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So What Exactly is Value? And Who Gets to Determine What That Is?
      Many of you have heard me say, “If we can’t make you money, you are not going to call us back.”  Here is exactly what that 
means….  
      If you look at your old economics textbook, value is usually defined like this:  “Value is a measure of the benefit provided by 
a good or service to someone”.  It is generally measured in relative units of currency and the interpretation is therefore what is 
the maximum amount of money a specific person is willing and able to pay for the good or service.  Offering a person a good 
or a service at a discount is certainly one type of value creation, but it is not the only one.  The world of value is much broader 
that this example.  The problem with this narrow definition can be summed up with the punch line to an old joke:  “The opera-
tion was a success but the patient died.”  As the punch line makes clear, it is easy to convince yourself you are creating value 
when you are really not.  
     Our focus here at Tri State Seed is simple, our customer’s success is most important.  At the end of the day, if our custom-
ers are successful, they will also be satisfied.  But satisfaction is not success.  In today’s business environment, and certainly in 
tomorrow’s mistaking one for the other can be fatal. 
     We need a new definition of value.  If we let you, the customer, define value alone, we run up against the issue Henry Ford 
faced.  The quote attributed to him goes something like this: “If I had asked customers what they had wanted, they would have 
said faster horses.”  On the other hand, if we at TSS define value exclusively, we run the risk of not knowing your business as 
well as you do and maybe operating under inaccurate assumptions.  Ford’s point is that when it comes to innovation, custom-
ers invariably anchor on what they know.  In our business, we have found that to be true.  Not only is it sometimes difficult for 
customers to grasp new ways of doing things, but they are also tempted to hold onto the past, even when it doesn’t make much 
sense.  
     So, where am I going with all this, we are back to the same question:  What is value, and who should define what it is?  Value 
is what the vendor and the customer say it is, together. Value needs to be described, defined and created collaboratively.  And 
it must begin with the end goal in mind:  “Here’s what we are going to accomplish together.” Here is a simple analogy:  If you 
want to go to Hawaii, and your wife won’t go anywhere but Disneyworld which is in Florida, you probably better not purchase 
the tickets yet.  First, you need to align your goals. 
     Value is not determined by either party alone, it comes about through the alignment of the vendor and the customer.  Some-
one told me once that if you don’t know exactly what success is going to look like when you’re finished, don’t start.  You always 
need to have alignment around measurable outcomes and how value is going to be delivered before you begin.  You start with 
the end goal in mind and work backward from there.  
     One really good way to determine value is to walk a while in your customer’s shoes.  You may find out some interesting 
things about value.  Here is another simple example.  When airlines began to build terminals, the logical thing to do was to 
locate the baggage pickup carousel close to the arrival point, right?  Wrong!  People complained greatly when they had to wait 
10 to 15 minutes for their bags to show up.  But when they had to walk 10 or 12 minutes from the arrival point to the carousel 
to pick up their bags, they stopped submitting complaints.  Why?  Because customers value time waiting differently than time 
walking.  Value can show up in strange places.  Why have I gone to all this trouble to help you look at value?  Because it is criti-
cal to our business and yours!
     In order for us to stay ahead of the game in coming years, we will need to consistently offer you value as a service.  More 
specifically, we will need to provide quantifiable value to you consistently over the life of our relationship with you.  Customer 
satisfaction is not enough anymore.  We will have to provide agreed upon value that can be measured in a specific way.  In a nut 
shell—in order to succeed in the future we have to create a customer success oriented company, because we are trying to keep 
you as a customer forever! 
     Think about this for a minute.  Satisfaction isn’t necessary.  Success is.  The way we want to help make you successful is by 
sitting down with you and coming up with quantifiable business metrics that both you and TSS agree we need to achieve to re-
duce your risk and insure success. This next part is difficult so follow closely.  This is our opinion of what the new value model 
will look like soon.  We will be viewed not as a company that brings you products and services because they are just a means to 
an end.  We will be selling you the ends, (i.e. the result).  We are selling you a measurable outcome.  This is going to be a major 
change in how sellers are judged.  We are selling business value—“We promise to deliver this quality for this price.”  We are no 
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longer selling a product.  It’s no longer, “This is what we offer, and this is what we charge.”  It’s a conversation about the value 
that you as the buyer are looking     to attain.  It’s also about the challenges you are facing and whether they correlate well to 
what we are good at and whether we can work out a price that both sides can live with.  The shift to value as a service is under 
way. You will hear a lot about different ways to purchase crop inputs in the coming months.  Remember to evaluate their value 
in terms of measurable results.  Why are we more qualified that the average company?  I’ll tell you why.  It is because when 
Craig and I started this business, we both pledged our houses and every acre we own when we signed the note for $2,000,000 to 
start this business.  We know what risk is and what it takes to succeed. Without value there is no success!  We provide value, to 
your business.  That is the difference.
      
    I included this article from Mike Wilson, contributor to Farm Futures Magazine.  I respect Mike’s opinion and thought you 
might like to hear what he has to say about 2018. He makes sense to me! 
 
4 lessons learned from a lifetime of listening to farmers.
     Mike Wilson | Jan 01, 2018
      A new year brings a blank slate, full of promise, risks and potential disappointments.   Maybe even a few failures. Generally 
you get all of these with any given growing season, right?
     Farming is a perfect canvas for those who like adventure, because it’s a sure bet this year will be like no other, no matter how 
long you’ve been at this game. You put together a game plan and execute, managing the risks as best you can.
     After three-plus decades of dishing out advice, I’ve learned a few universal nuggets I want to share as we launch 2018. It’s 
amazing what can happen when you pay attention.
     The best, most profitable farmers are life-long learners. I recently read a story where the author was baffled at why farm-
ers went to so many meetings. He considered them a waste of time. By far, among the thousands of people I’ve interviewed and 
written about, the most successful operators embrace new ideas and are constantly learning how to improve their business. 
Winter meetings are one way to do that.
    This may seem pretty obvious, but you’d be surprised how many people still see learning as something they left behind in 
high school. There’s a reason why the best U.S. farmers attend the Farm Futures Business Summit, The Executive Program for 
Ag Producers (TEPAP), or their local university extension meetings. They don’t spend much time in coffee shops. They spend a 
lot of time listening...learning…and acting on what they learned.
     This will be even more important for young farmers as they ramp up to become lead decision-makers. If you’re doing it 
right, young farmers in their 20s and 30s should feel like they’re earning a whole new degree once they are out in the workforce.
     The best operators are not shackled to the past. I recently spoke with Annie Dee, who manages, with family members, Dee 
River Ranch, a 10,000-acre operation. Several years ago the family sold land in Florida and re-located in Aliceville, Alabama. 
Despite starting over in a new area, the business is thriving, by any standard. Why?
     “Some of our success is due to the fact I didn’t grow up on a farm and I didn’t have to do it like daddy or granddaddy did it,” 
she told me. Countless farmers say they succeeded because they felt confident to try a new approach to old problems.
     The best farmers learn from mistakes and move on. “We’ve made a lot of mistakes, but we’ve learned from them all,” says 
Dee.  She had zero experience on those Alabama soils, but after a few years of failure she learned what worked. She made ad-
justments. As a result, fields that had been 2% in organic matter are now pushing 7%.
     I heard the same lesson from another female farmer a few years ago. Emily Cooper was just 23 when she started farming 
with her father and brother in southern Indiana. “I want to be the best businesswoman I can be, and the way you improve is 
through mistakes,” she told me.
     Who is that smart right out of college?
     The best farmers control what they can and leave the rest to Mother Nature. The best managers do whatever they can to 
control the things they can control, and stop losing sleep over everything else. While farming can seem frustrating at times, 
there are plenty of things you can control. You can control expenses. You can control working capital. You can drive a 10-year-
old Volkswagen instead of a fancy pickup truck, as Iowa farmer Wayne Johnson once told me. You can make agronomic chang-
es that boost soil organic matter, which then lets your soil feed your crop, lowering fertility bills.
     “I want to control every aspect of agriculture I can control,” Annie Dee told me. “I can’t control weather, but if I can put fertil-
izer out there and build the soil up with no-till and cover crops to sequester nutrients, the soil can feed the crop. If I keep that 
soil healthy it keeps the plant healthy, and the plant will better resist disease and insects.”
     Control what you can and leave the rest to fate. You’ll sleep better as you enjoy another farming adventure in 2018.
     
Mike has some pretty good observations!  Amazing what you can learn when you listen.  
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Evaluating Glyphosate in the spring of 2018
     Here is a quick reference of load level for several glyphosate products; this is not meant to be an inclusive list just an example.

Gly Star Plus contains 4 lb/gallon Active ingredient Glyphosate 
Gly Star 5 Extra contains 5.4 lb/gallon Active Ingredient Glyphosate
Credit Xtreme contains 5.83 lb/gallon Active Ingredient Glyphosate
Round Up RT-3 contains 5.5 lb/gallon Active Ingredient Glyphosate

     So, think about this! You are not purchasing gallons when you buy your glyphosate, you are buying active ingredient.  So why 
are you so concerned about the price per gallon?  When you do the math evaluate what you are actually buying—pounds of 
active!  In the case above, if RT-3 were the same price as Credit Xtreme you are actually getting 6% more active per gallon with 
the Credit Xtreme. Here is a quick example.  Let’s say that—
     Credit Xtreme is priced at $17.25/gallon ÷ 5.83 lbs. active/gal = $2.95/lb. of active.
     RT-3 is priced at $16.25/gallon ÷ 5.50 lbs. active/gal = $2.95/lb. of active.
    So, here it is, Credit Xtreme can be $1.00 a gallon more money than RT-3 and you are buying the same active ingredient per 
acre. This is why price per gallon is misleading.  Think active…
     Here is one more difference you might be interested in…. Once glyphosate gets into the plant it all works on the same en-
zyme.  The trick is getting it into the plant efficiently.  Credit Xtreme has 3.33 lbs of active coming from Potassium Salt and 2.5 
lbs. of active coming from Isopropyl amine Salt, two modes of entry into the plant.  RT-3 has 5.5 lbs. of active all coming from 
Potassium salt.  Not only does Credit Xtreme have more active per gallon, it has two ways to get into your plant.  Black and 
white differences—read the label.  Call us for your Credit Xtreme—it’s a better value. 
     

Herbicide Resistant Weeds
     “When you are planning a herbicide program to prevent resistance, do not use herbicides from the same group more than 
once within three years for the same weed species.”  This quote is directly from the University of Idaho extension publication 
#437 on Herbicide Resistant Weeds.  
     We have talked about this before, but this problem is real and we need to pay attention now!  Why do you think all of a sud-
den all you can see in the road ditches, idle ground, and after harvest in most of our fields are Prickly Lettuce and Mares tail?  
This is the direct result of four years of resistance to our group two herbicides.  Here is what happens…
     Herbicide resistance is the inherited ability of a plant to survive a herbicide application to which the original population 
were susceptible.  Resistant plants occur naturally within a population.  They differ just a little bit in their genetic makeup from 
the original population, but they remain reproductively compatible with the original population.  Herbicide resistance starts 
almost imperceptibly.  It can show up as one plant in 100,000 to one in 1,000,000 plants.  The repeated use of one class of herbi-
cides that kill plants the same way, allows these few plants to survive and reproduce.  Obviously you can visualize what happens 
next—the resistant weeds reproduce until the herbicide is no longer effective.  Last year was the “Apex Year”, my acronym, said 
another way, the tipping point between a complete wreck and a smaller wreck.  No winner here!  
     Herbicides are organized into groups based on their modes of action.  Herbicides in the same group or family all kill plants 
the same way.  Herbicides that share the same site of action can be from different families and also kill plants the same way.  
Weeds can be resistant to more than one group.  This is called cross resistance.  
     Resistance to herbicides with different sites of action can also occur.  For example, an Italian ryegrass biotype in Washington 
is resistant to herbicides in at least three different groups: 1, 2, and 15. This is called multiple resistance.   
     Here is the rub…. many of our favorite herbicides are in the same group.  Kochia and Russian thistle, Prickly lettuce and oth-
ers are resistant to sulfonylurea (group 2) herbicides, Ally, Harmony Extra, Beyond, Everest, Bronate etc.  So the smart thing to 
do is change the chemical group and the mode of action for the level of control you are expecting. 
     I guess what we are telling you is this, be proactive in your decision to manage your resistance.  If you don’t think you have 
any resistance, you may be surprised what you find with a more comprehensive survey.  Here are some takeaways.    
 • Rotate your herbicide modes of action.
 • Use mechanical means of control where applicable.
 • Use shorter residual herbicides.
 • Plant clean seed.
 • Keep very accurate records of your applications.
 • Use all the tools for an integrated approach.
 • Do a good job of monitoring your fields.
 • Whatever you do kill ‘em all, every time.
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We have included a handy little chart to help make you smart.  This is for the wall, not the circular file.  

From Matthew 12:33 ERV
     “If you want good fruit, you must make the tree good.  If your tree is not good, it will have bad fruit.  A tree is known by the 
kind of fruit it produces.”
 
Interpretation – 
 1. A high yield plant must have a good base.
 2. A high yield farmer must have great wisdom and knowledge.

From Darren Hefty, Ag Phd. Newsletter and the Bible. 

Thanks for all your business, stop in and visit when you are in town. 
Dana L. Herron                     Craig O. Teel                        Grady Gfeller


