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1. Brand Differentiation Analyzer for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a senior brand strategist with deep expertise in agricultural commodities, specifically
grain origination and merchandising. You understand the competitive dynamics of grain
elevators, the relationships between elevators and farmer producers, and how trust,
transparency, service, and pricing shape a producer’s decision on where to deliver grain.

CONTEXT

| need to analyze our relationships with farmer producers to identify what truly sets our elevator
apart from competing elevators, cooperatives, and on-farm storage alternatives. The goal is to
develop clear positioning that resonates with producers in our trade territory and strengthens
loyalty during both strong and weak basis environments.

TASK

Analyze the provided producer feedback and operational data to identify our unique value
propositions and create positioning statements that differentiate us from competing grain buyers
in our trade territory.

PRODUCER AND OPERATIONAL DATA TO ANALYZE

Producer success stories: [PASTE 10-15 EXAMPLES OF PRODUCERS WHO HAVE
BENEFITED FROM DOING BUSINESS WITH YOU — INCLUDE DETAILS LIKE BUSHELS
DELIVERED, CONTRACT TYPES USED, SERVICES PROVIDED, AND OUTCOMES]

Producer testimonials: [PASTE DIRECT QUOTES OR FEEDBACK FROM PRODUCERS
ABOUT WHY THEY DELIVER TO YOU]

Win/loss analysis: [PASTE ANY FEEDBACK ON WHY PRODUCERS CHOSE YOU OVER A
COMPETING ELEVATOR, OR WHY YOU LOST BUSHELS TO A COMPETITOR — INCLUDE
DETAILS ON BASIS, SERVICE, LOGISTICS, OR RELATIONSHIP FACTORS]

ELEVATOR INFORMATION

Elevator/company name: [YOUR ORGANIZATION NAME]

Locations and trade territory: [LIST YOUR ELEVATOR LOCATIONS AND THE
APPROXIMATE TRADE TERRITORY RADIUS]

Primary commodities handled: [e.g., CORN, SOYBEANS, WHEAT — INCLUDE ANY
SPECIALTY CROPS]

Core services offered to producers: [e.g., CASH SALES, FORWARD CONTRACTS, BASIS
CONTRACTS, HEDGE-TO-ARRIVE, SPECIALTY CONTRACTS, DELAYED PRICING, GRAIN
STORAGE, GRAIN DRYING, CUSTOM APPLICATIONS, AGRONOMY SERVICES, SEED
SALES, FERTILIZER, MARKET ADVISORY]

Annual bushel volume: [APPROXIMATE ANNUAL RECEIPTS]



Target producer profile: [e.g., ROW CROP FARMERS WITHIN 30 MILES, AVERAGE 500-
3,000 ACRES, MIX OF CASH RENT, CROP SHARE AND OWNED GROUND]

Main competitors: [LIST 3-5 COMPETING ELEVATORS, COOPERATIVES, OR END USERS
IN YOUR TRADE TERRITORY]

ANALYSIS FRAMEWORK

Analyze the data for patterns in:

1. Problems we solve that competing elevators don’t — Such as flexible contracting,
extended receiving hours during harvest, faster unload times, drying capacity when others turn
trucks away, or proactive market communication that helps producers make better pricing
decisions.

2. Unique outcomes only our producers experience — Such as consistently competitive
basis, higher net returns through contract programs, reduced risk through advisory services, or
fewer rejected loads due to quality issues.

3. Distinctive approaches to the producer relationship — Such as how we communicate
market information, how we handle disputes on grade or moisture, how we staff during harvest,
how accessible our merchandisers are, or how we use technology to make doing business
easier.

4. Language producers use to describe why they deliver to us — Pay close attention to the
specific words and phrases producers use. “They treat me fair” means something different than
“They always have the best basis.” Both matter, but they point to different differentiators.

5. Situations where producers chose us over the competition — What was the trigger? A
bad experience elsewhere? A specific contract offering? A recommendation from another
producer? Proximity and convenience, or something deeper?

OUTPUT FORMAT

Unique Value Analysis

Problems We Uniquely Solve for Producers: [List 3-5 problems with supporting evidence
from the data provided]

Distinctive Outcomes for Producers: [List measurable results — basis advantages, bushel
volume growth, producer retention rates, contract participation rates, or other metrics that
demonstrate value]

Unique Approaches to Origination and Service: [Describe what you do differently in how you
buy grain, serve producers, or operate your facilities]

Producer Language Patterns: [Exact phrases and themes from producer feedback that reveal
your true reputation in the trade territory]

Brand Positioning Statements

Create 5 positioning statements using this format:

“Unlike [competitor type — e.qg., ‘large cooperatives in our area’ or ‘the elevator down the road’],
[Elevator Name] [unique approach or capability] so that [specific producer outcome].”

For each statement include:

- Supporting evidence from producer data

- Proof points and metrics where available

- Why competing elevators or cooperatives would have difficulty replicating this advantage



Implementation Recommendations

Priority positioning statement with rationale for why it should lead your producer-facing
communication

Key messages tailored for different audiences: active producers who already deliver to you,
prospective producers delivering to competitors, younger or beginning farmers entering the
trade territory, and landlords who influence delivery decisions

Proof points to develop further — What additional data, testimonials, or case studies should
you gather to strengthen your positioning?

Positioning risks to monitor — Where could a competitor neutralize your advantage? What
market conditions (basis shifts, new competitor facilities, changes in transportation or logistics)
could undermine your current positioning?

Analyze thoroughly. Focus on genuine differentiators that are supported by real producer
feedback and operational evidence, not generic claims like “great service” or “fair prices” unless
you can back them up with specifics. In the grain business, every elevator says they treat
farmers right. The goal is to articulate exactly how and why your operation is different in ways
that matter to the producer’s bottom line and peace of mind.



2. Competitor Gap Finder for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a competitive intelligence specialist with deep knowledge of the grain elevator industry,
including how elevators, cooperatives, and end users compete for bushels within overlapping
trade territories. You understand basis setting, contract programs, logistics, and the role that
relationships and reputation play in a producer’s delivery decisions.

CONTEXT

| want to identify gaps in our competitors’ messaging, services, and positioning so we can find
opportunities to own a distinct position in our trade territory. In the grain business, differentiation
is difficult because most elevators offer similar commodities, similar contracts, and similar
services. The gaps that matter are often in execution, communication, technology, and the
quality of the producer relationship.

TASK

Analyze competitor messaging and operations to identify positioning gaps and create a strategy
for owning underserved opportunities in our trade territory.

COMPETITOR INFORMATION

Primary competitors: [LIST 5-7 COMPETING ELEVATORS, COOPERATIVES, OR END
USERS IN YOUR TRADE TERRITORY]

Competitor messaging and positioning: [PASTE COMPETITOR WEBSITE COPY, SOCIAL
MEDIA MESSAGING, NEWSLETTER CONTENT, TAGLINES, OR ANY MARKETING
MATERIALS YOU HAVE COLLECTED]

Industry landscape: [DESCRIBE YOUR LOCAL GRAIN MARKET — NUMBER OF
COMPETING ELEVATORS WITHIN YOUR TRADE TERRITORY, PROXIMITY TO RIVER
TERMINALS OR RAIL FACILITIES, WHETHER THE MARKET IS CONSOLIDATING, AND
ANY RECENT COMPETITOR FACILITY INVESTMENTS OR CLOSURES]

YOUR ELEVATOR CONTEXT

Elevator/company name: [YOUR ORGANIZATION NAME]

Target producers: [YOUR IDEAL PRODUCER PROFILE — FARM SIZE, ACREAGE,
COMMODITIES, GEOGRAPHIC RADIUS]

Core capabilities: [YOUR KEY STRENGTHS — STORAGE CAPACITY, DRYING CAPACITY,
RAIL ACCESS, BARGE ACCESS, CONTRACT PROGRAMS, AGRONOMY SERVICES,
TECHNOLOGY, MERCHANDISING EXPERTISE, SPEED OF UNLOAD, HOURS OF
OPERATION]

Current positioning: [HOW YOU CURRENTLY DESCRIBE YOUR ELEVATOR TO
PRODUCERS AND IN YOUR MARKETING, IF ANY]



ANALYSIS FRAMEWORK

Examine competitors for:

1. Message Themes: What topics, problems, or value propositions do they consistently
address? Do they lead with basis, service, trust, technology, convenience, or community?

2. Avoided Topics: What problems or producer needs are they NOT talking about? Are any
competitors addressing data transparency, real-time market updates, harvest logistics planning,
or risk management education?

3. Producer Segment Gaps: Which producer segments are underserved? Are competitors
ignoring beginning farmers, large-scale operations, landlords, specialty crop producers, or
producers interested in sustainability premiums or carbon markets?

4. Tone and Communication Patterns: How do competitors communicate? Are they all using
the same old-school newsletter approach, or is anyone using modern tools like text alerts,
mobile apps, market commentary videos, or social media effectively?

5. Proof Points: What evidence do competitors lean on versus avoid? Do they share specific
basis comparisons, contract performance data, producer testimonials, or volume metrics? Or is
their messaging vague and claim-based?

OUTPUT FORMAT

Competitor Messaging Analysis

Common Themes All Competitors Address:
[Theme 1 with examples from specific competitors]
[Theme 2 with examples]

[Theme 3 with examples]

Messaging Patterns:

Tone and style similarities: [Describe common communication approaches across
competitors]

Target producer focus: [Who they all seem to target and who they ignore]
Proof point types: [What evidence they use and what they avoid]

Gap Opportunities

Unaddressed Problems (3-5 opportunities):

1. [Problem/Need]

- Why competitors avoid this: [Analysis]

- Producer evidence this matters: [Your insights from producer feedback or market observation]
- Our advantage in addressing this: [Your capabilities]
Underserved Producer Segments (2-3 opportunities):
1. [Producer Segment Description]

- Why competitors miss this segment: [Analysis]

- Specific needs of this segment: [Requirements]

- Ouir fit for this segment: [Your advantages]

Positioning Opportunities (3-5 strategic positions):



1. [Positioning Concept]

- Gap this fills: [Market need in your trade territory]
- Why we can own this: [Our differentiators]

- Target producer audience: [Who this appeals to]
- Proof points to develop: [Evidence needed]

- Competitive defensibility: [Why hard to copy]

Strategic Recommendations

Priority Gap to Own: [Top opportunity with rationale for why this is the most valuable gap to fill
in your trade territory]

Quick Wins: [Immediate positioning adjustments you can make in your producer-facing
communication, signage, social media, or harvest operations]

Long-term Strategy: [12-18 month positioning evolution, including facility investments,
technology adoption, or service additions that would reinforce your differentiated position]

Risks to Monitor: [Competitor responses, market changes, or new entrants that could close the
gap you are trying to own]

Be specific about the gaps and provide actionable recommendations. In the grain elevator
business, many gaps exist not in what services are offered, but in how they are communicated,
how consistently they are delivered, and how proactively the elevator anticipates producer
needs.



3. Purpose and Mission Clarifier for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a brand strategist specializing in purpose-driven positioning for agricultural businesses.
You understand that grain elevators exist at the intersection of family farming operations, rural
communities, and global commodity markets, and that the best elevators are driven by a
purpose that goes deeper than simply buying and selling grain.

CONTEXT

| want to define our elevator’s deeper purpose — the “why” behind what we do that goes
beyond bushels and basis and connects with the values and aspirations of the producers and
communities we serve. In an industry where many elevators look and sound the same, a clearly
articulated purpose can be a powerful differentiator that attracts both producers and employees.

TASK

Analyze our elevator’s history, operations, and impact to identify our deeper purpose and create
a compelling purpose statement with supporting beliefs.

ELEVATOR INFORMATION TO ANALYZE

Elevator founding story: [DESCRIBE HOW AND WHY YOUR ELEVATOR WAS FOUNDED
— WAS IT A FARMER-OWNED COOPERATIVE? A FAMILY BUSINESS? A STARTUP BUILT
TO FILL A GAP IN THE LOCAL MARKET?]

Key milestones: [MAJOR ACHIEVEMENTS — FACILITY EXPANSIONS, RAIL ACCESS
ADDITIONS, ACQUISITIONS, SURVIVING TOUGH MARKETS, COMMUNITY
CONTRIBUTIONS, TECHNOLOGY ADOPTIONS]

Producer impact stories: [EXAMPLES OF HOW YOUR ELEVATOR HAS MADE A
MEANINGFUL DIFFERENCE FOR PRODUCERS — HELPING THEM MANAGE RISK,
NAVIGATE VOLATILE MARKETS, ADOPT BETTER PRACTICES, OR SIMPLY HAVING A
RELIABLE PLACE TO DELIVER WHEN IT MATTERED MOST]

Team motivations: [WHY YOUR EMPLOYEES SAY THEY WORK AT YOUR ELEVATOR —
WHAT KEEPS YOUR MERCHANDISERS, OPERATIONS STAFF, AND MANAGERS
ENGAGED BEYOND A PAYCHECK]

Industry challenges you are trying to solve: [PROBLEMS IN THE GRAIN INDUSTRY THAT
YOUR ELEVATOR IS WORKING TO ADDRESS — TRANSPARENCY, DATA ACCESS,
PRODUCER EDUCATION, SUCCESSION PLANNING SUPPORT, SUSTAINABILITY, OR
OTHERS]

BUSINESS CONTEXT
Elevator/company name: [YOUR ORGANIZATION NAME]



Type of organization: [COOPERATIVE, INDEPENDENT, FAMILY-OWNED, REGIONAL
CHAIN, ETC]]

Primary commodities: [CORN, SOYBEANS, WHEAT, SPECIALTY CROPS]

Services offered: [GRAIN ORIGINATION, STORAGE, DRYING, AGRONOMY, SEED,
FERTILIZER, MARKET ADVISORY, ETC]

Target producers: [WHO YOU SERVE]
Years in business: [HOW LONG YOUR ELEVATOR HAS BEEN OPERATING]
Communities served: [THE TOWNS AND RURAL AREAS YOUR ELEVATOR SUPPORTS]

ANALYSIS FRAMEWORK

Examine the data for:

1. Change Creation: What positive change are we creating in the lives of producers and in our
communities? What would be lost if our elevator closed its doors tomorrow?

2. Loss Impact: What would producers, employees, and the community miss if we didn’t exist?
Would they simply drive to the next elevator, or is there something irreplaceable about what we
provide?

3. Future Vision: What better future are we working toward for producers and agriculture in our
area?

4. Core Motivation: What drives our team beyond profit? What gets people out of bed during
harvest at 4 AM?

5. Value Alignment: What values do we embody through our actions — not what we say we
value, but what we actually demonstrate through decisions, investments, and how we treat
people?

OUTPUT FORMAT

Purpose Analysis

Change We Create

In our producers’ operations: [Specific ways we make farming more profitable, less risky, or
more sustainable]

In our local grain market: [How we influence standards, competition, and service levels in our
trade territory]

In our communities: [Our broader impact on rural communities, local economies, and the next
generation of agriculture]

Our “Why” Deep Dive

Original founding motivation: [What problem or opportunity led to starting or building this
elevator]

Sustained motivation: [What keeps the mission alive today, especially through difficult
markets]

Future aspiration: [What kind of agricultural community and producer experience we are
working to create]

Values Demonstrated Through Our Actions
[Value 1]: [Evidence from how we operate, make decisions, and treat producers]
[Value 2]: [Evidence from investments, community involvement, or employee treatment]



[Value 3]: [Evidence from how we handle difficult situations — quality disputes, market volatility,
harvest emergencies]
Purpose Statement Options

Option 1 (Aspirational): “[We exist to/Our purpose is to] [specific change] so that [broader
impact/vision]”

Option 2 (Problem-focused): “We believe [belief about agriculture and producers] and we’re
here to [specific mission]”

Option 3 (Value-driven): “We champion [core value/belief] by [what we do] to create [desired
outcome for producers and communities]’

Supporting Belief Statements (3-5 core beliefs)

These guide brand decisions and messaging:

1. We believe that [belief statement]

- Evidence: [How this shows up in elevator operations and decisions]

- Implication: [How this guides how we buy grain, serve producers, and invest in our facilities]

Purpose Activation Strategy
Internal alignment: How this purpose guides hiring, culture, and operational decisions

External expression: How this purpose shows up in producer communication, marketing,
community involvement, and the day-to-day experience of delivering grain to your elevator

Measurement: How to track progress toward this purpose — producer retention, community
impact, employee engagement

Storytelling: Key stories from your elevator’s history and producer relationships that
demonstrate this purpose in action

Focus on authentic purpose drawn from real elevator history and producer impact, not
aspirational concepts without evidence. The best purpose statements in agriculture feel like
they’ve always been true — you just hadn’t put them into words yet.



4. Ideal Producer Profiler for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a producer research strategist with deep expertise in agricultural demographics, farm
economics, and the behavioral patterns that influence where farmers deliver grain. You
understand that a producer’s choice of elevator is driven by a complex mix of basis,
relationships, logistics, habit, trust, and available services.

CONTEXT

| need to create detailed Ideal Producer Profiles based on our actual producer data to improve
targeting, messaging, and the overall producer experience at our elevator. Understanding who
our best producers are, what they value, and how they make delivery decisions will help us
retain existing volume and attract new bushels.

TASK

Analyze our producer data to create comprehensive ldeal Producer Profiles that guide
origination strategy, marketing, and producer communication.

PRODUCER DATA TO ANALYZE

Producer records: [PASTE PRODUCER DATA — FARM SIZE, ACREAGE, COMMODITIES
GROWN, ANNUAL DELIVERY VOLUME, CONTRACT TYPES USED, GEOGRAPHIC
LOCATION, YEARS AS A CUSTOMER]

High-value producer characteristics: [PASTE DATA ON YOUR BEST PRODUCERS —
THOSE WHO DELIVER THE MOST BUSHELS, USE THE MOST SERVICES, OR HAVE THE
LONGEST RELATIONSHIPS WITH YOUR ELEVATOR]

Producer survey responses: [PASTE SURVEY DATA IF AVAILABLE — SATISFACTION,
PREFERENCES, CONCERNS]

Merchandiser insights: [PASTE COMMON THEMES FROM CONVERSATIONS YOUR
MERCHANDISERS AND GRAIN BUYERS HAVE WITH PRODUCERS]

Producer success stories: [PASTE EXAMPLES OF PRODUCERS WHO ACHIEVED
STRONG OUTCOMES THROUGH YOUR CONTRACT PROGRAMS, ADVISORY SERVICES,
OR STORAGE PROGRAMS]

BUSINESS CONTEXT

Elevator/company name: [YOUR ORGANIZATION NAME]

Services offered: [DETAILED DESCRIPTION OF ORIGINATION SERVICES — CONTRACT
TYPES, STORAGE, DRYING, AGRONOMY, SEED, FERTILIZER, MARKET ADVISORY,
TECHNOLOGY TOOLS]

Trade territory: [YOUR GEOGRAPHIC MARKET — COUNTIES, RADIUS, KEY LANDMARKS]



Business model: [COOPERATIVE, INDEPENDENT, FAMILY-OWNED — HOW YOU
GENERATE REVENUE AND RETURN VALUE TO PRODUCERS]

Geographic focus: [SPECIFIC AREAS WHERE YOU WANT TO GROW OR DEFEND
MARKET SHARE]

ANALYSIS FRAMEWORK

Segment producers based on:

1. Value Delivered: Bushel volume, revenue contribution, contract participation, growth
potential

2. Engagement Patterns: How often they interact with your merchandisers, whether they use
your technology tools, attend your events, or seek market advice

3. Success Indicators: Producers who achieve the best outcomes through your programs and
services

4. Behavioral Similarities: Common characteristics, delivery patterns, and decision-making
approaches

5. Delivery Decision Patterns: How they choose where to deliver — basis-driven, relationship-
driven, convenience-driven, or service-driven

OUTPUT FORMAT

Producer Data Analysis Summary

High-value producer patterns: [Key characteristics of your most valuable producers]

Success indicators: [What your most successful and loyal producers have in common]
Behavioral clusters: [Groups of producers with similar behaviors, needs, and delivery patterns]

Ideal Producer Profiles
Create 3-5 distinct producer profiles:

Profile #1: [PROFILE NAME — e.g., “The Growth Operator,” “The Relationship Farmer,”
“The Basis Shopper”]

Farm Demographics:

- Farm size: [Acreage range]

- Commodities grown: [Corn, soybeans, wheat, specialty]

- Land tenure: [Owned, cash rent, crop share]

- Geographic location: [Distance from elevator, county, region]

- Generation: [First-generation, multi-generational, beginning farmer]
- Annual delivery volume: [Bushel range]

Goals and Challenges:

- Primary goals: [Top 3-5 objectives — maximize revenue per bushel, manage price risk,
simplify logistics, plan for succession, etc.]

- Daily challenges: [Specific problems they face — basis uncertainty, storage limitations, time
management during harvest, market information overload, labor shortages]

- Success metrics: [How they measure a good year — price per bushel achieved, cost of
production vs. revenue, yield, reduced risk exposure]



- Frustrations with elevators: [What keeps them dissatisfied — long wait times, unclear grading,
poor communication, limited contract options, basis that doesn’t reflect the market]

Delivery Decision Process:

- Decision-making authority: [Who decides where to deliver — the operator, a farm manager, a
family member, a landlord]

- Evaluation criteria: [What factors matter most — basis, relationships, proximity, services,
speed of unload, contract flexibility, technology]

- Typical decision timeline: [When they decide where to deliver — pre-harvest contracting, at
harvest, post-harvest based on storage and market outlook]

- Competitive considerations: [How many elevators they split deliveries between and why]
Communication and Information Preferences:

- Preferred channels: [Phone calls from merchandiser, text messages, email market updates,
mobile app, in-person at the elevator, social medial

- Information sources: [Where they get market information — DTN, Farm Journal, local radio,
commodity brokers, other producers, elevator newsletters]

- Communication style: [Direct and numbers-driven vs. relationship-based, detail-oriented vs.
big picture]

- Timing preferences: [When they are most responsive — early morning, evening, weekends,
between planting and harvest]

Objections and Concerns:

- Common objections: [Typical hesitations — “Your basis isn’t as good as the co-op,” “I've
always delivered to the other elevator,” “| don’t need another contract option”]

- Risk factors: [What worries them about switching — unfamiliar grading standards, losing a
relationship, logistical hassle]

- Competitive alternatives: [Other elevators or options they evaluate — cooperatives, river
terminals, on-farm storage, direct-to-processor]

Success Profile:
- Ideal outcomes: [Best results they achieve through your programs]

- Growth potential: [Expansion opportunities — more bushels, more contract types, additional
services]

- Advocacy likelihood: [How likely they are to refer other producers to your elevator]
Messaging Approach:
- Value proposition focus: [Key benefits that resonate with this profile]

- Language preferences: [Terminology and tone that works — technical vs. plain-spoken,
numbers vs. stories]

- Proof points needed: [Evidence that convinces them — basis history, contract performance
data, testimonials from similar producers]

[Repeat this format for each profile — typically 3-5 profiles]

Profile Application Guidelines

Origination Strategy:
Lead qualification: [Profile criteria for identifying high-potential producers in your trade territory]
Merchandiser talking points: [Key messages for each profile]



Objection handling: [Profile-specific strategies for overcoming resistance]

Marketing and Communication:

Content creation: [How to use profiles for planning newsletters, market updates, and social
media content]

Channel strategy: [Where to find and engage each profile]
Campaign development: [How to target outreach and campaigns by profile]
Success Metrics:

Profile validation metrics: [How to measure profile accuracy over time — are the producers
you identify as high-value actually delivering more bushels?]

Performance tracking: [KPIs to track by profile segment — bushel volume, contract adoption,
retention rate, satisfaction]

Focus on actionable insights that can immediately improve producer targeting, merchandiser
effectiveness, and the overall producer experience at your elevator.



5. Producer Journey Mapper for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a producer experience strategist with expertise in mapping the complete lifecycle of a
farmer’s relationship with a grain elevator. You understand that a producer’s journey is not a
traditional sales funnel — it is seasonal, cyclical, and shaped by harvest logistics, market
conditions, community relationships, and multi-generational trust.

CONTEXT

| need to map the complete producer journey to understand how farmers discover our elevator,
evaluate us against competitors, make their first delivery, deepen their relationship over time,
and ultimately become loyal advocates. By understanding each stage, | can optimize the
touchpoints that matter most to producers.

TASK

Create a comprehensive producer journey map with detailed insights for each stage, including
producer mindset, key questions, touchpoints, pain points, and optimization opportunities
specific to the grain elevator business.

PRODUCER RESEARCH DATA

Producer interviews/feedback: [PASTE PRODUCER FEEDBACK ABOUT THEIR
EXPERIENCE DOING BUSINESS WITH YOUR ELEVATOR]

Operational data: [PASTE DATA ON PRODUCER BEHAVIOR — DELIVERY PATTERNS,
CONTRACT ADOPTION, WAIT TIMES, SEASONAL VOLUME DISTRIBUTION]

Merchandiser insights: [PASTE FEEDBACK FROM YOUR GRAIN BUYERS AND
MERCHANDISERS ABOUT HOW PRODUCERS EVALUATE AND CHOOSE YOUR
ELEVATOR]

Service interaction data: [PASTE THEMES FROM PRODUCER PHONE CALLS,
COMPLAINTS, REQUESTS, AND COMPLIMENTS]

Survey responses: [PASTE ANY PRODUCER SURVEY DATA ABOUT THEIR JOURNEY
AND EXPERIENCE]

BUSINESS CONTEXT

Elevator/company name: [YOUR ORGANIZATION NAME]

Primary producer segment: [THE MAIN PRODUCER TYPE TO MAP — e.g., MID-SIZE ROW
CROP FARMERS, 1,000-3,000 ACRES]

Services offered: [WHAT PRODUCERS INTERACT WITH — GRAIN SALES, CONTRACTS,
STORAGE, DRYING, AGRONOMY, ADVISORY]

Relationship cycle: [HOW LONG IT TYPICALLY TAKES FOR A NEW PRODUCER TO
BECOME A LOYAL, HIGH-VOLUME CUSTOMER]



Seasonal context: [HOW YOUR BUSINESS CHANGES ACROSS PLANTING, GROWING,
HARVEST, AND POST-HARVEST SEASONS]

JOURNEY MAPPING FRAMEWORK

Map each stage with:

1. Producer Actions: What they are doing at this stage

2. Mindset and Emotions: How they are feeling and what is driving their thinking
3. Questions and Needs: What they are trying to understand or decide

4. Touchpoints: Where they interact with your elevator

5. Pain Points: Where they get stuck, frustrated, or consider alternatives

6. Opportunities: How you can improve the experience at each stage

OUTPUT FORMAT

Producer Journey Overview
Journey duration: [Typical timeframe from first awareness to loyal advocate]

Key characteristics: [\WWhat makes the grain elevator producer journey unique compared to
other industries]

Major decision points: [Critical moments that determine whether a producer stays, leaves, or
deepens the relationship]

Stage-by-Stage Journey Map

Stage 1: Awareness and Reputation

Duration: [Ongoing — reputation builds over years in rural communities]

Trigger Events: [What causes a producer to first become aware of or interested in your
elevator — a new facility, a neighbor’s recommendation, a bad experience at their current
elevator, a basis comparison, a move into your trade territory]

Producer Actions: [What they do — ask other farmers, drive by the facility, check your posted
bids online, see your signage or social media]

Emotional State: [Curiosity tempered by loyalty to current elevator, skepticism about whether
switching is worth the hassle]

Key Questions: [What they are asking themselves and others — “Are their bids competitive?”
“Do they treat farmers fair?” “How long are the wait times during harvest?”]

Pain Points: [What makes this stage difficult — limited information, no easy way to compare,
loyalty to existing relationships]

Optimization Opportunities: [How to improve awareness — visible posted bids, strong
community presence, producer referral programs, harvest open houses]

Stage 2: First Contact and Evaluation

Duration: [Days to weeks, often triggered by a specific need like basis shopping or harvest
logistics planning]

Trigger Events: [What moves them from awareness to actively considering your elevator]

Producer Actions: [Calling for bids, stopping by, talking to a merchandiser, asking about
contract programs]



Emotional State: [Testing the waters, comparing what they hear to their current experience,
looking for red flags or positive signals]

Key Questions: [What they need to know — basis, contract options, storage rates, drying
charges, hours, grading practices]

Pain Points: [What slows them down — difficulty reaching someone, unclear pricing, feeling
like an outsider]

Optimization Opportunities: [How to make first contact welcoming and informative —
responsive merchandisers, clear posted information, easy-to-access bid sheets]

Stage 3: First Delivery

Duration: [A single harvest season or delivery event]

Trigger Events: [What finalizes their decision to bring a load — a competitive bid, a
recommendation, overflow from their primary elevator, or a test delivery]

Producer Actions: [Bringing the first load, going through intake, getting graded, receiving
settlement]

Emotional State: [Anxious about grading fairness, comparing the experience to their regular
elevator, evaluating speed and professionalism]

Key Questions: [Am | being treated fairly? Is the grading consistent? Was the unload fast? Did
the settlement make sense?]

Pain Points: [Long wait times, unfamiliar process, grade disputes, difficulty finding the scale or
office, feeling unknown]

Optimization Opportunities: [How to make the first delivery excellent — fast unload, fair
grading, friendly staff, follow-up call from merchandiser]

Stage 4: Relationship Building

Duration: [1-3 seasons as the producer increases volume and tries more services]

Success Definition: [Producer increases delivery volume, begins using contracts, engages
with merchandiser regularly]

Producer Actions: [Delivering more bushels, trying forward contracts or basis contracts, asking
for market advice, storing grain]

Emotional State: [Growing trust, still comparing to other options, beginning to feel like a valued
customer]

Key Questions: [Can | trust their market advice? Are their contracts competitive? Do they know
my operation?]

Pain Points: [Feeling like just another number, lack of proactive communication, difficulty
getting a hold of their merchandiser during busy periods]

Optimization Opportunities: [Proactive market calls, personalized contract recommendations,
recognition of growing relationship]

Stage 5: Value Realization

Duration: [Ongoing as the producer sees measurable results from your programs]

Success Definition: [Producer achieves better net returns, reduced risk, or improved
convenience through your services]

Producer Actions: [Measuring their results, comparing to peers, evaluating whether your
programs deliver on promises]



Emotional State: [Satisfaction, confidence in the relationship, or frustration if results don’t
materialize]

Key Questions: [Am | better off delivering here than the alternatives? Are the contract
programs actually helping me?]

Pain Points: [Difficulty measuring true value, lack of year-end summaries or performance data,
feeling like the elevator is better at selling services than delivering results]

Optimization Opportunities: [Year-end producer summaries showing contract performance,
basis comparisons, and total value delivered. Proactive communication about how their
decisions performed.]

Stage 6: Loyalty and Advocacy
Duration: [Ongoing — multi-year or multi-generational relationships]

Success Definition: [Producer delivers majority of bushels to your elevator, recommends you
to others, defends your reputation]

Producer Actions: [Delivering consistently, referring neighbors, attending your events,
providing feedback willingly]

Emotional State: [Loyalty, partnership, pride in the relationship]

Growth Indicators: [Increasing acreage, adding new crops, willingness to try new contract
types or services]

Retention Factors: [What keeps them loyal — the relationship, the results, the convenience, or
all three]

Optimization Opportunities: [Producer advisory boards, loyalty recognition, preferred pricing
for long-term customers, involvement in business decisions]

Journey Optimization Strategy

Priority Improvement Areas

1. [Stage/Issue]: [Specific optimization recommendation]
2. [Stage/lssue]: [Specific optimization recommendation]
3. [Stagel/lssue]: [Specific optimization recommendation]
Quick Wins (30-60 days)

[Immediate improvements — faster response to bid inquiries, post-harvest follow-up calls,
published wait time estimates during harvest]

Long-term Improvements (3-6 months)

[Strategic enhancements — producer portal development, year-end performance summaries,
onboarding process for new producers, merchandiser CRM implementation]

Success Metrics

Journey velocity: [How quickly new producers move from first delivery to loyal customer]
Stage conversion: [What percentage of first-time deliverers become repeat customers]
Producer satisfaction: [How to measure experience quality at each stage]

Retention rate: [Year-over-year producer retention and volume retention]

Focus on actionable insights that reflect the seasonal, relationship-driven nature of the grain
elevator business. The producer journey is not linear — it cycles through planting, growing,
harvest, and marketing seasons year after year.



6. Producer Persona Validator for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a producer research analyst specializing in persona validation for agricultural
businesses. You compare assumed producer characteristics against actual delivery data,
merchandiser observations, and market behavior to ensure grain elevators have an accurate
understanding of who their producers really are and how they actually make delivery decisions.

CONTEXT

I have existing assumptions about our producer base that may be outdated or inaccurate. Farm
demographics are shifting — operations are consolidating, generational transitions are
underway, technology adoption is accelerating, and producer expectations are evolving. | need
to validate our producer personas against real data and update them to reflect current reality.

TASK

Compare our current producer personas against actual data to identify gaps, inaccuracies, and
optimization opportunities, then provide updated persona recommendations.

CURRENT PERSONAS TO VALIDATE

[PASTE YOUR CURRENT PRODUCER PERSONA DESCRIPTIONS — INCLUDE FARM
SIZE, COMMODITIES, GOALS, CHALLENGES, DELIVERY BEHAVIORS, COMMUNICATION
PREFERENCES, AND ANY OTHER CHARACTERISTICS YOU CURRENTLY ASSUME
ABOUT YOUR PRODUCER SEGMENTS]

ACTUAL PRODUCER DATA FOR COMPARISON

Producer delivery records: [PASTE ACTUAL DATA — DELIVERY VOLUMES BY
PRODUCER, COMMODITIES, SEASONALITY, CONTRACT TYPES USED, YEARS AS A
CUSTOMER]

Producer survey results: [PASTE SURVEY RESPONSES ABOUT GOALS, CHALLENGES,
PREFERENCES, SATISFACTION]

Merchandiser observations: [PASTE THEMES FROM ACTUAL CONVERSATIONS YOUR
MERCHANDISERS HAVE WITH PRODUCERS — WHAT DO PRODUCERS ACTUALLY TALK
ABOUT AND CARE ABOUT?]

Delivery behavior data: [PASTE DATA ON DELIVERY PATTERNS — TIME OF YEAR, TIME
OF DAY, FREQUENCY, RESPONSE TO BASIS CHANGES, CONTRACT PARTICIPATION
RATES]

Service interaction data: [PASTE THEMES FROM PRODUCER INQUIRIES, COMPLAINTS,
AND REQUESTS]

Producer success stories: [PASTE EXAMPLES OF ACTUAL PRODUCER OUTCOMES AND
EXPERIENCES]



BUSINESS CONTEXT

Elevator/company name: [YOUR ORGANIZATION NAME]

Time since personas were created: [HOW OLD ARE YOUR CURRENT PRODUCER
ASSUMPTIONS]

Market changes: [ANY MAJOR SHIFTS IN YOUR TRADE TERRITORY — COMPETITOR
FACILITY CHANGES, FARM CONSOLIDATION, NEW TRANSPORTATION OPTIONS,
ETHANOL PLANT OPENINGS/CLOSINGS, CHANGES IN CROPPING PATTERNS]

Service evolution: [HOW YOUR ELEVATOR’S OFFERINGS HAVE CHANGED — NEW
CONTRACT TYPES, TECHNOLOGY ADDITIONS, SERVICE EXPANSIONS OR
REDUCTIONS]

Target producer evolution: [HOW THE MIX OF PRODUCERS IN YOUR TRADE
TERRITORY HAS CHANGED — GENERATIONAL SHIFTS, FARM SIZE CHANGES, NEW
OPERATORS ENTERING THE AREA]

VALIDATION FRAMEWORK

Compare personas vs. reality on:

1. Farm Demographic Accuracy: Do the farm sizes, acreages, and commodities match actual
producer data?

2. Goal Alignment: Are the assumed goals what producers actually prioritize? Has price risk
management become more important than maximizing spot price? Are younger operators more
interested in technology and data than we assumed?

3. Challenge Relevance: Do the assumed challenges reflect what producers are actually
struggling with today?

4. Delivery Behavior Accuracy: Do assumed delivery patterns match actual behavior? Are
producers delivering when we expect, using the contracts we expect, and responding to basis
the way we expect?

5. Decision Process: Is the assumed delivery decision process accurate? Who actually
influences where grain goes — the operator, the spouse, the landlord, or a farm advisor?

6. Communication Preferences: Do producers actually want to be reached the way we'’re
trying to reach them?

OUTPUT FORMAT

Persona Validation Analysis

Overall Persona Accuracy Assessment

[Persona 1 Name]: [X]% accurate — [Summary of main gaps]

[Persona 2 Name]: [X]% accurate — [Summary of main gaps]

[Persona 3 Name]: [X]% accurate — [Summary of main gaps]

Most accurate elements across personas: [Elements that match reality well]

Least accurate elements across personas: [Elements that need significant updates]

Detailed Persona-by-Persona Validation

[Persona Name] Validation
For each section below, provide:



- Current persona assumption: [What the persona currently states]

- Actual producer data: [What the data shows]

- Gap analysis: [Differences and implications for your origination strategy]
- Recommendation: [How to update this section]

Validate each of these dimensions:

- Farm Demographics Validation

- Goals and Objectives Validation

- Challenges and Pain Points Validation

- Delivery Behavior Validation

- Decision Process Validation

- Communication Preferences Validation
[Repeat this detailed validation for each personal

New Insights Not Captured in Current Personas

Emerging Producer Characteristics

New producer segments identified: [Segments not in current personas — e.g., first-
generation operators renting large acreage, absentee landlords influencing delivery, producers
interested in sustainability premiums]

Evolving producer needs: [New needs not previously identified — e.g., demand for real-time
data, interest in carbon markets, need for succession planning support]

Changed market conditions impact: [How market changes have affected producer
characteristics and behavior]

Updated Persona Recommendations

For each updated persona, provide:

- Validated farm demographics

- Refined goals and challenges based on actual data

- Confirmed delivery behavior patterns

- Updated messaging needs — key messages that resonate, proof points that matter, objections
to address

Implementation Recommendations

Immediate Persona Updates (30 days)

Critical corrections: [Most important persona elements to update immediately]
Quick messaging adjustments: [Message changes based on corrected personas]

Ongoing Persona Maintenance (quarterly)

Data sources for regular validation: [Which data to review regularly — delivery records,
merchandiser feedback, producer surveys]

Validation schedule: [How often to validate and update personas]

Update triggers: [Conditions that should prompt persona review — major market shift,
competitor facility change, significant volume loss or gain]



Origination Strategy Implications
Targeting adjustments: [How persona updates should change your origination focus]

Communication strategy updates: [Content and channel changes needed based on validated
personas]

Merchandiser training: [How to equip your grain buyers with updated understanding of
producer segments]

Focus on data-driven corrections that will immediately improve origination effectiveness and
producer relationships. In the grain business, the cost of operating with outdated producer
assumptions is measured in lost bushels.



7. Value Proposition Optimizer for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a value proposition strategist with deep knowledge of the grain elevator industry. You
understand that grain elevators compete for bushels in a commodity market where the core
product — buying grain — is fundamentally similar across competitors. Differentiation comes
from how you buy, the services that surround the transaction, the quality of the relationship, and
how clearly you communicate the real value you provide to producers.

CONTEXT

| need to optimize our elevator’s value proposition to ensure it clearly communicates our unique
value, resonates with the producers in our trade territory, and differentiates us from competing
elevators in ways that actually influence delivery decisions.

TASK

Analyze our current value proposition against producer needs and competitive alternatives to
create an optimized value proposition that maximizes producer appeal and bushel volume.

CURRENT VALUE PROPOSITION ASSESSMENT

Existing value proposition: [PASTE YOUR CURRENT VALUE PROPOSITION — HOW DO
YOU CURRENTLY DESCRIBE WHY PRODUCERS SHOULD DELIVER TO YOUR
ELEVATOR?]

Key messages: [YOUR CURRENT KEY MARKETING MESSAGES TO PRODUCERS]

Current positioning: [HOW YOU CURRENTLY POSITION YOURSELF AGAINST
COMPETITORS]

Target producers: [WHO YOUR VALUE PROPOSITION IS DESIGNED TO ATTRACT]

Current Performance:

Bushel volume trends: [ARE YOU GAINING OR LOSING MARKET SHARE IN YOUR TRADE
TERRITORY?]

Producer feedback: [WHAT PRODUCERS SAY ABOUT YOUR VALUE]

Market response: [HOW PRODUCERS AND THE MARKET RESPOND TO YOUR CURRENT
POSITIONING]

Competitive pressure: WHERE COMPETITORS ARE GAINING GROUND — BASIS,
SERVICES, TECHNOLOGY, RELATIONSHIPS]

PRODUCER AND MARKET RESEARCH

Producer Insights:



Producer feedback: [PASTE PRODUCER FEEDBACK ABOUT THE VALUE AND BENEFITS
OF DOING BUSINESS WITH YOUR ELEVATOR]

Delivery decision factors: [WHAT PRODUCERS SAY INFLUENCES THEIR DECISION ON
WHERE TO DELIVER]

Core producer need: [WHAT PRODUCERS ARE REALLY TRYING TO ACCOMPLISH —
MAXIMIZE REVENUE, MINIMIZE RISK, SIMPLIFY LOGISTICS, FIND A PARTNER THEY
TRUST]

Success outcomes: [RESULTS PRODUCERS ACHIEVE THROUGH YOUR PROGRAMS
AND SERVICES]

Language preferences: [HOW PRODUCERS DESCRIBE VALUE IN THEIR OWN WORDS]

Competitive Analysis:

Competitor value propositions: [PASTE COMPETITOR VALUE PROPOSITIONS AND KEY
MESSAGES]

Competitive advantages: WHERE COMPETITORS HAVE ADVANTAGES OVER YOU —
BETTER BASIS, MORE LOCATIONS, NEWER FACILITIES, STRONGER AGRONOMY]

Market positioning gaps: [OPPORTUNITIES COMPETITORS ARE NOT ADDRESSING]

BUSINESS CONTEXT

Elevator/company name: [YOUR ORGANIZATION NAME]
Services offered: [DETAILED DESCRIPTION OF WHAT YOU OFFER PRODUCERS]

Business model: [COOPERATIVE, INDEPENDENT — HOW YOU GENERATE REVENUE
AND RETURN VALUE]

Growth goals: [YOUR BUSINESS OBJECTIVES — BUSHEL VOLUME TARGETS, MARKET
SHARE GOALS, SERVICE EXPANSION PLANS]

Unique capabilities: [WHAT YOU DO BETTER THAN ALTERNATIVES — SPEED,
TECHNOLOGY, RELATIONSHIPS, CONTRACT FLEXIBILITY, MARKET ACCESS]

VALUE PROPOSITION OPTIMIZATION FRAMEWORK

Optimize across these dimensions:

1. Producer Relevance: How well does the value proposition address what producers actually
care about?

2. Differentiation Power: How clearly does it set you apart from competing elevators?
3. Proof and Credibility: How believable and substantiated are the claims?
4. Clarity and Simplicity: How easily do producers understand the value?

5. Action Motivation: How effectively does it influence a producer to deliver to your elevator
rather than the alternative?

OUTPUT FORMAT

Current Value Proposition Analysis

Strengths Assessment:
- What is working in your current messaging
- Which parts producers respond to most



- Where current positioning sets you apart
Weaknesses Identification:

- Where current messaging is unclear or generic
- How it misses producer priorities

- Where you sound too similar to competitors

- Claims that lack sufficient evidence

Producer-Centric Value Analysis

Producer Value Drivers (ranked by importance):

For each driver, provide:

- Producer language: How producers describe this value in their own words

- Business impact: How this value affects their farming operation

- Decision influence: How much this influences delivery decisions

- Our capability: How well we deliver this value vs. alternatives

Producer Core Need Analysis:

Functional need: [The practical task — sell grain at the best net price with the least hassle]

Emotional need: [How producers want to feel — respected, informed, confident in their
decisions]

Relational need: [How the elevator relationship affects their reputation and standing among
peers]

Optimized Value Proposition Options

For each option, provide:

- Core value statement (1-2 sentences maximum)

- Supporting benefits with your unique approach to each

- Target producer and decision context

- Differentiation focus vs. competitors, cooperatives, and status quo

- Proof points — quantitative, qualitative, and comparative

- Strengths and risks of this approach

Recommended Value Proposition Strategy
Selected value proposition: [Final recommended statement]

Selection rationale: [Why this best serves producer needs, differentiates you, supports
business goals, and is credible and provable]

Value proposition architecture:

- Headline value proposition: [Main producer-facing value statement]
- Supporting value pillars: [3 pillars with brief explanations]

- Proof point integration: [Primary evidence for each claim]

Value Proposition Application Strategy

Producer Segment Adaptations:



How to adapt the value proposition for different producer types — large operators, mid-size
farms, beginning farmers, landlords

Channel-Specific Optimization:

- Elevator signage and facility experience

- Merchandiser conversations and phone calls

- Website, social media, and digital presence

- Producer meetings, field days, and community events
- Printed materials, bid sheets, and newsletters
Testing and Validation:

- How to test value proposition with producers

- Metrics to track — bushel volume, producer retention, new producer acquisition, contract
adoption

- Feedback loops from merchandisers about producer response

Implementation Roadmap

Phase 1 (Weeks 1-2): Finalize value proposition, gather proof points, develop messaging
framework

Phase 2 (Weeks 3-6): Update signage, train merchandisers, update website and marketing
materials

Phase 3 (Weeks 7-12): Test with producers, track performance, refine based on response

Focus on creating a value proposition that producers find immediately compelling, clearly
different from the alternatives, and backed by evidence they can verify. In the grain business, a
value proposition that a merchandiser can’t comfortably say out loud to a producer is a value
proposition that won’t work.



8. Industry Disruptor Analysis for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a disruptive innovation strategist with deep knowledge of the agricultural supply chain,
specifically grain origination, handling, and marketing. You understand that the grain elevator
business has operated with many of the same practices for decades, and that technology, data
analytics, and shifting producer expectations are creating opportunities for forward-thinking
elevators to break from tradition while building stronger producer relationships.

CONTEXT

| want to position our elevator as a positive disruptor that challenges outdated industry practices
in ways that better serve producers, while maintaining the credibility and trust that the grain
business demands. Disruption in agriculture doesn’t mean being reckless — it means being
willing to do things differently when the old way no longer serves the producer’s best interest.

TASK

Analyze current grain elevator industry practices and producer frustrations to identify authentic
disruption opportunities we can lead, creating a disruption strategy that differentiates us while
building trust.

INDUSTRY ANALYSIS DATA

Current Industry Practices:

Standard approaches: [DESCRIBE HOW GRAIN ELEVATORS IN YOUR AREA TYPICALLY
OPERATE — POSTED BIDS, CONTRACT PROGRAMS, HARVEST OPERATIONS,
PRODUCER COMMUNICATION, GRADING PRACTICES, SETTLEMENT PROCESSES]

Common producer frustrations: [WHAT PRODUCERS CONSISTENTLY COMPLAIN ABOUT
— WAIT TIMES, GRADING DISPUTES, LACK OF TRANSPARENCY, POOR
COMMUNICATION, LIMITED HOURS, SLOW SETTLEMENTS, OUTDATED TECHNOLOGY]

Outdated practices: [INDUSTRY PRACTICES THAT NO LONGER SERVE PRODUCERS
WELL — PAPER CONTRACTS, PHONE-ONLY BID CHECKS, LIMITED DATA SHARING,
OPAQUE PRICING, LACK OF AFTER-HOURS OPTIONS]

Regulatory constraints: [REGULATIONS THAT AFFECT HOW ELEVATORS OPERATE —
GRAIN WAREHOUSE LAWS, USDA GRADING STANDARDS, STATE LICENSING
REQUIREMENTS]

Technology limitations: [TECHNICAL CONSTRAINTS — LEGACY ACCOUNTING
SYSTEMS, LACK OF REAL-TIME DATA, LIMITED MOBILE CAPABILITIES, POOR
INTEGRATION BETWEEN SYSTEMS]

Producer Pain Points:

Complaints: [WHAT PRODUCERS SAY THEY DISLIKE ABOUT DOING BUSINESS WITH
GRAIN ELEVATORS IN GENERAL]



Unmet needs: [PRODUCER NEEDS THAT THE INDUSTRY DOESN'T ADDRESS WELL —
REAL-TIME MARKET DATA, TRANSPARENT PRICING, HARVEST LOGISTICS PLANNING,
YEAR-END PERFORMANCE ANALYTICS]

Workaround behaviors: [HOW PRODUCERS WORK AROUND INDUSTRY LIMITATIONS —
BUILDING THEIR OWN STORAGE, USING THIRD-PARTY MARKET SERVICES, CALLING
MULTIPLE ELEVATORS FOR BIDS]

Industry Sacred Cows:

Tradition-justified practices: [PRACTICES MAINTAINED BECAUSE “THAT'S HOW WE'VE
ALWAYS DONE IT” RATHER THAN BECAUSE THEY SERVE PRODUCERS]

Risk-averse behaviors: [WAYS THE INDUSTRY AVOIDS RISK AT THE PRODUCER'’S
EXPENSE — CONSERVATIVE GRADING, NARROW CONTRACT WINDOWS, LIMITED
PRICING OPTIONS]

Margin-protection practices: [[NDUSTRY PRACTICES THAT PROTECT ELEVATOR
MARGINS BUT FRUSTRATE PRODUCERS — WIDE BASIS, HIDDEN FEES, COMPLEX
DISCOUNT SCHEDULES]

YOUR ELEVATOR CONTEXT

Elevator/company name: [YOUR ORGANIZATION NAME]
Current positioning: [HOW YOU CURRENTLY POSITION YOURSELF]

Unique capabilities: [WHAT ENABLES YOU TO DO THINGS DIFFERENTLY —
TECHNOLOGY, LEADERSHIP VISION, FINANCIAL STRENGTH, MARKET ACCESS, SMALL
SIZE AND AGILITY, OR COOPERATIVE STRUCTURE]

Technology advantages: [TECHNOLOGY THAT ENABLES YOU TO OPERATE
DIFFERENTLY THAN TRADITIONAL ELEVATORS]

Cultural values: [VALUES THAT SUPPORT BEING WILLING TO CHALLENGE INDUSTRY
NORMS]

Risk tolerance: [YOUR WILLINGNESS TO DO THINGS DIFFERENTLY AND YOUR
ORGANIZATION’S APPETITE FOR CHANGE]

DISRUPTION ANALYSIS FRAMEWORK

Evaluate disruption opportunities across:
1. Producer Value: How disruption better serves producer needs
2. Feasibility: Our ability to implement disruptive approaches with current resources

3. Market Readiness: Whether producers in our trade territory are ready for and would
welcome change

4. Competitive Advantage: How disruption creates sustainable differentiation

5. Risk Management: How to disrupt while maintaining the credibility and trust that the grain
business requires

OUTPUT FORMAT

Industry Disruption Landscape Analysis
- Industry maturity and readiness for disruption
- Current disruptors in the grain elevator space and their approaches



- Failed disruption attempts and why they failed
- Regulatory and structural barriers to disruption

Producer Frustration Analysis

For each primary pain point (3-5):

- Producer impact: How this frustration affects producers

- Industry justification: Why elevators maintain this practice

- Producer workarounds: How producers try to avoid this frustration
- Disruption opportunity: How this could be done differently

- Our capability to disrupt: Whether we can address this differently

Disruption Opportunity Analysis

For each high-impact opportunity (3):

- What we would disrupt: Current practice, industry resistance, producer frustration

- Our disruptive approach: Alternative method, value to producers, implementation approach
- Feasibility: Capabilities needed, resources required, timeline, success probability

- Market impact: Producer response prediction, competitive reaction, first-mover advantages
- Risk assessment: Implementation, market, regulatory, and reputation risks

- Risk mitigation strategies

Positive Disruption Strategy

Primary disruption focus: [Chosen disruption with rationale]

Disruption positioning: How to position as forward-thinking while maintaining credibility
Implementation Strategy:

Phase 1: Foundation — Build capabilities, develop proof points, validate with select producers
Phase 2: Market introduction — Thought leadership, pilot programs, case study development
Phase 3: Market leadership — Full rollout, industry evangelism, competitive differentiation

Credibility and Trust Management
- Transparent communication strategies
- Gradual implementation approaches

- Producer success focus

- Industry engagement while disrupting

Competitive Response Strategy

Anticipate and plan for:

- Competitors who ignore/dismiss your disruption

- Competitors who copy/follow your approach

- Organized industry pushback

- First-mover protection and continuous innovation strategies

Success Measurement
- Producer adoption and satisfaction metrics



- Market influence and competitive advantage tracking
- Revenue impact and market share measurement
- Industry change tracking

Focus on disruption that authentically serves producers better while building rather than
destroying credibility and trust. In agriculture, the most powerful disruptions feel less like
revolution and more like common sense — “Why weren’t we doing this all along?”



9. Seasonal Strategy Developer for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a seasonal marketing strategist with deep expertise in agricultural cycles. You
understand that the grain elevator business is fundamentally seasonal, and that a producer’s
needs, mindset, and receptiveness to communication change dramatically between planting,
growing, harvest, and post-harvest seasons. Effective grain elevator marketing must align with
the crop calendar and the producer’s operational reality.

CONTEXT

| need to develop a comprehensive 12-month marketing and communication strategy that aligns
our producer outreach with the agricultural calendar, seasonal producer behavior patterns, and
our elevator’s operational cycles. The strategy should feel natural and useful to producers rather
than promotional or forced.

TASK

Create a detailed seasonal marketing strategy with quarterly themes, monthly focus areas, and
specific campaign opportunities that reflect the crop calendar and the reality of farming life in our
trade territory.

ELEVATOR AND BUSINESS CONTEXT

Elevator Foundation:

Elevator/company name: [YOUR ORGANIZATION NAME]

Brand positioning: [YOUR ELEVATOR’S POSITIONING]

Core values: [YOUR ELEVATOR'’S VALUES]

Key messages: [YOUR PRIMARY MESSAGES TO PRODUCERS]
Business Details:

Services offered: [GRAIN ORIGINATION, STORAGE, DRYING, AGRONOMY, SEED,
FERTILIZER, MARKET ADVISORY, ETC.]

Target producers: [YOUR IDEAL PRODUCER PROFILES]
Commodities: [CORN, SOYBEANS, WHEAT, SPECIALTY CROPS]
Geographic focus: [YOUR TRADE TERRITORY AND GROWING REGION]

Producer Behavior Patterns:

Seasonal delivery patterns: [WWHEN PRODUCERS TYPICALLY DELIVER — HARVEST
RUSH, POST-HARVEST MOVEMENT, SPRING/SUMMER OUT-OF-STORAGE]

Contract engagement timing: [WHEN PRODUCERS ARE MOST RECEPTIVE TO
FORWARD CONTRACTING, BASIS CONTRACTS, ETC.]



Budget and planning cycles: [WHEN PRODUCERS MAKE MARKETING PLANS,
PURCHASE INPUTS, PLAN FOR THE NEXT CROP YEAR]

Communication responsiveness: [WWHEN PRODUCERS ARE MOST ENGAGED AND MOST
DIFFICULT TO REACH]

SEASONAL ANALYSIS FRAMEWORK

Develop seasonal strategy considering:

1. Crop Calendar: How planting, growing, harvest, and post-harvest seasons affect producer
behavior and needs

2. Commodity Market Cycles: How seasonal market patterns, USDA reports, and global trade
flows create communication opportunities

3. Operational Cycles: How your elevator’s operations shift seasonally — harvest capacity,
storage availability, merchandising priorities

4. Producer Decision Cycles: When producers make their most important grain marketing
decisions

5. Community and Industry Events: Farm shows, industry conferences, county fairs, FFA
events, and community activities that create engagement opportunities

OUTPUT FORMAT

Seasonal Marketing Strategy Overview

Strategic approach: [How seasonal marketing supports producer relationships and bushel
volume goals]

Authenticity framework: [How to ensure seasonal communication feels useful and relevant
rather than promotional]

Integration strategy: [How seasonal campaigns integrate with ongoing origination efforts]

Annual Seasonal Calendar
Q1: Post-Harvest Planning and Pre-Planting (January — March)
Quarter Overview:

- Seasonal context: Post-harvest grain marketing decisions, input purchasing, crop planning,
and the transition from winter to spring fieldwork preparation

- Producer mindset: Reflective about the previous year’s results, forward-looking about prices
and plans, open to education and advisory conversations

- Business opportunity: Forward contracting, storage movement, year-end reviews, building new
producer relationships before planting consumes all attention

For each month (January, February, March), provide:
- Monthly context: What is happening on the farm, in the market, and at the elevator

- Marketing opportunities: Specific campaign concepts with brand alignment and expected
results

- Content themes: Primary and supporting topics for newsletters, social media, and producer
communication

- Producer journey focus: Which stage of the relationship to emphasize



Q2: Planting Season and Early Growing (April — June)
Quarter Overview:

- Seasonal context: Planting, emergence, early crop development, USDA planting reports, and
the beginning of weather-driven market volatility

- Producer mindset: Intensely focused on fieldwork, limited time for anything not directly related
to getting the crop in the ground, but monitoring markets for pricing opportunities

- Business opportunity: New-crop contracting, agronomy services, market advisory during
periods of weather premium

For each month (April, May, June), provide the same monthly detail structure as Q1.
Q3: Growing Season and Pre-Harvest (July — September)
Quarter Overview:

- Seasonal context: Crop development, yield estimation, USDA crop condition and production
reports, pre-harvest logistics planning, and the transition into harvest readiness

- Producer mindset: Watching weather and crop conditions closely, anxiety about yield and
price, beginning to plan harvest logistics and marketing strategy

- Business opportunity: Pre-harvest contracting, storage reservations, harvest logistics planning,
early harvest communication

For each month (July, August, September), provide the same monthly detail structure.
Q4: Harvest and Year-End (October — December)
Quarter Overview:

- Seasonal context: Harvest, grain delivery, storage decisions, year-end tax and marketing
planning, and the emotional intensity of bringing in the crop

- Producer mindset: Exhausted, focused on execution, making real-time marketing decisions,
evaluating their grain marketing performance for the year

- Business opportunity: Harvest operations excellence, post-harvest contracting, storage
programs, year-end producer appreciation and relationship reinforcement

For each month (October, November, December), provide the same monthly detail structure.

Seasonal Campaign Integration Strategy

Cross-Quarterly Connections:

- How quarterly themes build on each other

- Annual narrative that ties the full crop year together

- How seasonal communication guides producers through their marketing journey
Channel Strategy by Season:

- When to prioritize in-person vs. digital vs. phone communication

- Social media seasonal approach

- Email and newsletter seasonal themes

- Text message and mobile communication timing



Seasonal Success Measurement

Season-specific KPIs for each quarter:

- Q1: Forward contract volumes, new producer meetings, storage movement

- Q2: New-crop contract participation, agronomy service adoption

- Q3: Pre-harvest contract volumes, storage reservations, harvest readiness metrics
- Q4: Harvest bushel receipts, producer satisfaction, post-harvest contract volumes

Implementation Guidelines
Advance planning: What needs to be planned 30, 60, and 90 days in advance

Team coordination: How merchandisers, operations, and marketing align on seasonal
execution

Flexibility: How to adapt when weather, markets, or producer behavior deviates from the plan

Focus on seasonal campaigns that feel like a natural extension of the farming calendar. The
best grain elevator marketing doesn’t feel like marketing at all — it feels like a knowledgeable
partner showing up with the right information at the right time.



10. Partnership Positioning for Grain Elevators

Grain Industry Prompt Template Series — Customized for grain origination organizations that
buy corn, soybeans, and wheat from farmer producers and sell into export and/or domestic
markets.

ROLE

You are a partnership strategy specialist with deep knowledge of the agricultural supply chain.
You understand that grain elevators operate within a complex ecosystem of relationships —
with producers, end users, transportation providers, technology vendors, agronomy suppliers,
financial institutions, and industry associations. How an elevator positions itself within these
partnerships directly affects its competitiveness and reputation in the trade territory.

CONTEXT

| need to develop clear guidelines for how our elevator’s brand should be presented and
positioned in various partnership contexts. In the grain business, partnerships range from
agronomy and seed supply relationships to transportation and logistics providers, technology
vendors, financial institutions, and industry organizations. Each requires a different approach,
but all must reinforce our reputation with producers.

TASK

Create comprehensive partnership positioning guidelines that cover different types of
partnerships relevant to grain elevators, co-branding standards, messaging approaches, and
success metrics for partnership activities.

ELEVATOR BRAND FOUNDATION

Core Brand Identity:

Elevator/company name: [YOUR ORGANIZATION NAME]
Brand positioning: [YOUR CORE BRAND POSITIONING]
Brand values: [YOUR FUNDAMENTAL VALUES]

Brand personality: [HOW YOUR ELEVATOR “FEELS” TO PRODUCERS AND THE
COMMUNITY]

Non-negotiable brand elements: [BRAND ELEMENTS THAT MUST REMAIN CONSISTENT
IN ALL PARTNERSHIPS — e.g., PRODUCER-FIRST MESSAGING, TRANSPARENCY,
LOCAL OWNERSHIP EMPHASIS]

Brand Standards:

Visual identity: [KEY VISUAL ELEMENTS — LOGO, COLORS, SIGNAGE STANDARDS]

Messaging hierarchy: [CORE MESSAGES THAT MUST BE MAINTAINED IN ALL
PARTNERSHIPS]

Voice and tone: [HOW YOUR ELEVATOR COMMUNICATES — STRAIGHTFORWARD,
KNOWLEDGEABLE, PRODUCER-FOCUSED]

Brand promise: [WHAT YOUR ELEVATOR PROMISES TO PRODUCERS]



PARTNERSHIP LANDSCAPE

Current Partnerships:

Agronomy and input supplier partnerships: [SEED, FERTILIZER, CHEMICAL SUPPLIERS
AND THEIR BRANDS]

Technology partnerships: [GRAIN ACCOUNTING SOFTWARE, MARKET DATA
PROVIDERS, MOBILE PLATFORMS, PRECISION AG TOOLS]

Transportation and logistics partnerships: [TRUCKING COMPANIES, RAIL PROVIDERS,
BARGE LINES]

Financial partnerships: [BANKS, CROP INSURANCE PROVIDERS, FARM CREDIT
INSTITUTIONS]

End user relationships: [PROCESSORS, EXPORTERS, ETHANOL PLANTS, FEED
MANUFACTURERS]

Industry association memberships: [NGFA, STATE GRAIN AND FEED ASSOCIATIONS,
COMMODITY ORGANIZATIONS]

Potential Partnership Opportunities:
Target partnerships: [TYPES OF PARTNERSHIPS YOU WANT TO DEVELOP]

Ideal partner characteristics: [WHAT MAKES A GOOD PARTNER FOR YOUR ELEVATOR
— ALIGNMENT WITH PRODUCER-FIRST VALUES, REPUTATION IN THE MARKET,
COMPLEMENTARY CAPABILITIES]

Partnership objectives: [WHAT YOU WANT TO ACHIEVE — BETTER PRODUCER
SERVICES, IMPROVED EFFICIENCY, EXPANDED OFFERINGS, STRONGER MARKET
POSITION]

BUSINESS AND MARKET CONTEXT

Services offered: [WHAT YOU OFFER PRODUCERS]
Target producers: [YOUR IDEAL PRODUCER PROFILES]
Competitive landscape: [KEY COMPETITORS AND THEIR PARTNERSHIP STRATEGIES]

Market position: [YOUR POSITION IN THE TRADE TERRITORY — MARKET LEADER,
GROWING CHALLENGER, ESTABLISHED LOCAL OPERATOR]

PARTNERSHIP POSITIONING FRAMEWORK

Develop positioning strategy across:

1. Brand Consistency: Elements that must remain constant across all partnerships

2. Partnership Adaptation: How your brand adapts for different partner contexts while
maintaining integrity

3. Producer Value Creation: How to ensure every partnership creates visible value for the
producers you serve

4. Communication Protocols: How to communicate about partnerships to producers,
employees, and the community

5. Success Measurement: How to measure whether partnerships strengthen or dilute your
brand

OUTPUT FORMAT



Partnership Positioning Strategy Overview

Strategic approach: [How partnership positioning supports overall brand strategy and producer
relationships]

Brand protection philosophy: [How to maintain brand integrity when associating with partner
brands]

Producer value framework: [How every partnership should visibly benefit the producers you
serve]

Brand Consistency Standards

Non-Negotiable Brand Elements:

- Visual identity consistency in all partnership materials

- Messaging consistency — core messages that must appear regardless of partner context
- Voice and tone standards that reflect your elevator’s character

Flexible Brand Elements:

- Context-specific messaging that adapts to partner audiences

- Visual adaptations for co-branded materials

Partnership Type Guidelines

For each partnership type relevant to grain elevators, provide:

Agronomy and Input Supplier Partnerships

- Brand relationship dynamic and co-branding approach

- How to position supplier brands alongside your elevator brand without diluting your identity

- Producer communication approach — how to present these partnerships as adding value to
the producer relationship

- Quality control — maintaining your reputation when products or advice come from a partner

Technology Partnerships

- Integration messaging — how to position technology partnerships as enhancing the producer
experience

- Co-marketing approach for joint technology solutions

- Producer adoption support — how to introduce new technology without overwhelming
producers

Transportation and Logistics Partnerships
- How to position logistics partnerships as improving service to producers
- Brand standards for partner trucks, signage, and equipment in your trade territory

- Service quality maintenance when the producer experience depends on a partner’s
performance

Financial and Insurance Partnerships

- Co-marketing approach for crop insurance, operating loans, or grain marketing finance
- Compliance and regulatory considerations

- Trust management — how financial partnerships affect producer confidence

Industry Association Partnerships



- Thought leadership positioning at industry events and conferences
- How to participate in industry associations while maintaining your unique brand identity
- Competitive collaboration guidelines — working alongside competitors on industry initiatives

End User and Market Access Partnerships

- How to communicate your market access advantages (export, processor relationships) to
producers

- Co-branding for specialty crop or identity-preserved programs
- How end user relationships translate into producer-facing value

Partnership Communication Framework
Joint Value Proposition Development:
- How partner capabilities create additional value for producers

- Customer benefit emphasis — always leading with what the partnership means for the
producer

- Proof point development for partnership claims

Communication Protocols:

- Approval processes for partnership content

- Coordination mechanisms for joint announcements

- Crisis communication protocols when a partner’s actions could affect your brand

Partnership Success Measurement
Brand Impact Metrics:
- Brand consistency tracking across partnerships

- Producer perception of partnerships — do they see partnerships as adding value or creating
confusion?

- Brand equity protection — is your reputation stronger or weaker because of the partnership?
Partnership Performance Metrics:

- Bushel volume impact

- Producer service improvement

- Revenue and efficiency gains

- Producer satisfaction with partner-provided services

Risk Management and Quality Control

Brand Protection Strategies:

- Brand dilution risks and how to prevent them

- Message confusion prevention

- Reputation risks when partner performance falls short
Partnership Governance:

- Who oversees partnership brand compliance

- Decision-making authority for partnership branding decisions
- Regular review and performance monitoring



Implementation Guidelines
Pre-Partnership Evaluation:

- Brand compatibility assessment process

- Risk assessment framework

- Producer value creation potential evaluation
Ongoing Management:

- Regular brand compliance monitoring

- Performance measurement and optimization
- Relationship management best practices

Focus on creating partnership positioning that protects and enhances your elevator’s reputation
while enabling successful partnerships that drive value for producers. In the grain business,
every partnership should pass a simple test: Does this make us a better elevator for the
producers we serve?



