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Getting Plugged In 
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BECK AG

Animal Agriculture
Dairy
Equine
Beef
Swine
Companion Animals
Poultry

Digital Agriculture
Precision Ag Solutions 
Imagery Solutions
Decision Ag Solutions
Solar Energy
Irrigation Equipment
Financial and Marketing     

Solutions

Other
Equipment
Sustainability Programs
Turf and Lawn Care
Pest Control
Forestry and Land Management
Agriculture Policy
Transportation
Rural Lifestyle/Small Acreage
Conservation Tillage
Nursery/Greenhouse
Golf Courses

Creating and executing on data driven go-to-market strategies that leverage customer 
experiences for decision making and to help accelerate behavior change.    

2 0  Ye a r s  o f  E x p e r i e n c e  b y  S e g m e n t

Randall-Reilly and Beck Ag Confidential



2

3

Plugging In…
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Metadata
Management

Satellite
Imagery

Specialized 
Equipment

Biotech & 
Seeds

Bio-nutrition

Customer 
Experience 

Plugging In…

Digital Solutions
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Suppliers Seek Growth by 
Acquiring Technologies 
Which Enable Integrated 

Solutions for Growers

Disruptive
Technologies

Precision (Site-Specific) Agriculture                       Biologics

Metadata
Management

Satellite
Imagery

Specialized 
Equipment

Biotech & 
Seeds

Biopesticides Bio-nutrition

“Productivity Convergence” Technology Integration 

• Who are these growers?
• Where are these growers?
• How do they like to learn?
• How do we reach them?

TECHNOLOGY MEETS A MATURE U.S. AG INDUSTRY

Customer 
Experience 

Digital 
Solutions 
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Plugging In….  

Randall-Reilly and Beck Ag Confidential

Let’s Start to think about….
 Who these customers are….
 How we use Data in our Sales and Marketing Strategies
 Value of Plugging into the:

Right Customer 
Right Way 
Right Time.  
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Know the Field better than 
we know the Farmer

 Pay attention to Customer Preferences 

 Understand Customers at a deeper level

 Create data on behaviors and relationships 
for a differential advantage

The Risk….
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AG 1.0: Subsistence
Agriculture Was a 
Lifestyle, Not an 

Investment

AG 2.0: Scale 
• Farms 
• Chemical Companies
• Seed Companies
• Fertilizer Companies
• Equipment Companies
• Ag Retail Rollups

AG 3.0: Sustainability
Decelerating Returns to 

Scale, Focus Value 
Creation and Broad Use 

of Information Tools

AG 3.0: U.S. FARM CONSOLIDATION TIMELINE

Who are these customers?  
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Who are these customers?  

• Standard demographic of Number of Farms and Acreage

While specialized 
niches have 
developed: grass fed 
beef, local produce, 
etc. the majority of 
agriculture production 
is being managed by 
entities of ever 
increasing sizes.   
Even organic produce 
is primarily produced 
by the same firms that 
provide conventional 
specialty crops.
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1960        1970     1980      1990        2000      2010           2020     2030     2040  

Complexity

Higher

Lower

Human Intelligence 

“Roundup Ready  
Valley”

Human Intelligence
+ 

Customer Intelligence 

Embedded Expertise:
• Input Suppliers
•Ag Retailers
•Crop Consultants

Variable Expertise:
•SaaS
•Customer FocusAtrophy:

• Agronomic and Sales Skills
• Customer Relationships

COMPLEXITY IN AGRICULTURE:

Who are these customers?  
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 The entire American workforce has aged too; proportionally at  about the same rate as farmers 

(however the avg.  US worker is much younger)

 Farming is capital intensive and capital generally increases with age in most successful small businesses

 Nevertheless, generation Xers and younger individuals have different propensities and as they replace baby 
boomers buy behaviors are changing markedly

Who are these customers?  
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Who are these customers?  

Three Buying Motivations 

Relationship
 Values Regular Contact
 Trusts information sources 

they know
 Likes informal and formal 

contact
 Accepts, trusts 
 Full-Service packages
 Understand Value
 Appreciates consistency in 

people 

Business 
 Brief and to the point
 Likes formal relationships 
 Values:

 Facts and research
 Expertise
 Organization
 Appointments 

 Compares and evaluates 
value as a part of price

 Bottom Line Focused 

Economic
 Always considers cost
 Likes to compare prices
 React quickly
 Service is part of price
 Relies on own information
 Pragmatic 
 Relationships informal 
 Top Line Focused 

30% 20%50%

Purdue University CAB
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MARKETING EVOLUTION 

Email Blasts

“Brochure-ware”

Websites

Online Ads

Crowdsourcing

Option Email

Webcasts

Social Networking

Paid Print Media

Radio

Press Releases

Immersive 
Storytelling

Street Marketing

Event Mgmt.

Mobile Mktg. 
Tours

Traditional Marketing         Horizontal Marketing

Online

Offline

(Brand Centric)                   (Customer Centric) 
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MARKETING EVOLUTION 

Email Blasts

“Brochure-ware”

Websites

Online Ads

Crowdsourcing

Option Email

Webcasts

Social Networking

Paid Print Media

Radio

Press Releases

Immersive 
Storytelling

Street Marketing

Event Mgmt.

Mobile Mktg. 
Tours

Traditional Marketing         Horizontal Marketing

Online

Offline

Momentum Marketing
The Next Evolution

• Customer Centric Philosophy
• Precision Targeted 
• Greater Emphasis on Leveraging Data to reach 

Targeted Audiences Online via Their Most Well 
Traveled Channels

• One-to-One Objectives vs. One-to-Many
 Results– Lower acquisition costs

(Brand Centric)                   (Customer Centric) 
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MARKETING EVOLUTION 
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1. Widespread discounting and less ability to implement price increases

2. Less true innovation 

3. Less incremental revenue from innovation.  Per unit, treated acres, head of 
livestock, etc. 

4. Costs are typically increasing faster than selling prices 

5. SGA/operating is often the most “controllable” area of the income statement

Cost of a Customer 

Marketers/sellers are challenged
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MARKETING & SALES RESPONSIBILITY 

Data Needs to:

Help Accelerate Decision Making 

Meeting Customers where they are at 

How they want to Engage 

How they want to Buy 
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Using Data in Sales and Marketing 
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FORRESTER PREDICTIONS 

1. More than 70% of marketers will choose CDPs over data lakes - Customer 
data platforms (CDPs) are gaining in popularity as a way to connect customer 
information across various systems.

2. More than 20% of marketing platforms will use AI to optimize midcycle 
engagement - Artificial intelligence (AI) is already aiding programmatic ad buying 
but will soon be incorporated into marketing automation and orchestration tools. 
This will dramatically improve marketers abilities to personalize and contextualize 
engagement across multiple channels at scale.

3. One-third of marketers will build ABM programs on their existing MAPs - As 
account-based marketing (ABM) becomes a standard component of B2B 
marketing plans, marketing automation platforms (MAPs) will evolve to incorporate 
much of the functionality found in today’s stand-alone tools.

4. Salesforce will dive into through-channel marketing - Many B2B companies 
sell through independent channel partners that need to be effectively integrated 
into the B2B marketers’ demand generation programs. 

5. Customer advocacy momentum will revitalize marketing sales strategies -
Business buyers who are used to using reviews on Amazon, Yelp and TripAdvisor 
for personal decisions are increasingly turning to platforms.  B2B marketers must 
learn how to embrace customer advocacy in their programs.

https://www.forbes.com/sites/johnellett/2018/10/25/forrester-makes-5-bold-predictions-that-will-impact-b2b-marketers-next-year/#62f9dbd77bf7
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“Someone’s sitting in the shade today because 
someone a long time ago.” 

-Warren Buffet

Stephanie Liska 
CEO, Beck Ag, Inc.

sliska@beckag.com


