricultural education professionals. But
even this approach is not enough; sustained
suppart and technical assistance must be pro-
vided to local teachers. A teacher partner
approach to curriculom revision and improve-
ment may make the difference in teacher adop-
tion of curriculum innovations. Teacher part-
ners could be self-initiated or coordinated at the
district or state level. With this approach
teacher partners would take professional leave
days to travel to their partner's school and work
on implementation plans. The team may also

see a need to visit an expert in the area at a col-
lege or university. Without sustained support
at the local level from both teacher partners and
state-level experts, teachers are likely to never
reach the action stage of curriculum change.
Teacher partners should be carefully matched.
Program improvement goals of the two teach-
ers should be similar with regard to the innova-
tion, and personalities should be compatible.
Thus, partners may change as various innova-
tions are considered for adoption.

With the many new curriculum materials
being developed today, teachers should reatize
that their individual program cannot give equal
focus to all areas of the agricultural industry.
However, this does not mean that all areas
should not receive some attention in the cur-
riculum. If teachers attempt to add every new
curriculum innovation to their program, the
result is likely to be a disjointed, unfocused,
superficial instructional program for students.
By contrast, teachers should provide baseline
instruction in all major areas of agriculture, and
provide specialized, advanced instruction in a
few selected areas. Agrimarketing and agribusi-
ness would certainly be an appropriate special-
ized instructional focus. Agriscience would be
another. Most would contend that an in-depth,
experiential learning approach to a few arcas
results in greater learning than a general, "learn
about" approach to many areas. These deci-
sions must be based upon program objectives
and student wants and needs, tempered by cur-
rent trends in agricultural education and the
agricultural industry. Teacher expertise and
resource limitations should not be viewed as
roadblocks to implementation of innovative
curricula, but rather as problems to be solved.

The key to reaching the implementation
stage of curriculum innovations is a positive
attitude, focus, support, and careful planning,
Development and execution of the implementa-
tion plan requires the involvement of other pro-
fessionals, as well as key local groups. Change
is tough, but if a carefully developed imple-
mexntation plan is carried out one step at a time,
we can make it happen. ]

About The Cover

FFA members from Fullerton, California present
their marketing plan during the National FFA
Convention competition. 1992 marked the second
year the annual contest was held in Kansas City,
(Photo courtesy of National FFA.)
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By JAMES LEISING

Dr. Leising is supervisor af
teacher education, agricul-
wral education, University of
Culifornia, Davis 96516,

ne of the primary goals of agricultural
education programs continues to be
¥ preparation of secondary and.commu-
nity college students for careers in agriculture.
The literature is clear that agriculture holds
tremendous career opportunities. Twenty pet-
cent of America's work force is employed in
some phase of the agricultural industry.
According to Joyce Winterton {1992), there are
over 8, 000 job titles in agriculture. However,
career opportunities have been changing from
production to agribusiness and ma.rketl-ng dur-
ing the past 30 years, with dramatic shifts noted
in the past 10 years. Today, there are seven
people working in agribusiness/marketing for
every farmer. Beierlein (1988) repprted that
over 80% of those involved in agriculture are
employed in marketing, and that 1_7% of
America's gross national product is gelnerated
through agricultural marketing activities. The
United States Department of Agriculture (1988)
reported that nearly 50% of all new co%lege
graduates in agriculture are employed in jobs
that are categorized as agricultural sales, rar-
keting, management, or finance. In comparison,
agricultural production jobs represent less than
8% of the jobs for new agriculture graduates,

Agriculture Curricula Must
Reflect Employment Trends

Agricultural employment opportunities have
clearly changed for many high Eschool, comimu-
nity college, and university agriculture gradu-
ates. As career/vocational educators who h_ave
historically nsed employment data as a major
factor in determining the local agriculiure pro-
gram curriculum, it is logical to assume that
curricula in agriculture have changed to reﬂelct
agriculture employment trends. Aithough major
changes have been made across the Umted
States in integrating science into agncultqre
curricula, it is evident from review of agricul-
ture program curricula across the country that
little, if any, progress has been made toward

infusing agricultural marketing int(? the core of
the curricular offerings in most agriculture pro-
grams. This conclusion is alarming wh‘en one
considers that more jobs are available in agri-
marketing than in any other single career area
of agriculture.

Why has it been difficult for agriculiure
teachers to reorient the curriculum toward agri-
marketing? (Note: Agrimarketing is-defined as
the production, distribution, promotion, and
pricing of an agricultural product in such a way

as to satisfy customers' needg
manner.) Many agriculture tép
talked with indicated that the
confusing and have lesser amoun
preparation and work expe
agricultural science and natu
work and experiences. Some
is surprising, because we live
economy and marketing has }
with the prosperity most of ug
Beierlein (1988) stated, "Ma
vital part in our economy's suc
the conflicting needs of prod
sumers. It does this by helping p
better understand consurmer ng
allows producers to decide wh
make and when to produce t
ciently, marketing leads to gre,
for consumers and higher
ers."

The primary purposes 0
Teaching Agrimarketing ate.f
tural educators with a clea
the importance of agrimarke
about agrimarketing, how 1o
grams are teaching agrimark'e

The literature is rich in1
agricultural marketing. Ho
culture teacher it is difficul
most important to teach abou
assist teachers with this ¢

" Agrimarketing Task Force 0
Council for Agricultural Bd
and validated in 1989-902
learning outcomes to ¢t
ondary and community colle
grams across the Uglted.-Stat
summary of the major Jearl
Basic Economic Concepts
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Basic Marketing Concepts

business structures. Students need a
basic understanding of ways of doing
business.

Agricultural commerce is carried out
in a competitive world environment.
Students will demonstrate a knowl-
cdge of competition as a part of the
marketing process.

Profitability is essential to success in
agricultural commerce. Students will
demonstrate a knowledge of cost/ben-
efit ratios and other measures of prof-
itability,

Risk is a primary component of agri-
culture in the free enterprise system.
Students will understand types of risk
and how to manage risk.

Many alternatives exist for the use of
available resources. Students will
understand how to make the best use
ot available resources and conse-
quences of inappropriate use.

The forces of supply and demand
determine production levels in the free
enterprise system. Students will
understand the concepts of supply and
demand and how these relate to agri-
cultural commerce.,

Resources are needed to carry on agri-
cultural commerce. Students need to
understand the types of costs as relat-
ed to agricultural endeavors, including
fixed variables,

Profitability is producing at the level
at which greatest profit is achieved.
Students will understand the law of
diminishing returns and substitution of
input as related to determining maxi-
muin profit point.

Money has valoe over time. Students
will understand concepts of time and
value of money as related to inflation,
to cost of using money (interest rates),
and to the making of investments.

Society is served by standards of agri-
cultural economic endeavor. Students
will understand the roles of govern-
ment in policy making, standards of
product uniformity, and as a partici-
pant/catalyst in the econoric system,
Commerce is facilitated by
industry/commeodity group functions.
Students will understand the concepts
of industry standards and promotion of
the various organizations that partici-
pate in ensuring product acceptance
and availability.

Marketing is an integral function of
the food and fiber system. Students

THE AGRICULTURAL EDUCATION MAGAZINE

will understand the meaning and role

of marketing in the agricultural indus-
try.

Consumers demand products that are
readily available in the desired form at
an acceptable price. Students will
understand the concepts of market
margin and the processes involved in
getting products to consumers.

Various functions are involved in pro-
viding consumer goods. Stadents will
understand the functions of marketing
in the agricultural industry.

Vertical integration is an important
component in marketing certain agri-
cultural products. Students will
understand the concept of vertical
integration and how it relates to cer-
tain production enterprises.

Marketing Plan Process

Profitability in agricultural endeavors
depends on planning the marketing
process. Students will understand the
importance of developing a marketing
plan for various products and services.

Commeodity Marketing Alternatives

Commodity marketing alternatives are
methods of conveying agribusiness
products between buyers and sellers.
The willingness and/or ability to
absorb risk will affect the choices of
marketing alternatives. Students will
be able to demonstrate a knowledge
and application of these various mar-
keting alternatives.

Agribusiness Selling

Selling is a necessary function of the
free enterprise system, Therefore, stu-
dents must have an understanding of
the entire sales process and the role it
plays in the agricultural industry.

International Trade

Agricultural commerce is a world-
wide endeavor. Therefore, students
must develop an international perspec-
tive of agriculture and understand the
role that culture, political systems, and
trade policy play in the export and
import of agricultural commodities
and products.

Careers in Marketing

There are many opportunities in mar-
keting within the agricultural industry.
Students will be able to identify spe-
cific careers in agricultural marketing
and gain knowledge in preparation for
those careers.

Human Relations in Agribusiness
Profitability of agribusiness is depen-

(continwed on page 2.3)




By JaspER 5. LEE

Dr. Lee is professor and
graduate coordinator of agri-
cultiral and extension educa-
tion at Mississippi State
University, P.O. Box 6060,
Mississippi State, MS 39762.

Why Teach Agrimarketing

f arketing is the key to success in any

/8 arca of the agricultural industry. It

§ W [ determines if a profit will be made.
Efficient production is of little benejfit il what is
produced cannot be converted ino mcom‘e'for
the farm, ranch, or agribusiness. The decision
about what to produce must be based on the _
availability of a market. Education in maﬂ:ietmg
most definitely presents a challenge to agricul-
tural educators!

Definitions and Description

Marketing is frequently defined as meeting
the demands of consumers for goods and ser-
vices. In the agricultural industry, marketing is
often given a somewhat different interpretation.
Not only is the produce of farms and ranches
marketed, but supplies and services are market-
ed to producers, and the food and fiber must be
marketed to the final consumer.

_ The term, agricultural marketing, is often
used to describe the marketing of crops, live-
stock, and other produce of farms and ranches.
In practice, agricultural marketing has been
shortened to "agrimarketing”. It is a complex
process. Agrimarketing begins when a producer
is deciding what is to be produced. Will cotton,
soybeans, rice, or wheat be my best crops? j§3
there is no market available, a crop should not
be produced.

Agrimarketing

Agrimarketing involves getting food and
fiber to the consumer in the desired form.
Unfortunately, farmers and ranchers may only
be concerned with the change of ownership
after it has been produced. Of course, it is
intended that the change of ownership will
result in payment to the producer that more
than pays for the cost of production. An astute
farmer or rancher is much more informed than
just to sell what has been produced!

Tust because ownership has changed doesn't
mean that marketing has been completed. In
fact, ownership may change several tim_es asa
product is moved from the farm to the final
consumner. The farmer may sell produce to a
processor who in turn re-sells it. to a wholesaler
and later a retailer after processing.

In some cases, production is vertically inte-
grated. This means that farmers, suppliers, or
processors may be involved in other steps of
the process of meeting consumer needs. For.
example, pork producers may own the packing
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plant and be involved in prom,
tion of pork. With the broiler
processor is fairly in control s
duced and how it is produced:
processor contracts with fari
vices to assure that the birdsag
according to specifications;
own feed, and processes the
the right size for the most profi
food and fiber is no longer
growing a few crops or live
and adult students need educatia
mentals of agrimarketing, a
in how to keep up to date. -

Functions

Agrimarketing is often sai
of several functions. These arg
assuring that the needs and d
sumers are met. The major fu
ing farm produce are: assembl
transporting, storing, process
advertising and promoting,’
uting. These functions are ty
from the farm gate to the supel
outlet to the consumer.

In addition to the above_ funi
the farm gate," planning m
crops, livestock, and their produ
duced. Farmers and ranchérsn
mation to help them decid
Some people list the function
to produce as the first function
tion that must occur is for
vices sector o provide the_

Alabama agribusiness teacher Ca
instricted by James Del Prince i1 I
floral arrangement. Prince, a Sflor

.Mississippi State University, prov
Alubama and Mississippi teachers tha
runge of floral design products 10 ¥

and ranchers need to be productive. Therefore,
agrimarketing is comprised of more than the
functions after the farm gate. An infrastructure
must be in place to make marketing possible.
Infrastructure includes highways to transport
farm produce, trucks to haul it in, receiving sta-
tions or processors to prepare the produce for
consumption, and a distribution system to move
it to the consumer.

Importance of Agrimarketing
Education

Since success in marketing is essential for
success in agriculture, agricultural education
must begin with the basics of economics. Of
course, with many young students this is easier
said than done. Students are more interested in
animals, mechanics, and related areas than they
are in economic theory. Many teachers are
probably more interested in teaching some
arcas of animal science, wildlife conservation,
agricultural mechanics, and similar areas. Their
enthusiasm, or lack thereof, may rub off on the
students!

Emphasis on science in today's agriculture
curriculum should not overlook the social sci-
ence areas, One who knows and applies biclog-
ical science to efficiently produce a high quali-
ty crop may find little profit in agriculture with-
out some understanding of the social science
areas.

Economic System
Subsistence agriculture is gone. Today's

farmers and ranchers produce for specific mar-
kets. This means that they are commercial

farmers and ranchers. They may specialize in
one, two, or no more than a few products, They
may consume none of the produce in their
homes directly from their farms. They go to the
supermarket for their food just like people in
other occupations.

A fundamental understanding of free enter-
prise will help students develop skills in mak-
ing decisions in agrimarketing. Instruction will
focus on the meaning of free enterprise and its
characteristics, such as the ownership of private
propetty and the freedom to go into business
and buy and sell with few restrictions. In addi-
tion, instruction in the ways of doing business
in the United States is much a part of economic
education. Teaching students how to interpret
market information and the trends behind the
market will help them to perform effectively in
the long term.

Success Depends on Skilis
in Many Areas

Success in agricultural industry depends on
many factors, Performing job duties is a key
ingredient. Regardless of where an individual
works in the agricultural industry, contributions
are made to meeting the demands of con-
sumers. Quality products result when people
care about their work and strive to assure quali-
ty. Efficiency results when owners and employ-
ees use resources for maximum production.
Efficiency helps to keep the costs to consumers
down and the profits to owners up. This results
in the opportunity for workers (o get more
returns (better pay) from their work.

Agrimarketing is more than the work of mar-
keting specialists. It is the business of all who
are involved in producing food and fiber.

Summary

Of all the areas of instruction in agricultural
education, none are more important to success
in agricultural industry than agrimarketing.
Every individual who is planning to pursue a
career in agricultural industry needs such
instruction. In addition, all individuals need a
basic understanding of agrimarketing so that
they will be better consumers and citizens.

The challenge in agricultural education is to
make the instruction exciting and relevant.
With younger students, creative strategies are
needed to gain their attention and interest, With
adults, more emphasis on coping with the chal-
lenges of the world they work in may be suffi-
cient motivation, Both "what to teach” and
"how to teach it" are important. Regardless, the
success of our students may well depend on

telents at Greene County Vocational Center in Leakesvitle, Mississippi, msiruction in agrlmarketmg! a
pen the seasonal produce stand on their school furm. The instructional
fning what to produce, producing it on the adjacent school Sfarm, and sell-
W this facility operated by students. Students are involved in all aspects
THE AGRICULTURAL EDUCATION MAGAZINE 1



By W. Davip DowNEY
AND ScoTT CROUCH
MCFARLAND

Dr. Downey (top) is profes-
sor of agrimarketing at
Purdue University and direc-
tor of the Center for
Agricultural Business, Mr.
McFarland is a senior in
sales and marketing at
Purdie University, 781
Krannert, West Lafayette, IN
47907,

competitor's new incentive travel program,

for the next day.

A Day in the Life of Jeff Hamilton -- District Sales Manage
for Superior Seeds

The 7:00 AM breakfast meeting that he had organized with a small group of targéteq
farmers in the southernmost part of his district was the way to start the day, in Jeff H
opmlon Even though it meant leaving home before 6:00 AM, Jeff had learned that &
ing breakfast meetings were an excellent way to get the attention on key growers wh;
mind sharing some ideas over ham and eggs at Dot's Coffee Shop. During the break;
that stretched Lo nearly two hours, Jeff had accomplished the following: learned thag
insect problem seemed to be brewing in the area, their new hybrid was exceeding cus
expectations, picked up important information on a competitor's travel incentive progra
obtained agreement from a top farmer to host a field day next year. Not a bad start fo

Jeff spent the rest of the morning calling on his farmer dealers, geing over their sales
for the spring season, and planning for the upcoming grower appreciation days, Betwe
Jeff used his car phone to call the company agronomist to get more information on th
insect problem and left a detailed message in his regional manager's voice maﬂbox a

Jeff's luncheon engagement was with a vice-president of a rur.al_ bank. His compa_n_ i
geted lenders as a key influencing agent for farmers' buying cliecxsmns. He was p}easedz
had also obtained several leads from the banker about potential new dealers.

Jeff's afternoon was just as busy. He stopped by to check returns at two retail store
and he spent time soothing over a disgruntled farmer with a poor corn stand. It took 50
detective work to trace the problem to an intermittent problem with the farmer's plan

When Jeff got home he sent his weekly call report by e-mail to his regional manag
Louis, faxed his fall sales estimates to the marketing manager in Columbus, and just
his son's little league game in time to see hini score a run in the bottom of the third in
that evening, Jeff updated his customer profiles on his lap-top computer and planned

Jeff is an excellent example of today’s field
marketer, He truly manages a market area,
using high level technology to help farmers
solve agronomic problems and improve their
economic position. He knows that his job is to
be a problem solver, and by doing so, he will
sell product. He has been empowered to man-
age his territory, using a wide range of market-
ing tools and state-of-the-art electronic devices
to comumunicate with other members of his
organization. Jeff is the "point man" on a com-
plex team that is organized to deliver products
and services into a highly competitive and com-
plex market.

Note that Jeff's selling skills are not used to
push product, but to gather information, service
customers, and deal with problems. A sirong
base of technical skills is complemented by an
understanding of the marketing process. Jeff
works closely with technical specialists, corpo-
rate marketing staff, and managers. He prac-
tices keen listening skills to understand his cus-
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tomers' needs and market trends ar
this critical information to corpd
makers. He has latitude to utiliz
of resources to develop program
approaches to meet the unique
ual farmer customers. _

JTeff is quite typical of today's
son. Jeff's role as the "point man
corporate marketing effort is cri
company's success. While salesper
work with large corporate organ
have the resources to be more SOpiH
their approach than 9alespeopl
smaller, local agrlbusmesses th _
is very rapidly moving in this dire:
salesperson working for a local
pot need to use voice mail or to driYe
before breakfast, but his or her
dairy or livestock producers mig
ailel Jeff's experience. Both indivi
wide array of technical and mar
solve problems for their custom

If nobody sells, a terrible thing
happens.. .NOTHING!"

This adage sums up very nicely the role of a
professional salesperson in today's market. The
sales effort generates essentially all revenue to
run the business. Everything begins when you
sell something. All salaries, from the top execu-
tive to the researcher, from delivery personnel
to secretaries, are paid from what the salesper-
son sells. That is one reason why seliing plays
such an important role in most companies.

Technically, sales is a subset of markeling.
Marketing is defined as anticipating the needs
and wants of targeting customers and the
process of helping customers meet those needs
and wants...profitably. Sales involves under-
standing the market environment in order to
spot opportunities, target market segments,
develop a market strategy, and implement that
plan. Product decisions, pricing decisions, dis-
tribution decisions, and promotion decisions
are all part of the marketing strategy. The sales-
person plays a key role in both understanding
and communicating customer needs to market-
ing managers and still a more critical role in
executing critical elements of the overall mar-
keting plan.

For most companies, the sales effort is the
primary (and most expensive) marketing tool.
The salesperson is the primary communicator
of the products and services offered by the
company. Indeed, the salesperson often is a
major source of "added value" that truly differ-
entiates the company from the competition in
the eyes of the customer. It is usually the sales-
person who delivers the technology. Research
shows that, in general, farmers today rely even
more heavily on the salesperson as their source
of technical information than they do tradition-
al sources, such as their county extension agent.

Most agribusinesses believe that there is lit-
tle loyalty to a "brand” in today's market,
However, there is often a great deal of loyalty

.to people--based on a strong relationship that

develops between the field marketer and the
customer. The salesperson can become the crii-
ical, differential advantage for the company in
any given market.

The critical importance of selling skills to
agribusiness came through loud and clearin a
1989 Agribusiness Education study done at
Texas A&M University. Over 1,100 agribusi-
ness managers reported that more emphasis
was needed in selling and marketing skiils.
Another study of 177 midwestern agribusiness
managers ranked sales and marketing experi-
ence as the first and second most important fac-
tors for employment in their firms. Clearly, the
salesperson is a critical link in the marketing
strategy of most agribusinesses whether they be
local retail stores or large multinational corpo-
rations.

Preparing For A Career in Agrisales

Today's professional agrisalesperson is a far
cry different from the "peddler” of by-gone
days. To be a successful field marketer, one has
to be well grounded in technical agriculture,
have a solid understanding of business, and
possess solid people and communication skills,
This kind of background is in high demand.
Jobs for college graduates with this type of
training seem to be strong and are likely to
remain so for a mumber of years. A recent study
released by the USDA Office of Higher
Education (1988) predicted "an 18 percent
annual shortfall of qualified marketing, mer-
chandising, and sales personnel” through the
mid-nineties.

There also seems to be a strong demand for
agribusiness sales and service personnel with-
out a four-year university degree. While infor-
mation on the demand for high school and
commumity college graduates with an agricul-
tural background and experience in agribusi-
ness is not readily available, many agribusiness
managers regularly lament that the lack of qual-
ified sales and service personnel is one of their
most significant problems. Their customer's
growing need for service from competent, tech-
nically qualified professionals demands having
the right people in their local agribusinesses.

Students interested in the sales and market-
ing field can begin their preparation through a
combination of classroom and extra-curricular
experiences. Education provided in high
school agriculture classes is a good place to
start. Courses in business and communications
are a strong complement. Leadership and com-
munication skill development through clubs
and agricultural education activities are
extremely valuable, Real-world experience that
comes from working with agribusiness on a
part-time basis is invaluable.

Those students who are interested in market-
ing jobs—corporate level people who develop
the strategies and manage the company
resources made available to salespeople, will
need either an advanced degree specializing in
marketing or several yvears of successful field
marketing experience. Many agribusiness pro-
fessionals believe it is essential to have suc-
cessful field marketing experience before one is
qualified to move into higher level manage-
ment positions. These individuals argue that it
is critical to understand the customer and how
the marketing function works before they are
put into a position of making decisions that will
affect the total company.

The Bottom Line...

The bottom line is that the sales function has
changed dramatically in the past few years,
Today, it is a high tech job that requires a wide
range of business, communication, and market-

(continued on page 20)
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Agrimarketing - A Tool Every
Agriculture Student Needs

BY SHEILA BARRETT

Ms. Barretf is an agriculiure
teacher at Fullerfon High
School, 201 E. Chapman
Ave., Fullerton, CA 92634,

arketing is a vital component in today's
agriculture curriculum. In fact, over
35% of the jobs that our graduates seek
are in the area of agricultural sales and service.
In order to meet this employment need, we must
teach our students the proper method of market-
ing products so that when they enter the work
force, they will be productive assets to the agti-
cultural industry and society.

Classroom Infusion of
Agrimarketing

Teaching the Concepts

The first step is to focus on fundamental mar-
keting concepts. One of the best documents to
teach these concepts is, Marketing - Reaching
Today's Consumer, distributed by the
Wisconsin Milk Marketing Board. Throughout
this instructional packet, students learn concepis
of marketing that include law of supply and
demand, marketing costs and margins, and mar-
keting organization. With this knowledge, stu-
dents are better equipped to make decisions as
they begin to understand the forces of the mar-
ketplace.

Marketing Options

During the second step, students learn the
various options available when marketing a
product. This information focuses on product,
place, price, and promotion. At Fullerton High

Fullerion High School juniior Jeff Cochran, presents his market plan on oranges. As a result of
the presentation, students are better able to enhance the plan and gain self-confidence.

10
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ry Farms.

Visits to the mall provide students witlif
observe and critigue professional wind

through the Agricultural Busines
course. When students enter the co
assignment is to develop a mo
present the business to a class City
acceplance into the community; Di
semester, the students learn how tok
records using their fictitious bus
the second semester, the business:i
to actually develop a marketing st
given product. '

The first marketing option Ful
tearn to alter is the product, Stderits
ate a sample product sold in thel
design the label and product packag
mulated, students deliver an oralp
which they explain the product desi

When studying place, the student
the specific locations which might
for the product to be sold. Once th
erated, each student then researchg
option would be the most profitak'_.'il
which the students base their decisio
transportation cost, space available
play, and customer make-up of the
Again, at the conclusion of the 1:ese_a_
dent presents an oral report outhni;
ble selections for product placement
nale for the selection of the desired_'ﬁﬂ

The next is price. Of all compoe
the most difficult option for the SU_Jd

Fullerton High School senior, proudly presents her window display created

grasp. In order to help students understand this
concept, they first research the current average
market price of their product. Then students
must decide if they should be above, below, or
at the researched price and outline the justifica-
tion for the decision, Finally, the students deter-
mine methods of developing a sale and explain
when this method of price reduction would be
appropriate. The information gathered regarding
price is summarized in a written report and sub-
mitted to the instructor,

Finally, we look at promotion, the most cre-
ative and enjoyable aspect of marketing, During
this section, the students are responsible for
developing a magazine advertisement and a
videotaped television commercial. Tn addition,
the class takes a field trip to the local mall, eval-
vates various window displays, and constructs a
window display for their businesses.

Through this rewarding learning experience,
the students understand their options as they

an Survival Pack”, created by Jeff Mathy and Robert Whiteford, served as a supe-
Jor which these Fullerton students were able to develop their marketing plan.

begin to develop an entire marketing plar.
Textbooks that have been the most beneficial in
teaching specific marketing techniques include
the Wisconsin Milk Marketing Board curricu-
lum, Marketing Plan Project Instructional
Packet, John Deere's Farm and Ranch Business
Management text, and Samson and Little's
Visual Merchandising text.

The Market Plan

The final step in putting the package together
is for students to develop their own market
plan. Each student is provided materials from
the Market Plan Project Instructional Packet,
and they are required to develop a plan for their
chosen product,

We begin with a market analysis. Students
develop a survey which they believe will
describe the buyer, the competition, their own
product, and possible trends. The survey should
be no more than one page, and the questions
should be answered in two to four minutes.
Once developed, the students conduct the sur-
vey. In addition, the students must obtain infor-
mation on their competitors. I request that they
obtain brochures on each of the primary com-
petitors. Finally, using business magazines and
newspapers, the students must predict what
they believe will be futare sale trends of the
product. Once all of this information is gath-
ered, students develop a one to two page
description of the market and present their find-
ings to the class.

The next step is for each student to develop a
business proposition. Through this activity, the
student will provide an overview of what they
believe can be altered in order to better market
their product. I stress to the students that their
proposition cannot only be a change in promo-
tion, but rather they must focus on product,
place, and price as well. This component of
their plan should begin with their assumptions -
what conclusions they can draw from the mar-
ket analysis. In addition, the business proposi-
tion must focus on which consumers they are
going to target and what measure they are
going to take to increase the customer base,
The conclusion of the business proposition is
the statement of specific, measurable objec-
tives, Again, the business proposition is written
up in a one page repott,

The class then works on the action plan.
Students specifically describe what they are
going (o do in order to accomplish the objec-
tives which they laid out in the business propo-
sition. In addition, they describe specifically
what they are going to complete in order to
alter the product, place, price, and promotion.
This is the most difficult step in developing the
market plan, The students must combine many
thought processes and complex concepls in
order to develop a realistic plan. As a teacher, |
emphasize (o the students that if they keep it
simple {one or two changes), they can create =
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a successful market plan.

We now move into the budget portion of the
plan. Rather than having each student labor .
over the precise figure, [ break the students into
groups and have one member from gach group
contact a local marketing agent that works
specifically with developing budgcts. That stu-
dent is then responsible for working with the
group to share all the ideas on how a budget
can be broken down so that accurate figures
can be easily obtained.

The final step is evaluation. Tn this simple
paragraph, the students describe how they Wﬂ‘l
determine if their plan was successfu.l and point
out methods they would incorporate if change
is necessary.

Once each of the five components of the
market plan is written, I then have the _students
develop their oral presentations. Wc.a dlS(::ﬂSS thp
different methods they can use to visualize their
presentation (posters, overhead, displays) and
then watch a video of selected Fullerton stu-
dents' presentations from previous years.

As an instructor, this process is very reward-
ing, because every student succee@s. When I
watch students give their presentations, [ am
always amazed by the progressive ide?ls that
these high school students are able to imple-
ment. In addition, each student is able to devel-
op a program that best challengf_:s the student!
Without a doubt, at the completion of the
course each student has mastered the concepts
and can repeat the marketing process.

FFA/SAE and Agrimarketing

Agrimarketing is an essential component to
every successfol agriculture program. At
Fullerton, agrimarketing has gone beyond the
traditional fund-raising activities and thank you
letters from huyers. Current projects that t.he
elected leaders have incorporated into their
marketing plan include a semi—annual_newspa-
per, Fullerton Beautiful, Adopt-a-Business, and
Farm Tour.

Each year the second year agricuimre glass,
as partof a communication/leadersmP vnit,
gelects stories, writes articles, and edits the _
publication. The 20 page newspaper is then dis-
tributed to school officials, advisory board .
members, State Department of Education offi-
cials, teacher educators, university officials,
local businesses, and parents. As a direct result
of the Fullerton Times, the community and
state is made aware of the accomplishments of
the chapter on the local, regional, state, and
national levels. In addition, due to the fact that
the publication is student generated, ithe docu-
ment helps to enlighten readers as to th_e abili-
ties of the students in the program and is a great
tool in the marketing process.

Each Palm Sunday the City of Fu-ﬂerton
hosts Fullerton Beautiful, During this annual

spring celebration, selected homeg
munity open up their landscapec

by the participants. Fullerton ag
not only serve as a selected site
coordinate the Open House fesiiy;
lize the opportunity to marker h
gram. In addition to the 12 fany
designed and installed by agri
floricuiture students coordinate 5 g,
show that includes over 60 art
quets, and corsages. FHS agriculs
conduct tours of the farm, orga
zoo for children, and coordinat
demonstrations. Furthermore,

fair with over 30 projects is on:dj
1000+ visitors to the agricoltur
having students capitalize on th
knowledge, Fullerton Beaatifyl
tremendous community marketing

Each year Fullerton FFA officer
businesses which then become par
Adopt-a-Business program. The: dq
individual within the business
major FEA function. In addition,
the Fullerton Times, a holiday'gy
and information bulletins throug!
to keep them abreast of activities
Fullerton High School agricultur
These businessmen and wome of
the individuals who purchase stu
and provide employment positions
this program, we are marketin
the FFA and the projects, and wea
towards building a bridge that m
between the FFA chapter and_ the'co

Farm Touts is a program that has
implemented on many differen
result of the urbanization in South
California. One of our most p
is Preschool Tours. During National
over 700 preschool and elem’t_ir_'t_t

" dren visit the farm and partici
lessons presented by agriculture
program, in addition to enhgn ng
students' communication skills, pr
tunities for many pre-high school
regards to the world of agricultut
Furthermore, Fullerton High S__c_:haol
lished weekly farm sales in W'l'_li
eggs, as well as fresh floral di
able for purchase. Through thi fa
sales, students at Fullerton Hig
been able to effectively market:th
their SAE projects.

Through the marketing of FE E
Fullerton High School has been 4
the local community about hap
the agricultare facility. As aresiih.
nity gains an appreciation for?_ :
program, as students demon_stl_@tﬂ
ing tools.

Summary

Successful integration of agt

(continued on page 23]
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hhh...the last bell of the day has rung,
Ayou’ve just popped open an ice cold bev-

erage, and you have a quiet moment to
peruse the mail. Have you ever stopped to con-
sider why you buy the type of soda you do? Or
the type of car you drive, or just about any-
thing? Almost all purchases are influenced (o
some degree by marketing.

A major misconception is that marketing and
advertising are one and the same. They aren't.
Advertising is just one of the many components
of marketing. Processing, packaging, distribut-
ing, pricing, and merchandising are all part of
the marketing process,

Did you know that marketing employs more
people in agriculture than any other area? In
fact, 32 percent of agricultural jobs are in mar-
keting, merchandising, and sales (USDA).

Are you adequately preparing your students
for this exciting and expanding career area? I
$0, you can turn the page. If not, this article will
provide guidance on where to start and give
examples of how to use the National FFA
Organization's competitive programs to give
your students hands-on experience in marketing
and sales to complement their classroom work.

You're still with me. That must mean you
would like to find out more about teaching
agrimarketing. First, you'll want to find out
what curriculum materials and opportunities for
inservice training are available. Contact your
state staff and review materials developed for
use in your state. Also, the National FFA
Organization has developed a set of instruction-
al materials complete with handout and trans-
parency masters. For a free set of these materi-
als, see the end of this article.

The introductory portion of FFA's instruc-
tional materials covers the ever-evolving face
of agriculture, where marketing fits into the
picture, careers in marketing, and educational
levels necessary for each. The next section of
the matestals covers econotnic fundamentals
such as capitalism, supply and demand, compe-
tition, and consumer choices. From there, the
students will learn how to develop a marketing
plan, leading to competition in the marketing
plan project. The recommended classroom time
to complete the teaching plan is 12 hours.

Ray Chewleski, FFA advisor from Presque
Isle, Maine, began teaching marketing in 1975.
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His team took home top honors in the
Marketing Plan Project Competition in Kansas
City this past year, He says, "This competition
gives students a real look at the community.

They have a chance to practice what is learned
in the classroom.™

The Marketing Plan Project competition con-
sists of three parts: a written plan, a live presen-
tation, and a question and answer period. The
written plan includes an analysis of the market,
a business proposition, an action plan, the pro-
Jected budget, and an evaluation,

Chewleski says, "I've found that stedents
respond to real-life situations with a great deal
of enthusiasm, rather than developing a simu-
lated model." His team developed a plan to
market a local commodity- salmon. The tanks
are in operation today. A tnodified example of
Presque Isle's winning marketing plan entitled,
"SALMON: From Tank to Table,” appears in
the accompanying box.

To get your students involved, have students
prepare marketing plans based on:

s their SAEs

* local businesses or industries
s chapter fund raisers

» chapter facilities

Chewleski says they do marketing plans for
every type of project that the chapter plans on
doing. For instance, one of Chewleski's stu-
dents prepared a marketing plan for raising
gold fish. A market was identified and plans are
being developed to use one of the school tanks
to market 1,200 goldfish, which translates to 12
cents per fish or $144 a week.

A related competitive event you can use to =

FFA Marketing Plan presentation by FFA inembers from

Walla Walla, Washington, af the 1992 National FFA
Convention.

|



» understand and demonsteag
ness sales process :

THEME ARTICLE

= apply advertising and prome;
to agricultural sales

* build custemer confidence iy
and products '

= use market research data tq
goals and target customers

« write a cover letter and co}np_
application

» develop their interview ski

« identify career options in a

For more information on FE
Plan Project Competition and
materials, and/or the Agricalty;
Contest, contact Greg Egan atN;
Organization, P.O. Box 15160,
22309-0160, 703/360-3600.

The Marketing Plan Proj'_ct”
Rhone-Poulenc, and the Agriculf
Contest is sponsored by Asgro

Kentucky FFA members present their marketing plan in National FFA competition.

enhance student's classroom experience is thg
Agricultural Sales Contest, Keq Johnson, agri-
culture instructor in Gilbert, Arizona, coached
his team to second place in the national contest
last year.

Johnson says, "The Agricultural S.ales. /
Contest brings more life into the agribusiness Company, both as special proje
curriculum. It causes the students to get out and National FFA Foundation.
research products on their own. Their‘ eyes are wun
opened up to all the factors mvol\Ifad in market-
ing an agricultural product, and th1s_ helps them
realize there is a lot more to marketing than
selling a product over the counter.”

The Agricultural Sales Contest helps stu-
dents:

Retferences
__.(1988). Employment Opportu; 1;':_5
Graduates in the Food and Agricultur: ] ‘
Washington, D.C.: USDA, : 'agm:u!—
§ education,

A Medified Version of the Presque Isle Marketing Plan

"SALMON: From Tark to Table"

' - . . - . - Ie
Analysis of Market: Several options for utilizing the aquaculture 1aborat0r-y .eXIS];E(.i’ ;n;lul({hr:i ;22;:5 s;skt\ﬁ; |
i i i i i ising tropical fish, and raising bait fish. Re ]
retail, stocking private and public bodies of wat'er, raising dr : . E
were selected%)ecause of the ease of sales and licensing, reduced transportation, and a high demand

i i i to have
Business Proposition: We propose to raise Atlantic Salmon to a size of five to seven pounds. V;/'i: gslatr]ll folate
open every Friday afternoon throughout the year. Several measures are cugenﬂydntl) plgce thar}t hfam i ?i :ued wpp .
i i to conduct our production and business. 1he conlr a .
marketing plan. The school has provided the space tod SuPD
administrgagon is necessary for the success of our plan. We have taken steps to meet governmental regu :

production and sale of fish. N ) ‘ o
Action Plan: To achieve our goal of letting the customers select their fish, we des1gned. our pr?d?git:;r; ;frJn -
customers coming through without disturbing the fish or our equipment. The siles ro}iums 1;611;);; 2 o di,nn:éf
i iti lect cash from the customer. As well a _
repare the fish, wrap it in butcher paper, and col ‘ | . T
glscl)) gelatour of a uill)iquc and novel aguaculture operation that connects the community t© the school program

i total
Projected Budget: We are basing our budget on an expected yield of 200 Pounds per t'ank ez&ch. yfzg‘ i(:irnag ety
pounds. Feed costs are based on 2.5 pounds of feed per pound. Our total equipment cost 1S depreciate (a1
depreciation over a seven-year period.

i i i arketin
- Evaluation: To evaluate the success of our marketing plan, we will be looking at each step of our mar £

Elit
. . . " . he I'ICB rec
proceed. We will keep track of our sales and their frequency, the costs involved in raising the fish, and the price

0 ens aintai etitive prt
the fresh fish. We will also maintain contact with area grocery stores to ensure that we mdmtalgta I;z{{niig e
‘end of each quarter, we will assess our sales and expenses to check that we are operating a pro ._

not, we will look at ways to change our business to operate with a margin of profit.

THE AGRICULTURAL EDUCATION MAGAZINE

| | Commodity

Commeodity Marketing Activity contin-

ues to grow in size and scope, offering
students the opportunity to learn about a critical
aspect of farming--making timely and efficient
marketing decisions using all available tools.

F ive years after its inception, the FFA

For years the agricultural community has
focused on the production end of agriculture,
measuring success on who grew the most crop
and who had the best yields. Left out of this
"bigger is better” thought process was the key
ingredient {o the agricuttural operation--mar-
keting. No matter how great the yield, it is dif-
ficult to exchange higher yields for poor mar-
keting decisions that result in lower, and in
some cases negative, bottom lines. That's why
we consider the Commodity Marketing
Activity such a vital aspect of today's agricul-
ture program. This program focuses on the
marketing aspects of farming. It is not simply a
contest that teaches students about the use of
futures and options, although that is a signifi-
cant goal of the program. The activity is devel-
oped to use all marketing tools available to the
farmer in marketing commodities. From cash
sales, to futures sales, to option strategies, stu-
dents buy and sell just as a farmer would, only
the student is not using real money. The
Commodity Marketing Activity, developed by
the Stewart-Peterson Advisory Group, the
National FFA Foundation, the Chicago Board
of Trade, and the Chicago Mercantile
Exchange, uses real-life situations in which
marketing decisions are made. This is not sim-
ply a program that has a right or wrong answer,
Each year is different, and marketing decisions
are adapted according to the market forces in
place at the time of the contest. That is the por-
tion of the contest that we find the most excit-
ing. Because it is based on market activity at
the CBT and CME, students are able to use
real-life marketing tools (the local paper, a
Data Transmission Network quote screen,
world news events, ete.) to make their deci-
sions. Not being a static event also gives stu-
dents the opportunity to learn that making mar-
keting decisions is constant, and being well
informed makes making those marketing deci-
sions more important.

Agriculture students may participate in one
or both levels of the competitive activities
designed to develop their understanding and

application of economic principles and com-
modity marketing strategies.

The Chicago Board of Trade sponsors the
Commodity Challenge. Participants select and
study a commodity of their choice and com-
plete a self-directed report provided by the
sponsor for review by an impartial evaluation
committee who ranks the applicants from their
state. State winners receive a $100 savings
bond, and their application is forwarded for
competition with state area winners from spe-
cific regions. Area winners and their
mentor/advisor participate in a unique seminar
in Chicago, hosted by the CBOT. One of the
highlights of the program is an opportunity to
participate in a trading session on the floor of
the CBOT. Participants must register with the
CBOT by February 1 to be eligible to compete.
For the 1993 competiticn, 2526 FFA members,
representing 206 chapters in 22 states enrolled.

In our discussions with several teachers
throughout the country that participate in the
program, we have found that several students
also take the work home with them, discussing
the markets with parents at the dinner table. We
find that this is an added benefit that no one
could have planned. The program gets the stu-
dent involved, realizing that farming is not just
about growing crops. Following is a brief
description of how the marketin g part of the
program works.

Each student team, made up of four to six
students each, is given a model farm that must
market 25,000 bushels of corn, 10,000 bushels
of soybeans, 10,000 bushels of wheat, two con-
tracts of hogs, and iwo contracts of cartle dur-
ing the contest. The goal: earn the highest pos-
sible vatue for their commodities. A maximum
of 30 points is awarded to the team with the >

Team members develop the abiliry to work cooperatively
with others in problem solving, decision making, and
negotiating the market strategy. (Photo courtesy of
Willmar AgTechnology Department)
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ok

Participants check daily market

highest net dollars (total revenue, n}inus .
expenses). An additional 20 points is carned.m
market action points, which reward teams ufi-
lizing a variety of marketing ghiernatives,

Points are awarded as follows. Tor each com-
modity in which a team execules an order,_they
receive three points. A maximum of 12' points
is available in this phase of the competition.
For each futures or options transaction which is
entered and exited prior to the end of the com-
petition, a team receives two points from a total
of eight points available.

Each team, using a toll free number, phones
their weekly decision to their broker (the spon-
sor). Team members are required to calculat'f:
the cost of implementing each of the strategies
selected during the eight-week marketing activ-
ity.

Teams are allowed to use a wide variety of

prices on the monitor teased from D.T.N. The data is useful in

making informed decisions on the most appropriate marketing strategy. (Photo courtesy of
Pipestone Agriculture Department)

marketing alternatives, including futures,
options, and cash sates. The students use cur-
rent market prices and information to make
their decisions. Teams that rate the highest,
based on the financial success of the model
farm, are then tested to determine just how
much they've learned during the marketing
aclivity. The sponsors mail a 50 question
closed notebook and a 50 question open note-
book examination which evaluates the partici-
pants’ knowledge of the markets, as well as
their accuracy in recording factors impacting
the market during the trading session. Scores
from hoth exams are combined with the earn-
ings from the transactions to determine the final
ranking of each team. A $300 award and plaque
are provided to the high scoring team. All par-
ticipating schools receive a certificate.

Teachers report that the opportunity to be
invoived in a relevant, experiential learning
activity motivates students to study and to learn
the intricacies of commaodity marketing. In
addition to incorporating critical and higher
order thinking skills, the concepts of interpm.'_
sonal relations, cooperation, team work, deci-
sion making, problem solving, persuasion, and

THEME ARTICLE

Communicating the week's order 1o ihe:
st make ai least one marketing frans
ing the 8 week trading session. (Photo cojry,
Ag Technology Deparament)

negotiation are developed. Real

is achieved through the required
weekly transactions to a reaf
ity provides an exemplary op
grate and apply knowledge inar
relevant, learning experience; La;
tion increases the involvement of
representatives of agriculture a
in the instructional program: Stude
learn how national and global ¢
impact markets. :

Originally started as a pilotp
Mintesota with 40 schools and
participating, the project has mi
400 schools and over 4,000 studen
states. We believe that there ar
the Commodity Marketing Activit
for students to receive real-life
using markets, including how
changes affect the profit of a farm
tion. The second goal is to helpstu
mine what factors are important.in m
good marketing decisions and he
ize those decisions on a day-to-da
Building a good market under:

di
high school level will help make fulite-
agribusiness professionals keenly ¢
to use the commodity markets to
itability market commodities.

For additional information cpntac
Peterson, Stewart-Peterson Advis

Manager, Chicago Board of Tra
Jackson, Chicago, 11 60604, of _Pa_
Program Specialist, Agricujure/Ag
Education, 725 Capitol Square Buil
Cedar Street, St. Paul, MN 55101

Tn the January edition the bookslis
had two books with an incorrect copYHié
Modem Agricultural Mechanics and M¢
Agriculture, published by Interstate PU!
Inc., were recently updated. The correct
date for both books is 1992. :
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very year more and more teachers and

students from across the U.S. and Canada

are discovering a new and exciting way
to teach and learn economics. It's called
Commodity Challenge.

Commodity Challenge is a program designed
to give students a well-rounded background in
economics, using world events and the com-
modity markets as educational tools, By
researching a commaodity of their choice
through a series of activities, students develop a
strong working knowledge of supply, demand,
and price discovery in a fun, practical way.

Sponsored by the Chicago Board of Trade,
Commeodity Challenge has been nationally rec-
ognized by the National Council on Economic
Education, National Council for the Social
Studies, National FFA Foundation, and the
Canadian Foundation for Economic Education
as an exciting educational program.

More than 600 schools throughout the U.S,
and Canada participate in Commodity
Challenge each year. What is interesting about
Commodity Challenge is it encourages teacher
flexibility. Teachers have done everything from
presenting the material in their classes to estab-
lishing clubs or assigning the project as inde-
pendent study, since the material is self-
explanatory. And students have enjoyed the
learning experience as well.

As Amy Killian from Onalaska High School,
Onalaska, Wisconsin, said, "Commodity
Challenge was one of the best learning tools a
college-bound student could have. Not only
does it provide an excellent course in econom-
ics, it teaches participants the true meaning of
hard work, dedication, and focus." Amy is one
of the more than 45,000 students who has par-
ticipated in Commodity Challenge since it was
piloted in 1988,

The Specifics

All students who register for Commodity
Challenge receive a booklet describing how
they can be a part of the program. The first step
is choosing a commodity or financial instru-
ment traded on a futures exchange, such as
corn, soybeans, wheat, T-bonds, or whatever is
of interest to them to study. Students are highly
encouraged to follow their commodity in the
newspaper to find out what economic factors

might influence the price. They then complete a
series of activities designed to teach the basics
of supply, demand, and price discovery.

Once students learn the basics of supply and
demand, discover why prices move, learn to
read the business sections of newspapers, and
see how prices are reported, they are ready for
a five-week trading exercise. By paper trading
the commodity they have been studying and
continuing to research the fundamental factors
affecting prices, students begin to see a bigger
€conomic picture.

At the end of the research activities and trad-
ing exercise, students complete a summary
report. The student text outlines the information
to be included, but creativity and individuality
are encouraged in writing the final report.

Students who do an outstanding job complet-
ing Commodity Challenge have an opportunity
to receive several awards, including U. S. sav-
ings bonds and a three-day, educational and
cultural trip to Chicago. The all-expense-paid

trip (continued on page 20) =

Cassie Kormylo, Boise High School, Idaho
Commodity: Silver
Member: Kevin Waring
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Teaching Agriscience

By SHEILA BARRETT

Ms. Barrett is an agriculture
teacher at Fullerton High
School, Fullerton, CA.

=3 ) ]ierton High School taught agriscience

. many years before I started my teaching

: career. However, it was not until 1985
thal the teachers began labeling their curricu-
lum "agriscience”. As a result of this labeling
and curriculum restructuring process, the pro-
gram has received cross credit for life and
physical sciences, as well as university elective
credit.

Fullerton High School is not alone in it's
relentless drive to incorporate science into the
agriculture classroom. Schools throughout
California and across the nation have begun
their agriscience journey. However, many
teachers request assistance getting started and
developing techniques which will work best in
their classes.

The following laboratory exercise has been
successfully utilized at Fullerton High School
and is one of the introductory labs which can
teach students relevant agricultural concepts
and scientific skills.

Nutrients in Food/Feeds

Most agriculture instructors teach a unit on
feeds and feeding. During this unit we explain
to students the types of feed we should feed to
our animals, of what the feed is composed, and
how the animal breaks down the feed in its
digestive system. In the following laboratory
exercise, the students will learn the composi-
tion of the feed in this simple, thought-provok-
ing lesson.

Purpose

In industry, agricultural scientists perform
nutrient analysis on new [eeds to determine the

nutritional value of the feed. In this experiment,

students will perform similar chemical analysis
on feed samples in order to identify the nutri-
ents contained in each sample. During the lab,
students will be testing for water, sugar, starch,
fat, and protein.

Materials
Safety Equipment - goggles and a lab coat

Agricultural Products - whole milk, alfalfa,
corn, barley, oats, sweet feed, and brown
bags

Science Equipment - hot plate, large beaker,
test tubes, test tube holder, test tube rack,
and a crucible

Chemicals - Benedict's solution, Lugol's
itodine, and Biuret reagent
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Procedure

Caution: Put on safety ggg
apron. Leave them on f;
investigation,

Helpful Hint: 1t works best
feed so that the chemicy
feed nutrients and not jy

For Best Results: Divide yo
groups of four people
set up with enough mit
groups do not have tg g
in order to conduct all f

1. Test for Water

Place a feed sample in ]
a test tube holder, hold
tube over the crucible;’
until only a residue rem
that condenses on the gl
test tube is considered 'w
densation occuss, the sam
possess water. Complete
six samples,

2. Test for Sugar.
Add 5 mi (10 drops) of
tion to a test tube contai
ple. Heat gently in a botli
The solution will turn g

depending on the amou
Complete this test on al

3. Test for Starch .
Place a drop of Lugol's'io
sample. The drop will ¥
starch is present. Compfet
six samples.

4, Test for Fat

Rub a sample of a solid fo
few drops of a liguid fo
brown paper bag. Hold,
light. If the food contaus
a translucent spot that _w11

six samples.

5. Test for Protein
Add 2-3 drops of Biurett
tube containing a feed s
change from pink to pu
presence of protein. Coml}
all six samples.

Observations

As the students are complﬂﬂﬂ
(Continued oft pag

FEATURE COLUMN

dvisement
at If | Don't Know......"

i The owl is a time-honored emblem of
knowledge and wisdom, I hope that
my advice will always be based on

true knowledge and ripened with wisdom."
These familiar words of the FFA Official
Opening Ceremony are well known to the thou-
sands of agricultural educators and FFA advi-
sors who work with FFA members across the
country,

Bat let us pause for a moment and examine
the thoughts of individuals who, in writing the
opening ceremony, used the word knowledge in
the response of the FFA advisor. Certainly, one
can only imagine the array of opinions that may
be offered on what is meant to have knowlege
as an FFA advisor. No mafter what the opinion,
an FFA advisor should recognize a certain
degree of self-responsibility and accountability
in acquiring knowlege about FIFA and FFA pro-
grams. The knowledge sought will then enable
FFA advisors to provide for achievement with
students, communicate a purpose for the local
program, and establish a supportive relation-
ship with the communities they serve.

So what responsibility for acquiring FFA
knowledge does an FFA advisor possess? The
responsibility is unlimited! How often as advi-
sors have we experienced our own colleagues
simply say, "I didn't know when the awards
were due”, or "No one told me the rales had
changed", or "How was I supposed to know
what ime the contest started?”, or "How can
we compete against your chapter when you
always win?" Again, the all-too-familiar ques-
tions relate right back to the individual account-
ability of the FFA advisor seeking and acquir-
ing knowledge and being well-informed about
the FFA and its many diverse program offer-
ings. Yes, it is a fact that those FFA advisors
serving in leadership roles and making deci-
sions about FFA programs have a reponsibility
to inform and share knowledge to their peers
regarding due dates, changes in contest and
award programs, new programs, and expecta-
tions or qualifications for "winning" in FFA,
The ultimate responsibility, however, still lies
with the individual FFA advisor being account-
able to acquire the appropriate knowledge and
seek the answers to the aforementioned familiar
responses and questions, rather than shift the
blame or claim they didn't know.

Student achievement, recognition, and suc-

cess in the FFA bear a direct relationship with
the FFA knowledge of the advisor. So where or
how does an advisor, especially a new or begin-
ning teacher, acquire FFA knowledge?
Agricultural educators must start by reviewing
their own personal philosophy of FFA and
accepting that FFA is an integral part of class-
room instruction in order to teach/advise stu-
dents/members about FFA activities and pro-
grams. Agricultural educators and FFA advi-
sors cannot honestly respond, "my students
never win," if they don't accept FFA as an inte-
gral component of the instructional program,
even though some students are not interested in
FFA. Agricultural educators/FFA advisors must
start by believing that it is important to teach
and share their knowledge of FFA opportuni-
ties as a part of the classroom instruction. After
all, what responsibility do FFA advisors have
to acquire FEA knowledge if they don't believe
they must share and impart the knowledge and
opportunities of the FFA as a part of classroom
instruction?

But back to the question—how does an FFA
advisor acquire knowledge about the FFA and
its programs, changes in a contest, and expecta-
tions for students to win? They must read;
attend workshops, conventions, professional
conferences, and FFA meetings above the local
level; make phone calls to other advisors and
FFA district, state, and national officials; and
ask questions! Then comes the "What if's.”
"What if | don't know who to call?" Call a near-
by FFA advisor and ask questions! Call your
supervising teacher or teacher educator at the
university and ask questions! Call your State
FEFA Office and ask questions? "What if I don't
know..." ASK QUESTIONS!

Advising members of the FFA begins with
the FFA advisor. Accepting the responsibility
and accountability to be well informed, compe-
tent, and knowledgeable about the FFA and
FEA program offerings is the job of the FFA
advisor. Developing knowledge and under-
standing of FFA programs, as well as students
on an individuat basis, will enable the advisor
to match FFA opportunities with students and
help them recognize areas where they may
achieve and be successful. Successful FFA
advisors provide guidance to students that is
"based on troe knowledge and ripened with
wisdom." |
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Karl Jorgensen, S1. Panl Public School, Nebraska,

Commodity: Feeder Cattle
Member: Lawrence Corbin

Economics Program...

(continued from page 17}

C

is reserved for students and their teachers sub-
mitting the top pm]ects in a state-wide competl-
tion. During their stay in Chicago, state winners
see the markets in action, attend classroom ses-
sions on commodity markets, and see several
Chicago sights. One of the highlights of the trip
that students enjoy the most is standing in the

P
0

5

trading pits on the exchange floor with Chicago
Board of Trade members.

David Roebel of Saint Maria Goretti High
School, Hagerstown, Maryland, was one of 45

state winners who attended the: 1

last June 27-30. In his words, "Thi
taught me a lot about the law of g
demand, I got to see it in action rat
reading about it in a book."

is well underway with 48 states ;

Trade requires teachers to regi
who wants to participate in Corm
Challenge. The annual regis

Chicago Board of Trade sends
the necessary materials and inform
Conunodity Challenge, inclidjs
each student regjstered. Teacher;
an informational guide giving: th
ideas and suggestions for the:]

students can participate, call Rich
Chicago Board of Trade senior mg
ager, at 312/435-7206.

Chicago Board of Trade has dy
materials explaining how the,
work. For those interested in}
about the agricultural markets, cal
Board of Trade at 312/435-3558
agricultural publications catalo,

ommodity Challenge award prog;

To Get Involved__
This year's Commodity Chalién

articipating. While this vear's e
d is closed, there's always the gt

To join the challenge, the Chicy

tudent. Once students are regist

If you'd like to find out how

In addition to Commodity Chal

Teaching Agriscience
(continued from page 18)

exercise, have them record the findings for
each test sample. The simplest method for
recording their observations would be to have
them develop a chart in which the feeds are list-
ed in the far left column and the tests are
labeled along the top. Then, as the students
complete the laboratory, they should answer
"yes'" or "no” to determine if the nutrient exist-
ed within the feed sample.

Conclusions

The students need to explain the "so what" to
the laboratory during the discassion of the con-
clusions. Some questions that students should
address in this section include:

1. Why would agriculturalists want to know

what nutrients exist in each fé'e'

2. How could agrlculturahq ;
tion wisely? '

3. OF the feeds tested, whic W
sider the most nutritious and W

4. If you were going to compie
again, what additional informat
valuable in determining a balan
your livestock?

Summar

The agriscience journey ¢4
with rewards for the student;
the program. Students can gras
awareness of the scientific role
while instructors can strengf
resulting in a program meetiig
tion requirements,

Agrisales and Marketing

(contimted from page 9}

ing skills. It has become a true problem solving
profession, utilizing complex technology and
people skills. There are excellent opportunities
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for those who prepare thems
proper academic and real-wo

Referen
— (198-). Employmcnt Opportumtl
Graduates in Food and Ag!‘l_c“
Washington, D.C: USDA.

ies, 1A,

he need for developing an awareness of

the global nature of the agricultural

industry has become one of the major
issues of our time. It has become increasingly
apparent that if people are to be considered
educated in agriculture, they must be cognizant
of the interrelationships of various agricuttural
systems and the governments, cultures, and
societies in which they function. It is no longer
sufficient to know how to produce food and
fiber and conduct or manage the many tasks in
today's agricultural industry. Development and
enhancement of one nation's agricultural sys-
tem 1is unavoidable, interwoven with those of
other nations. If these developments and inter-
relationships are to be successful, it is critical
that students of agriculture and agricultural
educators learn as much as possible about sys-
tems of agricuiture in cultures and societies
around the world.

The basic mission of agricultural education
is to foster human development using agricul-
tural knowledge and skills as the context for
learning, leading, and achieving success in
one's chosen educational and occupational
endeavors. Pursuant to this mission is a grow-
ing need for students, adult learners, and educa-
tors the world over to develop an understanding
of world agricultural systems and their impact
on production, processing, and marketing of
foed and fiber locally, regionally, nationally,
and internationally. Tn addition (o these national
needs for awareness, the total agricultural edu-
cation family needs to improve relationships
with organizations in other countries by devel-
oping new cooperative initiatives and enhanc-
ing present educational programs. Additionally,
there is a critical need to expand educational
programs in agriculture which take advantage
of the rich cultural diversity of this and all other
countries. All cultures have their roots in agri-
culture, and we must build on this heritage.

To address this need requires the creation of
a systematic approach to program development,
Specifically, the following major concepts pro-
vide the raticnale for the development of a sys-
tematic approach to internationalizing agricul-
ture education:

1. We need to vitalize current programs of

agricultural education worldwide.

2. We need to internationalize every part of

the agricultural education family of orga-
nizations.
3. We need to develop cooperative relation-

ships to start new initiatives in agricul-
tural education worldwide.

4. We need to foster development of agricul-
ture programs in other countries,

3. We need to develop new organizations
and enhance existing organizations of
youth and adult leadership (FFA, NYFEA,
etc.) where needed and desired.

6. We need to share the successful experi-
ences of youth development organizations
in agriculture worldwide to test new pro-
grams, new activities, new ideas, and
develop communication networks for car-
rying out these activities,

7. We need to share agricultural instructional
strategtes, activities, and programs with
educators around the world.

8. We need to share curriculum materials and
curriculumm designs with instructors
around the world.

- 9. Our students, teachers, farmers, and other
agribusiness persons should be encour-
aged to have on-site experiences on a long
and/or short-term basis in other countries.

10. We need to build an emphasis on cultural
diversity into all educational pregrams in
agriculture worldwide.,

Selected Activities to Internationalize
Agricultural Education Programs

Role of FFA

Awards program for student involve-
ment in international programs.

Student exchanges.
Work experience opportunities,

Help establish/erhance youth organi-
zation in other countries.

Youth leadership camps in other coun-
tries.

Role of Teachers

Awards program for teachet's efforts
at internationalization of program.

Teacher exchanges. -

THE AGRICULTURAL EDUCATION MAGAZINE 21




Multiplier effect - locally, regionally. internationalize an

task forces.

Economist
Forest Products Merchandiser
Insurance Agent
Financial Analyst

Teaching Agrimarketing

{continued from page 5)

Teacher international internships .

Initiate and suppg

Teacher teach international seminars. :
- to conduct internafioy

dent on maximizing its productivity of

Instructional materials development. Network with o human resources. Students will Market Analyst

. . elwork with o 3 . . :
Help establish local agricultural edu- encourage e ducﬂltl' : understand hO‘W hgman relations can impact the FOO'd SGI:VICE: Manager
cation programs in other countries. a success of agribusiness and career advancement Marketing Manager

of international edg
Role of The FFA Fuunda{m
PO TR Loundation
Seek appropriate ndi

Human Resource Development Manager
Purchasing Manager
Policy Analyst

Role of Teacher Educators of employees.

Curriculum development at under- Infusing Agrimarketing into the

grafiuate lcvlel with emphasis on inter- internationalizatioy o Curriculum Real !E‘Stalc Broker

national agriculture. ] Retail Manager
Sell the concept of In order for agriculture teachers to make Sales Representative

Teacher educator exchanges, to potential sporisos immediate advances in reorienting the sec- Wholesale Manager

Teacher educator internships. ondary agriculture curriculum toward agrimar-
keting, an infusion of agrimarketing learning
outcomes into all courses and at all grade levels
must occur, For exampie, rather than teaching
about the various breeds of beef in your ninth
or tenth grade introductory courses, begin by
studying where beef is produced in the world
and what consumer demands are today. You
may find that you have less time to study spe-
cific breeds, but that the breeds of beef studied
reflect consumer and world market demands,
Students need to be introduced to agrimarket-
ing concepts in all introductory courses to
inform them about career opportunities and
motivate them to get involved in advanced
courses that stress agrimarketing. Also, teach-
ers have three new FFA activities that can be

Technical Service Representative

Develop linkages wij
Government Program Manager

Teacher teach international seminars. development agene

Assist in developing teacher education
in agriculture.

Foster developmen
have i 1nternat10rjal e
panenis, P Teachers Hold the Key

For agrimarketing to be infused into the cuz-
riculum, teachers must act as change agents in
the process. This will require that model pro-
grams be established, such as the East Magnet
High School for Agribusiness and
Environmental Sciences in Kansas City,
Missouri. More importantly, all agriculture
teachers must commit themselves to this chal-
lenge. States will need to provide opportunities
for teacher inservice through courses and
iriternships with industry. Also, preservice

Collaborate in conducting research on
agricultural education in other coun-
fries.

Role of Young Farmer Organization

No other programmatic effo
potential to revitalize and build
agricultural education than the fo
tionalization of all activities in th
There is a tremendous internatio
ing for development of progr'_a'
agricultural education/FFA as 1

Farmer to farmer exhanges.

Work experience programs,

Farmer leadership development pro-
grams in international seminars.

Role of Postsecondary Student Organization

Awards program for involvement in

international efforts.

Exchange programs.

Work experience opportunities.
Role of State Supervisors

Exchange programs.

Policy makers exhanges.

U.S.A. To be prepared for devec
expansion for this frontier, we mirg
systematic approach in which'edq¢
zations contributes, The opportuni
that preparation for this internation
have to occur at the very time we
help harness the agricultural &
the world. The challenge is h

used as fools to provide unique learning oppor-
tunities in sales, commodity marketing, and
market planning. In addition, students can pur-
sue supervised agricultural experiences in a
variety of areas that will prepare them for
careers in agrimarketing.

Examples of job titles in agrimarketing include:
Account Executive

teacher education will need to adjust cusricula
to ensure that appropriate academic preparation
and experiences are included in teacher training
programs. The result of these efforts will be
students who are prepared to meet the chal-
lenges that careers in agrimarketing hold for
them and the increased ability of American
agriculture to compete in the world market-
place.

Internships. ) L Accountant
P is here, we must act now, Wha Advertisine Manager References
Assist in developing agricultural educa- g g Beierlein, James G. (1988). Farm Economics, Cooperative
do to internationalize your palt 0 Appraiser ; ?
tion programs, 9 PP ; Extension, State Coltege, PA: Pennsylvania State
sion? Commodity Broker University.
Foster internationalization of state's cur- Auditor

Couller, Stantor, Goecker. (1988), Employment
Opportunities For College Graduates in the Food
and Agricultural Sciences. United States Department
of Agriculture, Washington, D.C.: USDA.

riculum.

Role of FFA/Agricultural Education Alumni
Exhange programs,

Consumer Information Manager
Business Manager
Export Sales Manager
Credit Analyst
Food Broker
Customer Service Manager
Grain Merchandiser

Winterton, Joycce. {1992). The Industry Too Big To
Ignore. Overland Park, Kansas: American Careers,
Carecr Communications. B

Sponsoring FFA international efforts of
stodents.

Provide awards for international efforts
of students/teachers,

Agrimarketing is the one tool we do not want
our students to graduate without!

Agrimarketing-ATool Every . ..

{continued from page 12}

Sponsor travel seminars for alumni.
Rale of The Council

Foster internationalization of all sements
of agricultural education in U.S.A.

References
. (1987). Farm and Ranch Business Management,
Moline, IL; Deerc and Company.

the classroom and FFA/SAE are essential for
any progressive agriculture program. Through
classroom instruction, students gain an appreci-
ation for the necessity of marketing their prod-
ucts, whether it be a consumable good or them-
selves. In addition, the desire to incorporate
marketing strategies moves beyond the class-
room and quickly becomes an important con-
sideration for FFA and SAE programs.

Sponsor a periodic international confer-
ence on agricultural education.

.(1990). Marketing-Reading Today's Consumer,
Madisen, WI; Wisconsin Milk Markeling Board,

Feature Column
o Research on (€d

.(19%0). Marketing Plan Project - Instractional
Packet. Alexandria, VA: National FFA,

Formulate policy to infuse a global per-
spective into all programmatic efforts.

Samson & Little. {{985). Visual Merchandising -
Planning and Techniques, Dallas, TX: Southwest
Publishing. B
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Protectm g _ _ur Envuonmen‘t-l %

In the past decade a small yet vocal mmorlty

.ﬁ; has begun to make the public aware of the extent
- of the damage that has been done to our env1ron- '
 ment: With the dawn of the mdustrlal age; the-
empha51s in all types of productton was placed on
- maximizing output Whﬂe mmlmlzmg 1nput and

o - little thought was given 1o its.impact onthe erwl— -:.:
ronment.. This ideology has carried over into'pro--

duction agrtculture as well, and now. the publlc_l
" sending up a ¢ry-of protest. ‘The environment

" must be preserved for future generations; and the - |
. pubhc believes that current farmmg practlces are: ;'-;: :
. not meetmg this need : '

.+ 'This presents agrlcultural educators W1th a dualz.f:'f'.
rolein protecting our environment: Our first Chal-- :'

i lenge is to teach farmers ‘and farm operators’ -
about environmentally: sound farming methods

.-This could range from using simple modification = | .-
i traditional production practices to utilizing sus-:

_ . tainable agriculture techniques. Producers must -
- understand how they are harting the environs ="

- ment, if they are to prevent future damage to'it, -

- Our second challenge lies in educating the pubhk -

- about the conservation techniques that are cur-

o rently being used by farmers to protect the envi= ©
- roniment, This will provide moré public support 7 <| .
o for the fdrmmg industry, and in turn, make it easi- [
erfor agnculturailsts to- employ env1r0nmenta]ly DT

~sound practices.: _ L _
' Envn'onmental problems attrlbuted to agricu}~ :

7 Most of these problémis can be significantly. "
ot reduced by aIternattve agrlcultural practtces For

- ing crops on a particular field caii reduce the!” -
* amount of nttrogen that must be applied to that
field: This, in turn, reduces the amount of hitro- -
gen that will move into groundwater and streams,

. - anditalso decreases water pollution. By teaching - |
- ‘agriculturists the benefits of techniques like crop. - .~

_' 5 . rotatlon 1n£egrated pest mana},ement $6 0
Uvation; “and improved animal productioy g

- we can begin to reduce the farmer's deperida
" | on chemicals and also reduce the damage doy
L our env1r0nment

Agncultural educators must also teach the

'hc about env;ronmentally sound practices ¢
i currently ‘being used, because agricultura) il§
|-+ ey is the industry's greatest enerny A smal
|+ vocal segmetit of the population is using in
- plete and linstibstantiated points of inform
““sway the general public against farming and
'farmtng practices. As agrtcultural educatnr‘;
. our responsibility to fill in the missing inforimg
<= tion-and further explain the current agricultu
s "practtces in use: Agrlcuiturallsts are often po
. trayed as environmental enemies, when in g
arthe agnculturahqt must preserve the environ)
- ~in'order to preserve their way of life. 1t is ofte
. the' consumer market demand which pressu
agrlculturahsts to: produce products that requ
~the use of environmentally unfriendly practi
- For example, the consumet demand for unbi

ished fruit has lead to increased application:

|- pesticides and fungicides in fruit production
_1nform1ng the: public’ about sound environmich

“practices in use and giving them less idealistic

“expectations for agricultural products, we ¢a

- enhance the relatlonshtp hetween the agricu
L ISt and the environment. :

e ture include surface and groundwater pollution by |

“agriciiltural chernicals, soil érosion; and: antlblotlc_-” =
“and pesticide residues i m foods; among others. .7

Agncuitural educalors must play a dual 10

-protectmg the énvironment 1f it is to be pres

- for future generations; First, we must teach |

- agriculturalists that cnvironmentally sound far

- ing practices actually do work, ‘Secondly, w

. must teach the public to have realistic expec
" tions about both agricultural practices and pro

+ - uets. Perhaps by working together the agricult

- alist; agricultural educator, and public can stat
o agncultural revolution ¢éntered around preset
..mg the env1r0nment for future gene1 rations

T Heather Peters is-an undergraduafe student in agrtcuitural educanon at Penn S!ate Her essay rece.'ved top honars in the A"Pha Ta
: _Natronaf Essay Conrest held thfs past November o o . :




