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ONLINE RESOURCES FOR THE SEED INDUSTRY

Hear from some of the bright lights in the seed 
industry. 

“We have an IP position which is in the tradition 
of Europe. We depend a lot on PVP. We think 
that this is the right system to foster innovation, 
but also to make sure that other breeders have 
access to the innovations and use them for 
innovating themselves.”
—Christoph Amberger, KWS SAAT AG executive 
board and 2012 president of the European Seed 
Association

Organic Seed Finder

Recently, the Associate of Official Seed 
Certifying Agencies launched a new website 
called the AOSCA Organic Seed Finder. 
Vendors of organic seed can post their available 
varieties in a central, online location where 
potential buyers can search for the varieties 
they need. The website will also be a valuable 
resource for organic certifiers who need access 
to documentation of the types and varieties 
of organic certified seed available to organic 
growers. The site is available free of charge for 
anyone searching for organic seed varieties.

“AOSCA is well positioned to provide this 
website, based on its knowledge and long 
history of service to the seed industry, as well as 
its ability to manage and present seed variety 
information. The core of AOSCA’s mission has 
been to promote seed or plant products that 
meet certain accepted standards and providing 
the Organic Seed Finder is one way that AOSCA 
can support this growing segment of the seed 
industry,” says Steve Sebesta, deputy seed 
commissioner of the North Dakota State Seed 
Department and president of the AOSCA board 
of directors.

ORGANICSEEDFINDER.ORG

Keep up with all the seed industry events. Visit 
SeedQuest.com for a calendar of events.
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PONCHO®/VOTiVO® 

NOW AVAILABLE FOR CORN, COTTON AND SOYBEANS.

Bayer CropScience LP, 2 TW Alexander Drive, Research Triangle Park, NC 27709. Always read and follow label instructions. Bayer, the Bayer 
Cross, Poncho, and VOTiVO are registered trademarks of Bayer. Poncho/VOTiVO is not registered in all states. For additional product information, 
call toll-free 1-866-99-BAYER (1-866-992-2937) or visit our Web site at www.BayerCropScience.us.
CR0812PONVOTA014V00R0

Applied on more than 14 million acres of corn already, Poncho®/VOTiVO® seed treatment from Bayer CropScience 

helps farmers achieve higher levels of production by using a systemic agent that helps protect the whole plant 

against insect pests. Poncho/VOTiVO also uses a biological component that protects against nematodes during 

early development, leading to healthier stands and larger yields. So get treated and get growing. Contact your 

seed dealer or visit ponchovotivo.us to learn more.

SURE, WE COULD TELL YOU ABOUT THE POSITIVE EFFECTS OF 
TREATING YOUR SEEDS. BUT IT REALLY BOILS DOWN TO TWO WORDS: 
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“Our brand’s personality is high tech, useful, energetic and 
personable, so our blog allows us to convey that personality,” 
says Latham. “As a high-tech company, I think it’s important 
to our brand that we engage in high tech, whether it’s seed or 
communications technology.”  

“It becomes the conversation-starter and the icebreaker, and 
often it allows the customer to talk fi rst.”

Assessing Value
To assess the value of social media, such as blogs, Facebook or 
Twitter, there are all kinds of analytical tools that are either 
built into the platform or can be linked to it, which collect data 
about the volume and type of traffi c the site receives. This can 
involve tracking the number of unique visitors per day, the most 
popular posts, tweets or updates, the best time of day to update 
them, the gender and age of the audience being reached, and 
many other metrics.

Nguyen says the real question, when it comes to assessing 
the value of social media, isn’t ‘What’s the return on investment?’ 
but rather, ‘What’s the return on engagement?’ 

“At the end of the day, if we have a grower who has a 
question, whether he is happy or unhappy, we can actually 
manage and monitor that interaction online,” says Nguyen. 
“Let’s say we have a grower who is posting something about not 
being happy with his yield this year. We can identify the issue 
and reach out to his representative, who can reach out to him 
and say, ‘We noticed online you had mentioned this, this and 
this—well, let’s talk about that and fi gure out how, as we take 
a look at planning for next year, we can make sure that we take 
these things into account.’ Without these tools, we had to rely 
on the customer reaching out to the representative.”

Nguyen is quoting a real-life example, and the customer in 
this case was so grateful that he ended up tweeting a thank you 
to the representative and spreading the word via Twitter about 
the good customer service he had received. “That is defi nitely a 
high ROE,” says Nguyen.

Latham was blogging before most people had even heard 
of a blog. She admits that she got a lot of blank stares when she 
fi rst mentioned her idea around the boardroom table. However, 
the blog, which started humbly with 145 unique visitors in June 
of 2008, now has an average of 4,407 unique visitors per month. 

But the fi gures don’t tell the whole story, admits Latham. 
What’s far more important is the real-world evidence of how 
engaged her customers have become with the company, its 
principals and its employees. “I can’t believe the number of 
times I step on to a farm and somebody will say, ‘Oh, hey, you 
guys just went to Hawaii, I’ve always wanted to go there!’ or 
‘My wife and I went there for our honeymoon,’” says Latham. 

“Our brand’s personality is high tech, useful, 
energetic and personable, so our blog allows us to 
convey that personality.” 
—Shannon Latham



Novozymes is the world leader in bioinnovation. Together with customers across a broad  
array of industries we create tomorrow’s industrial biosolutions, improving our customers’ 
business and the use of our planet’s resources.

LCO Promoter Technology is a registered trademark of Novozymes A/S.   
©2013 Novozymes. All rights reserved. 19816-2 2012-20905-01 SW

Success rooted in science
Too cold, too wet, too dry. Season after season, your customers face a challenging path to a successful 
harvest. But season after season, Novozymes BioAg technologies – like LCO Promoter Technology® 
and Penicillium bilaii – help manage those challenges. As the world leader in bioinnovation,  
Novozymes focuses on solutions that improve plant health and performance. Because what’s  
good for your customers’ corn and legume crops is also good for your bottom line. Learn more 
at bioag.novozymes.com.

Work with us, and see how your success is rooted in our science.
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Getting Started
Shannon Latham, vice president of Latham High-Tech 
Seeds and a social media pioneer, offers tips for getting 
started in social media.
•  Research. Be a consumer first. Subscribe to and read 

blogs, “like” Facebook pages and follow Twitter sites 
that interest you, even from outside your industry. 
Keep notes of what you like about how they do things. 

•  Train yourself. Effective use of social media is easy 
to learn, whether it’s how to blog or how to best utilize 
a Facebook page or Twitter account. Check online for 
resources that will help. 

•  Be real. Represent yourself and your company 
authentically.

•  Update often. Develop a presence by updating your 
social media presence frequently. You will need to 
commit time each day to be truly effective.

•  Change it up. Don’t allow your social media sites to 
get stale. Make changes and add new features as you 
go along.

Reaching Out
Latham says the blog is still her main vehicle to connect with 
customers, and she uses Facebook largely as a tool to drive 
people to the blog. Over the years, she has developed a formula 
that seems to work by designating specific days for different 
types of blog posts that are geared to different audiences. On 
Fridays, blog posts involve recipes and features on farm families. 
On Tuesdays, the blog hosts a regular column, Musings of a 
Pig Farmer, by a local pork producer who discusses issues that 
impact the livestock industry. Wednesdays, during the growing 
season, the blog offers crop reports with agronomic tips.

“We look at it as a way of reaching out across agriculture 
because we are all in it together,” says Latham. “It goes a 
long way in building relationships, and helps us showcase our 
agronomic strengths as well. It helps build trust and credibility 
from the salesperson’s perspective and gives them another 
touch-point with their customers.”

Social media does require a time commitment that you 
must be prepared to give, says Latham, especially if you want 
to do it right. She spends at least an hour a day, and often 
more, updating social media sites. She disagrees with some 
experts who suggest that updating social media two to three 
times a week is sufficient to build an audience. “I think people’s 
expectations have changed, especially with the explosion in 
mobile technology,” she says. “They expect you to be online 
more often than two or three times a week. Many people check 
their social media several times a day.”

Latham believes some companies entering the social 
media space are missing the point by making their sites too 
“corporate.” “It’s supposed to create an online conversation,” 
she says. 

Pioneer has taken lessons from some of the other big brands 
that have launched social media strategies, and are making 
sure that they are not just communicating their messages but 
listening to feedback from their customers and the industry as 
a whole. “The listening part is really important,” says Nguyen. 
“Social media is more about the community and less about us. 
We have a better pulse of what our growers are doing and what 
other growers are doing. We can share agronomic information 
because it’s valuable to a grower—whether they are our grower 
or someone else’s—social media is built around the premise of 
being a resource.”

Some businesses are hesitant to engage in social media, 
fearing that disgruntled customers might make their faults 
glaringly obvious for everyone to see. But Nguyen’s experience 
across different industries has been exactly the opposite. “Most 
of the time, it’s a really positive experience,” she says. “And for 
those times when you do see people who are venting or sharing 
their opinions online, they just want to be heard. If a company 
can [allow that kind of feedback] and actually do something 
about it, then that is the true value of social media.”

Angela Lovell

Seed companies are using social media platforms such as Facebook, Twitter, 
LinkedIn, YouTube and blogs to build richer relationships with their customers.
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Building Brand Equity: 
Case Studies in 
Brand Management 
In the U.S. marketplace, not all products are created equal, and seed companies 
must build strong brands based on consistent, high-quality performance.

10 SEEDWORLD.COM
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IT’S NO ACCIDENT that the logos of many of the 
world’s major seed companies incorporate the color green. 
Green can represent many things, but it has long been 

associated with agriculture. A universal symbol of nature, the 
color green symbolizes freshness, potential and new life, as well 
as stewardship of the environment. In short, it sums up an 
ideology about the world that is centered on healthy growth. 
And growth—in all of its various meanings—is the primary 
goal of seed businesses.

But companies, and their branding strategies, evolve with 
the times. Ten years ago, green was not as common an element 
of marketing materials of these same companies as it is today.

A brand is more than a logo—it encompasses a company’s 
identity, both in terms of how it perceives itself internally and 
how it is perceived in the marketplace. A company’s brand is 
as individual as a signature, and its equity builds over a history 
of strong performance.

Mick Messman, DuPont Pioneer’s director of USA product 
marketing, believes history has a lot to do with the strength 
of a brand. “I think the key thing that makes our brands so 
strong is the rich history we have of over 85 years dedicated to 
the seed business,” he says. “The Pioneer brand is one of the 
most recognizable and respected brands in the industry. It really 
refl ects who we are, and celebrates where we’ve been, and it 
provides a clear sense of where we’re going.”

For DuPont Pioneer, a strong brand has as much to do 
with the consumer’s impression of their interaction with the 
company as a whole as it does with the physical product. 
DuPont boasts a localized network of sales professionals 
supported by technical experts who can provide management 
advice along with the product in question. DuPont’s goal? 
That the consumer knows he or she is not simply purchasing a 
product that will boost their bottom line—they are purchasing 
a commitment. 

“When a customer decides to purchase a product from 
DuPont Pioneer, they understand the promise of quality behind 
that product, the commitment to research that is behind that 
product, the commitment of DuPont to play a key role in 
feeding the global population, and the honesty and fairness 
of how we work with our customers,” says Messman. “DuPont 
Pioneer has a very strong and a very positive brand image that’s 
been earned over time by being a reliable partner with our 
customers. Some of the key terms that come back to us [via 
market research] are words like ‘trustworthy,’ ‘fair,’ ‘respected’ 
and ‘likeable,’ and that’s been built by serving our customers 
in a way that helps them feel successful.”

It’s tough to imagine that many benefits fitting in one 

shopping bag. Nevertheless, a company’s ability to deliver the 
whole package has become essential to success in today’s tightly 
competitive seed industry.

Branding Systems
Increasingly, seed, traits and chemistry are branded under 
“systems,” where all products related to production of a 
particular crop are sold under blanket brands. 

Monsanto’s f lagship herbicide brand system, Roundup 
Ready PLUS, offers growers a variety of products, agronomic 
advice and incentives for using herbicides—including 
competitors’ products—to combat weed resistance. The 
platform offers regionally-specifi c herbicide recommendations 
by crop type and detailed herbicide programs that can be 
customized based on weed pressure.

“I think what’s been critical for Monsanto to do and what 
we’ve done successfully is having our brand identifi ed as part 
of an overall system,” says John Combest, a spokesperson for 
Monsanto. “We’re closely identifi ed with the Roundup Ready 
system. If you have an overall system that includes both the 
trait and the herbicide, that means when you buy a Roundup 
product it’s part of the overall system, and whether you grow 
corn, soybeans or cotton, you have a system from Monsanto 
that provides proven traits, optimum yield, effective weed 
control and even incentives for using competitors’ products.”

Holistic systems like these offer consumers assurance that 
every part of the package is designed to work with every other 
part. The corollary is that seed, traits and crop protection 
products are considered parts of a whole.

 “Some of the key terms that come back to us 
are words like ‘trustworthy,’ ‘fair,’ ‘respected’ 
and ‘likeable,’ and that’s been built by serving 
our customers in a way that helps them feel 
successful.”
 —Mick Messman
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Changing With the Times
Whether it’s seed or crop protection on offer, Monsanto, 
DuPont Pioneer and Monsanto’s Roundup Ready PLUS 
partners Valent and MANA Crop Protection have all evolved 
their branding strategies over time to meet specifi c consumer 
demands. 

Valent’s product portfolio has changed quite a bit from its 
origins. “Our parent company, Sumitomo Chemical Company 
Ltd., has an extensive priming and pelleting business in 
international markets,” says Kevin Hammill, Valent’s vice 
president of ag operations and strategy. “However, several 
years ago we recognized that many of our powerful and 
innovative chemistries were needed by growers early in the 
season to help protect a key investment—the seed—and to 
deliver the potential of the crop. Starting with our acquisition 
of clothianidin as a platform product across several crops, 
Valent begin investing more heavily in research, development 
and acquisition of seed protection solutions, and developing 
multiple internal and external compounds to create the market-
leading portfolio we’re continuing to build upon today.”

delivers. “I believe most customers make initial purchase 
decisions of a new product based upon their perceived value 
of what the new technology can offer them and their crops,” 
he says. “So it is up to crop protection companies to make sure 
they are effectively communicating the brand benefi ts to the 
grower. Retailers and growers remain loyal to our Valent brands 
based on us consistently delivering on our brand benefi t, in 
turn developing brand equity.”

Beyond Generics
MANA Crop Protection has also evolved over time. “Originally 
our start in the U.S. was largely based in me-too, post-patent 
chemistry offerings. Today, we’re at a turning point where we’re 
leveraging existing chemistries to introduce more advanced 
formulations as well as mixture concepts,” says Sara Thieding, 
marketing lead for MANA.

Thieding names MANA’s new line, KlearSky Technology, 
as an example of the company’s latest advanced formulations 
to hit the market. “The KlearSky product line delivers equal 
or improved performance versus the current active ingredient 
market standards while promising a reduced impact on the 
environment and unique product benefi ts such as reduced skin 
sensitivity for operators and reduced odor,” she says.

MANA’s task is to continue affi rming the benefi ts of its 
post-patent chemistries while also clearly branding its new, 
unique formulations—and wrapping them all in the company’s 
reputation for dependability. “From a branding standpoint we’re 
in the midst of an evolution, moving MANA forward and 
doing a better job telling our story about the brands and the 
unique formulations that we’re bringing to the marketplace,” 
says Thieding. 

Brands with consumer clout may change the whole lexicon of the consumer. 

“Most customers make initial purchase decisions of 
a new product based upon their perceived value of 
what the new technology can offer them and their 
crops. So it is up to crop protection companies to 
make sure they are effectively communicating the 
brand benefits to the grower.” 
—Kevin Hammill

For Valent, the ability to continue offering innovation 
that changes with the times is core to the company’s success. 
Hammill says that customer feedback has indicated that the 
wave of new products and technologies coming from Valent 
in the past several years has given them new marketing 
opportunities. A steady stream of innovation, in turn, increases 
brand equity—as long as customers, and ultimately growers, are 
satisfi ed with the product. 

An understanding of the product’s specific value, says 
Hammill, is key. “We believe branding philosophy starts 
with a fundamental understanding of the additional value 
our technology delivers to our customers,” he says. “Once we 
understand this value, we want to embrace it culturally and 
communicate this benefit to our customers through every 
touch-point possible—from the names, logos and images 
to training materials, presentations and customer service 
activities.”

From a branding perspective, Valent’s focus is to 
continually remind growers of the specifi c benefi ts each product 
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Automated Loss in 
Weight System
for our Bulk Treating & Coating Systems

NEW!

✔  Consistently Accurate 

✔ No More Meters or 
 Measuring Vessels
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 System Flow & Application

GTS 10 Bulk Seed Treating System 3150 CCS Rotary Coating System

Universal Coating Systems introduces ALWS (Automated 
Loss in Weight System) to both our CCS Rotary and GTS 
Bulk Treating Equipment. 

Our computer controlled ALWS adds everything by weight, 
keeping the process consistently accurate. No more meters 
or measuring vessels!

ALWS also has the built in feature of constantly monitoring 
system �ow and application. If the system does not make 
weight within the operation window, ALWS will shut down 
the process and activate an alarm. 

For a more detailed description of ALWS contact us today!

Contact:  Dave Waldo 
cell: +1-503-507-3499  

o�ce: +1-503-838-6568   
email: dave@universalcoating.net

www.ucoatsystems.com  

Available for: 
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Not all generic or commodity products possess their own 
brands, but this is a priority for MANA. “Not all commodity 
products are created equal,” Thieding says firmly. “We 
at MANA pride ourselves on the quality and consistent 
performance of our products. We certainly stand behind our 
products and we’re involved in everything from formulation to 
packaging at our local Georgia facility. It’s not a typical generic 
mentality—we go above and beyond that, and we have a lot 
more to offer than those who simply seek to move big volumes 
of commodity products.”

Similarly, with regard to seed, as generic varieties 
increasingly enter the marketplace, strong brand equity will 
be key for seed companies that own the original technology. 

For Monsanto, dependable brands such as Roundup have 
collected so much brand equity that they have changed the 
whole lexicon of the consumer. In the same way that most 
consumers refer to all tissue as “Kleenex,” even generics, 
growers refer to both Roundup and generic glyphosate products 
as “Roundup.” This carries with it both plusses and minuses 
for Monsanto, says Combest. On the one hand it speaks to 
the power of the brand, but on the other hand, it reduces the 
company’s market share. “I’m not sure if it’s a good thing or bad 
thing. Roundup is such an important part of our overall strategy 
to serve farmers, so we certainly remind them that Roundup 
brand herbicides are the top-of-the-line products,” he says.

Ultimately, however, the reliability of the brand gives it 
an edge against any competition. “The product works,” says 
Combest. “We’re known largely as a seed and traits company 
but we’re always researching new herbicide technologies. We 

commercialized glyphosate, so farmers recognize Monsanto as 
the experts on it.”

According to Combest, the lower price of generics might 
initially seem like a point in their favor, but the value of the 
brand is such that the cost is a side issue. It comes back to 
the overall strategy. Growers buying Roundup are buying it as 
part of a system, and participation in the system is a benefi t all 
on its own. “Our Roundup herbicides are priced just slightly 
over generics, so when farmers look at a cheaper generic and 
then they look at something as powerful as Roundup, when 
we’re priced so competitively, farmers tell us it’s a pretty easy 
choice. In addition to that, you tie that into the overall system. 
When you buy Roundup herbicides, you might also participate 
in Roundup Ready PLUS and some other programs.”

Going forward, Roundup Ready PLUS as a branding 
system will be a major focus for Monsanto. And why not, says 
Combest, “it’s working.”

Value, Value, Value
It’s a given that successful marketing strategies begin with a 
belief in the quality of the product being sold. If you don’t 
believe in the product, why should consumers believe in it, 
much less buy it year after year? 

When it comes to marketing seed and seed protection 
technology, this is particularly true. Growers, heavily invested 
in the success of their operations, and often heavily in debt, 
cannot afford to make mistakes on their fi elds. Profi tability 
requires reliability. Growers buy brands they believe will stand 
the test of time. 

Messman believes growers make 
purchasing decisions based on the 
strength of the brand. “What we’ve seen 
is that the customer purchases the brand, 
and then they purchase functionality 
with that. So they may be looking for 
insect or disease protection, but the 
overriding factor in that purchase 
decision is the brand,” he says. And 
what DuPont Pioneer’s brand offers them 
is something they feel they can trust. “I 
think the 80-some years of history of 
DuPont providing a good product—
there’s a level of trust there that we’re 
providing that protection, whether 
from trait technology or treatment 
technology.”

Growers are savvy businesspeople, 
willing to pay for value. It’s up to seed 
and crop protection companies to 
provide the consistent value growers are 
looking for. 

And in the end, it’s the level of 
trust that matters most to the success or 
failure of a brand.  Julienne Isaacs



Empowering
you to differentiate,
profit & thrive
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• A large up-to-date selection of plant genetics
• Access to new products and technology as 

soon as they’re available
• The latest traits from Syngenta
• Advice and friendly service from experts 

you trust

Count on GreenLeaf for the newest, the most 
advanced – the best for your customers.

800.445.0956  •  www.greenleafgenetics.com

©2011 Syngenta. Agrisure®, GreenLeaf™, GreenLeaf Genetics®, the Alliance frame, Purpose icon, 
the GreenLeaf logo and the Syngenta logo are trademarks of a Syngenta Group Company.



SEED POSITIONING IS one of the top fi ve factors to 
producing a top crop,” says Rod Osthus of R.C. Thomas 
Company. However, it can be tricky in today’s rapidly-

evolving marketplace. It wasn’t many years ago that newly-
released varieties remained on the market 15 years or longer. 
Today, new technology-integrated varieties are on the market 
an average of only three years or less, according to Osthus. In 
fact, Osthus says they are being released so fast that there is no 
longer time for farmers to do what they have always done, try 
or test varieties before planting them on their farms.  

It’s the million-dollar question—with 
double, triple and quadruple trait 
stacks becoming the norm industry 
wide, how do seed companies get 
the right seed, in the right place, at 
the right time?

16 SEEDWORLD.COM

Product Positioning: 
GET IT RIGHT

“



JANUARY 2013 17

“In general, seed companies have dropped the ball, not 
only when it comes to helping farmers make decisions on 
which varieties and technologies to use on their farms, but 
more importantly, where to plant them,” he says. “They are 
still putting the responsibility for those decisions on customers, 
even though in today’s marketplace, there is no way customers 
have the information they need to make those key decisions.”

Being Seed Leaders
Osthus says the problem is not just the rate of product releases 
and brief availability. “The problem is that seed companies 
have continued to let growers believe they can still make their 
own product selections. They haven’t put themselves into 
a leadership position so that customers realize their lack of 
ability and they start making those decisions for them,” says 
Osthus. “Sales reps have all of the information on products and 
farmers have none. Why, then, is anyone except the salesperson 
deciding what each farmer should be buying and in which fields 
those varieties should be planted?”

“Sales reps have all of the information on products 
and farmers have none. Why, then, is anyone 
except the salesperson deciding what each 
farmer should be buying and in which fields those 
varieties should be planted?”  
–Rod Osthus

Seed companies have taken on the role of the car salesman 
when it comes to working with farmers, says Osthus. “They 
must meet with a farmer, interview him about his needs, shoot 
him a price and then let him make the decision,” he says. And 
according to Osthus, the “interview” step is critical for getting 
the right seed in the right place.

Know Your Customer’s Needs
Every farm is unique, every field is different and every farmer 
has his own style of management. “The days of selling the same 
variety to 20 farmers and allowing them to treat the variety 
like they want to treat it are over,” says Osthus. 

Sitting down with a farmer and developing a cropping 
plan not only aids in variety selection, says Osthus, but it 
ensures proper product placement. “Seventy-five percent of 
all varieties never reach their full genetic potential on farms 
because they are planted in the wrong fields. How many seed 
sellers today follow the first rule to success prior to selling a 
farmer seed—looking at the fields first? It’s all about having a 
field-by-field cropping plan for each customer,” Osthus explains. 
“Every farmer needs one, but few have one because many seed 
company sales reps just ask the grower what he wants to do, 
then writes the order.”

Nobody understands the importance of helping each 
seed reach its genetic potential more than we do.   
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be tricky with the rapidly-evolving trait stack mixes.
In terms of staff training, Burrus says his company “has 

monthly meetings where we discuss ideas for helping growers 
make good management decisions. In between, we have webinars 
to support our staff and help them solve farm issues.”

Osthus says companies need to keep it simple when it comes 
to training staff on what products are available. “Companies 
need to stop training their sales people to be agronomists and 
start training them to be seed sellers,” says Osthus. “Companies 
are trying to train their sales reps on too many things. It is 
impossible for reps to become experts in genetics, technologies, 
agronomy, entomology, crop protection, fertility and so on.”

Reacting to Weather
Many producers use the past season as a guide for planning 
for the next one, but that isn’t the best policy for growers who 
want to get the most from each acre. Instead, it’s best to help 
growers plan for next year by telling them to look at the long-
term weather trends.

“Weather changes from year to year and we can’t predict the 
next growing season. Rather than using this past year’s drought 
as a guide, growers should look at several seasons and rely on 
that information to make decisions,” says St. Peters. “Growers 
should look at the more long-term trends in their region and in 
their specific fields. No year is the same as the last, so plan for 
a typical season.”

However, Burrus says in some cases it is hard to break old 
habits. “Growers have spent a lifetime of evaluating products 
as they harvest to influence their decision making for the next 
year,” he says. “This will include 2012 if 2013 is expected to be 
another hot, dry year. If 2013 is a high-yield year, then the 2012 
evaluation should be reduced in value or influence. Most growers 
will be considering crop insurance choices as they develop their 
plans for 2013.”

Osthus says the onus for correct seed placement after a bad 
weather year comes back to the seed seller: “It is important to 
remember that regardless of weather conditions, varieties must 
first be placed in their proper fields and treated properly for those 
field conditions.”  Julie McNabb

Osthus compares a field-by-field cropping plan to a doctor’s 
chart. “The doctor recommends the treatment and then places it 
on a chart for the patient to follow. The patient does not deviate 
from the plan without permission of the doctor. The cropping 
plan works exactly the same way,” explains Osthus.

Josh St. Peters, DuPont Pioneer corn marketing manager, 
agrees, and encourages growers and seed sales professionals to 
work together in choosing the right product for the right acre. 
“Ask yourself, ‘What are the characteristics of the field and what 
traits are needed to get the greatest return for each acre?’ Evaluate 
the agronomic traits needed for each field and select appropriate 
hybrids,” he says. “Know the insect pressures of each field and 
chose hybrids with the right insect protection traits. Select hybrids 
that match the tillage operation, whether it’s conventional, 
minimum till or no-till. Know each grower’s field and choose the 
product that best fits the complex needs of each.”

Tom Burrus of Burrus Hybrids says his company, which 
represents multiple trait suppliers, is well aware that proper 
seed positioning comes down to figuring out a farmer’s, or more 
specifically each specific field’s, needs. He says his company first 
matches the strongest genetics to the field or farm, then selects 
the insect and weed control measures.

“We are recommending different management practices for 
different growers based on their crop rotation, their geography 
and their affinity for risk,” says Burrus. “Most growers will use 
the CRW trait alone, some will rotate the traits, others will 
rotate the crop, and some will add granular insecticide to the 
trait in the most severe pressure areas.” Burrus has also gone 
to winter production the last two years to ensure supply of the 
latest technologies and genetics so growers have maximum yield 
potential for every acre.

And Burrus says technology is helping with the seed 
positioning process. “We now have a computer program called 
MyFarms that matches the ideal products to the soil type,” he 
says. “It recommends the correct refuge choices and correct 
amount of units or acres to be in compliance. Our approach 
has always been to protect the environment and the technology 
through stewardship.”

Know Your Products
Beyond knowing what your customer needs, seed companies 
also need to know what products are out there. And that can 

“The doctor recommends the treatment and then 
places it on a chart for the patient to follow. The 
patient does not deviate from the plan without 
permission of the doctor. The cropping plan works 
exactly the same way.”
 —Rod Osthus
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against DuPont and, in a ruling against Bayer Bioscience due 
to inequitable conduct, Dow AgroSciences was awarded costs 
of $5.3 million.

Indeed, the ramifications of companies taking legal 
action against one another while collaborating with each 
other continues to make headlines. But this most compelling 
environment triggers some obvious questions. How does 
this affect the decision-making process? And with new 
technologies constantly driving the marketplace, do these 
patent infringement legal challenges alter, or even seriously 
impede, the research and development ambitions of any fi rm 
doing business in the seed world?

An attorney working in the “Seed Capital of Minnesota” 
community of Olivia, Steve Hettig points out the importance of 
protecting intellectual property in this environment. “Because it 
is such a fi ercely competitive business, seed companies are very 
concerned about protecting their intellectual properties and 
will spend time and money having confi dentiality agreements 
signed and enforced,” he says.

“Logic would suggest that two companies in collaboration 
on something would temper the desire to bring a lawsuit against 
the other company for fear of harming the existing collaboration 
or making future collaborations less likely. However, if the 
matter is important enough I could see one company bringing 
a lawsuit against another with whom it is in collaboration.”

Rod Osthus, president of the R.C. Thomas Company and 
a seed industry veteran with several years of experience doing 
business development presentations to agribusiness companies, 
says, overall, litigation is not to be feared. “All seed companies 
need to be aware of trademarks and the reality of patent 
infringement, but they don’t need to fear it,” he says. “The most 
important thing companies can do is create strong relationships 
with technology providers, then follow their rules in how those 

Are legal wrangles 
in the seed world 
impeding or 
encouraging new 
technologies to enter 
the marketplace?

IN WHAT HAS now become a global arena, the 
complexities of doing business in the seed world are taking 
on new dimensions. However, they boil down to a basic 

problem: how to share information while still attempting to 
maintain legal protection of intellectual properties. In simpler 
terms, successful businesses must be “good neighbors” without 
sacrifi cing fi nancial opportunities in the process. 

Recent collaborations making headlines include the 
following:
•  Syngenta and Dow AgroSciences offer reduced refuge options
• Bayer and Pioneer launch new seed treatment 
• Bayer and Monsanto enter soybean agreement
•  BASF and Monsanto expand collaborations maximizing 

crop yield
However, also drawing media attention are legal cases 

involving the seed industry. For example, two major cases still in 
process include DuPont’s appeal of the verdict that was reached 
in favor of Monsanto in Monsanto’s patent infringement case 

SEED 
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technologies are to be used and marketed. If you don’t own the 
technology, you cannot make the rules.”

Osthus lists several potential consequences of litigation 
when companies already have collaboration agreements:
•  Approval and release of new technology is often delayed to 

the marketplace. If this is “breakthrough” technology, this 
delay has negative cost implications for both producers and 
consumers.

•  Confusion with production and marketing strategies and 
with the buying audience—the farmer.

•  Misinformation about the technology, because companies 
may or may not know exactly how much information can 
be shared.

•  Increased complication of the sales process due to the 
amount of legal documentation needed to enforce the use 
of the product (i.e. warranties and disclaimers).

•  Suppliers may shy away from offering products and 
technologies from companies with a reputation for being 
litigators.

Chicago patent attorney Keith Parr of Locke Lord Bissell 
and Liddell has over 30 years of experience advising companies 
in the seed industry, as well as over 15 years of market entry 
litigation in the pharmaceutical industry. He characterizes the 
seed industry as being relatively new to dealing with disputes 
involving utility patents while at the same time dealing with 
the intricacies of licensing agreements, joint ventures and other 
collaborative efforts on a more cooperative basis.

“In the pharmaceutical world, it is not uncommon to be 
involved in litigation on certain products while at the same 
time having joint ventures or product collaborations on other 
products,” says Parr. “Companies need to structure their 
internal decision-making processes to make certain they make 
rational decisions to take advantage of a collaboration that is 
favorable, while still being able to make different decisions on 

“All seed companies need to be aware of 
trademarks and the reality of patent infringement, 
but they don’t need to fear it. The most important 
thing companies can do is create strong 
relationships with technology providers, then 
follow their rules in how those technologies are 
to be used and marketed. If you don’t own the 
technology, you cannot make the rules.”
—Rod Osthus

products where they have disputed issues.”
Parr says decision-makers can let emotions stemming from 

an “adversarial situation” compromise their abilities to continue 
collaborating in other areas, when they would be wiser to 
remove emotion from the equation. “I think it is important for 
companies to develop internal structures and reporting processes 
to ensure that they are making rational decisions in all disputed 
matters, while also making rational decisions on matters where 
they would be better off working cooperatively,” Parr notes.

Asked whether winning at any price should be the ambition 
when litigious issues surface, Parr cautions that no one ever 
“wins” completely. “In any event, in the seed industry, it’s 
important to have a competitive atmosphere to bring out the 
very best in people, which very directly leads to better products,” 
he says. “Farmers want to see companies competing. To them 
that means better products, and the ongoing introduction of 
new technology is what makes agriculture such an exciting 
industry for all participants, especially those involved in the 
seed industry.”

Parr, who owns and operates four farms in Illinois and one 
in Wisconsin, emphasizes that farmers want to see companies 
resolve disputed legal issues because seed and technology 
companies continually doing battle in the courts project an 
image of uncertainty that the American farmer would like to 
avoid, given all the other variables, including weather factors, 
that they have to deal with.

Compromising Innovation
Does continuing conflict between seed companies potentially 
slow down the advancement of new genetics, new traits and 
other technologies? Parr believes it can. “Companies may delay 
decisions about introducing new products if they are concerned 
about potential patent infringement. But it is also important to 
encourage and recognize innovation.”

Decision-makers can let emotions stemming from an adversarial situation 
compromise their abilities to continue collaborating in other areas, when they 
would be wiser to remove emotion from the equation.
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Some companies don’t always access and analyze enough 
information in attempting to develop and introduce a new 
product if management becomes too passive because of litigation 
fears, he says. “Although with the Internet, and other more 
traditional sources of information, a substantial amount of 
information may be publicly available, accessing that information 
and utilizing it in a decision-making process depends upon a 
management team being able and willing to do so,” says Parr.

“I agree that some companies might be slow about entering 
into a collaboration, particularly if the company they hope 
to deal with is already engaged in litigation,” he says. “They 
won’t want to be the recipient of a subpoena. They won’t want 
to appear to be aiding or assisting one or the other sides of 
the potential dispute. By the same token, the seed industry 
apparently is already entering into relationships which benefi t 
both parties and the revenue stream of each participant. 

Contractual protection to limit the downside risk is the key to 
making collaborations work,” says Parr.

Osthus reasons that the greater the development cost of a 
particular technology, the more likely the company will be to 
protect it as long as it can. Releasing a particular technology 
to the industry might generate more income, but such a tactic 
often hastens the commoditization of the technology, which 
erodes long-term profi tability.

Recognizing that “fi rst to market” is the mantra of the 
seed world, he suggests that litigation sometimes does nothing 
more than slow down the ultimate introduction of new traits 
and new technologies by other companies. 

“Where trusting and honesty agreements used to be 
supported by a handshake—that no longer exists. Litigation, 
to a large extent, now both controls and refi nes the entire 
process of how future technologies will be delivered and used.” 

Dick Hagen

“Companies may delay decisions about introducing new products if they are concerned about potential 
patent infringement. But it is also important to encourage and recognize innovation.”
—Keith Parr
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Prospecting
Often, in established seed businesses, new salespeople will 
start working from a list of current and previous clients, but 
eventually, they need to find new prospects. There are many 
ways salespeople can build their prospect list. By partnering 
with the marketing department, they can identify segments 
of potential customers who align well with the company’s 
competitive advantages. For example, they might decide to 
focus on farmers with 5,000 or more acres, progressive farmers 
or farmers with certain soil types. There may also be farmers 
who have attended the company’s events, like field days, but 
have yet to make a purchase. Those are also ideal candidates 
for a salesperson’s list. 

Downey suggests that if a customer has seen positive 
performance from a company’s seed, salespeople should ask 
for referrals to other farmers. 

“If the salesperson can clearly articulate what makes his 
company unique, then when he asks for referrals, he’s not just 
saying, ‘Who else should I peddle my products to?’” Downey 
explains.

JENNA LANGLEY, a sales representative at Mycogen 
Seeds, is excited to go to work every day. 

“My farmers and retailers are the people that I wake 
up for,” Langley says. “Each morning when I get in my pick-up, 
I focus on how I can add value to the customers’ operations—
and I know when I see my customers, it going to be a lot of fun.”

At the same time, she knows it’s going to be hard work, 
too. Langley covers 15 counties in northwest Indiana and 
manages relationships with 50 customers. Her position is 
similar to many seed salespeople and one that gets increasingly 
more challenging as farmers become more sophisticated in their 
buying decisions. 

Knowing how to gain a deep understanding of their 
customers’ operations and identifying their long-term goals will 
allow seed salespeople to move beyond the transaction and into 
a more sustainable partnership with their customers, according 
to Scott Downey, professor of agri-sales and marketing at 
Purdue University. 

To achieve that partnership, Downey suggests working 
through a seven-step process, which starts with identifying 
potential customers through prospecting. 
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Building Trust
It’s important for salespeople to build trust when initiating 
relationships with prospective buyers. Trust is established 
through salespeople’s words and actions, such as being honest 
and doing everything they can to deliver on any promises they 
make during a sales visit. Even actions like showing up on time 
are vital when building trust. 

“If I show up late or without an appointment, it says to the 
customer that I care more about my schedule than I do about 
his,” Downey says. 

Being a salesperson doesn’t necessarily mean having all 
the answers. Sometimes, it means solving problems together 
with the customer. By working with the customer as a partner, 
the salesperson can build trust to a greater degree and address 
some of the challenges the customer encounters.

Langley knows that she won’t always have the answer, 
but she is willing to fi nd the right resource, such as one of 
the company’s agronomists, to help find a solution for her 
customers.  

“I try to treat each farm like it was my own,” Langley says. 
“I want to make sure that I’m not over-promising or under-
delivering and that my customers profi t in the most positive 
way that they can.” 

Understanding Customer Needs
With a level of trust established, salespeople can begin to ask 
questions that provide more specifi c information about the 
customer’s operation—not just what they want to buy. For 
example, a salesperson should know how the farm operates 
on a daily basis, what the farmer believes he needs in order to 
operate successfully, what resource constraints he’s facing, how 
the farmer wants to grow his operation, the long-term goals for 
the farm, etc. This is the information that’s driving the farmer’s 
purchasing decisions.

Selecting and Presenting Value
Armed with knowledge about the customer’s goals and needs, 
the salesperson can initiate a conversation about how her 
company’s products will help the customer achieve some of 
his goals or meet a vital need. 

“It’s all about relating the value a product offers in a way 
that is meaningful to the customer,” Downey explains. “Rather 
than saying, ‘This seed will accomplish this because it has this 
trait,’ the salesperson should relate the value to the customer 
in a way that connects back to the things she learned when 
developing her understanding of the customer.”

Dealing with Objections
While working with their customers, salespeople should try 
to remember that in today’s marketplace, buying seed is a 
huge decision for farmers. Seed choice dictates the types of 
chemicals that will be used, and how they’re applied, as well 
as the equipment that a farmer will own and what their crop 
rotation will be. Financing and discounting, along with weather 
and soil variability, impact their decision, too. 

Farmers are going to explore competing offers when 

making such a signifi cant decision, and sometimes, the easiest 
way to boil it down is to say, “How much does it cost?” Price 
may not be the primary objection that a customer has, but it’s 
almost always important.

The salesperson should explain, in dollars and cents, why 
his seed is the right choice for the farm. The salesperson should 
refer back to his understanding of the customer’s operation and 
explain the value of his seed in terms of the customer’s main 
objective—profi t and yield or cost.

“Objections must be approached realistically and with 
concern,” Downey advises. “My customer knows that I benefi t 
from a sale, so I don’t want to hide that. But I also have to 
make sure that the decisions I’m recommending will benefi t 
my customer in the ways that are important to him. If I don’t 
do that effectively, then it undermines trust.”

Securing Agreement
Closing the sale is about securing the farmer’s agreement and 
managing his expectations at the same time. It is more than 
getting the customer to say “yes” or sign a contract. This is 
the time to discuss when the customer will hear from the 
salesperson again and when the customer will receive the seed.

Sometimes, a customer may also need to be reminded 
about the decision that they have made. 

Understanding
Customer Needs

Selecting and 
Presenting 

Value

Dealing 
with

Objections

Securing
Agreement

Follow-Up

Building 
Trust

There are many ways salespeople can build their prospect list. By partnering 
with the marketing department, they can identify segments of potential 
customers.
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“Because of the complexity in today’s market, it’s easy for 
the customer to remember features of a product the salesperson 
talked about, but the farmer chose not to buy,” Downey 
says. “Sometimes, a salesperson needs to ‘unsell,’ or remind 
the farmer about their conversations and reset the farmer’s 
expectations.” 

Follow-Up
When the paperwork is finished and the expectations are set, 
it’s time to deliver and follow up. The biggest way to betray trust 
in a relationship is to not deliver on promises. 

“The salesperson should help the grower analyze 
performance as part of follow-up and assessment for next 
year—that means coming out to look at the field,” Downey 
suggests. “It’s a good idea to take pictures of emerging seedlings 
and during tasseling.”

It’s also critical to revisit the goals the farmer said he 
wanted to accomplish, and how the salesperson’s value 
proposition will help him do that. The salesperson should 
ensure that he has delivered the expectations he initially 
discussed with the farmer and that those expectations have 
not changed drastically. 

“If a salesperson’s only follow-up comes the next time 
the customer is ready to make a buying decision, then the 
salesperson really isn’t a partner in the business,” says Downey. 
“In that case, you don’t have a partnership. You have an annual 
transaction.”

Following-up positions the salesperson to sell to the farmer 
for the next year. That’s when the sales process becomes 
cyclical, and the salesperson can initiate another conversation 
about the farmer’s goals. Downey suggests looking at the 
weather and pest threats that may have affected the original 

seed-buying decision and bringing them 
back into the conversation about the 
selection process the following year in 
order to ensure an ongoing relationship.

Langley calls on her farmers multiple 
times throughout the year to strengthen 
and maintain her partnerships. 

“Although each customer writes 
a check for seed just once a year, I 
spend time with them throughout the 
year building partnerships and trust, 
which is vital to our success,” Langley 
says. “Building relationships with my 
customers is my favorite part of the 
job. Helping them reach the highest 
potential on their acres is the reason 
that I’m happy to go to work.” 

Megan Sheridan and  
Kristyn Childres

Editor’s note: Megan Sheridan is the 
marketing director and Kristyn Childres is 
the marketing assistant at the Center for 
Food and Agricultural Business at Purdue 
University.

“Building relationships with my customers is my favorite part of the job. 
Helping them reach the highest potential on their acres is the reason 
that I’m happy to go to work.”

— Jenna Langley
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BACK TO BASICS
To be successful, seed sellers must have 
a well-built business plan in place not 
only to understand how they are going to 
enter the market, but also to determine 
the interactions they are going to have 
with growers. Once dealers or licensees 
understand how their business model 
fi ts within the industry, they must identify 
places within that model where additional 
information may be needed. As well as 
being technically savvy and possessing 
an understanding of both the traits and 
the germplasm, a seed seller’s knowledge 
of where the market is heading and how 
they can do a better job of educating 
growers is essential, says Vaughn.

PUT IT OUT THERE
Information gathering is an important 
component to staying on top of the 
evolution of traits. Attending seed 
industry venues, such as trade shows 

A featured segment designed to share business-
critical information to seed-selling professionals. Visit 
SeedWorld.com to download this department and 
other tools to help you sell seed to farmers.

Confi rming Seed Orders

STRATEGY
A featured segment designed to share business-
critical information to seed-selling professionals. 
Visit SeedWorld.com to download this 
department and other tools to help you sell seed 
to farmers.

A featured segment designed to share business-
critical information to seed-selling professionals. 

department and other tools to help you sell seed 

Keeping Up with the Evolution of Corn Traits

and conferences, as well as events 
put on by seed companies and trait 
providers, offers numerous ways of 
exchanging information on new products 
and technologies. “People learn in 
different ways. Some of that is through 
reading, so we make sure there’s 
information available about our products 
that way. Then there are face-to-face 
conversations, where we all have the 
chance to interact with each other, 
especially at meetings and conferences, 
and those are as important as anything,” 
says Vaughn. 

While attending events and venues, 
listening to and asking questions of 
presenters is essential. “In the end, 
retailers and licensees have to make up 
their minds about how they’re going to 
position the products with growers, and 
we want them to be able to do that with 
as much knowledge as possible,” says 
Vaughn. “They get pieces of information 

from these different venues, and they 
build that back into their business plans, 
predict how successful they’re going 
to be, evaluate if they were successful 
or not, and then continue to evolve that 
over time. Their view of the market may 
be more specifi c to their region. They 
need to understand it, ask the questions 
and get the information. This can be an 
ongoing process because the market 
is changing quickly—we have new 
innovations coming along, new systems 
for optimizing yield.”

TWO-WAY STREET
Getting the right information on new 
products and technologies is critical 
to the seed sellers’, and in turn their 
grower customers’, success. However, 
this process is a two-way street, says 
Vaughn, with responsibilities for the 
exchange of information fl owing in both 
directions—from the seed companies/
trait suppliers to their retailers/licensees 
(and on to their customers) and retailers/
licensees providing questions and 
feedback to the seed companies/trait 
suppliers. “We can provide a lot of 
information, but is it the right information 
for that particular dealer or retailer? 
There is some responsibility on the 
retail/licensee segment to provide the 
questions, so they’re getting the answers 
they need from their seed companies or 
trait suppliers,” says Vaughn.

“We listen to what retailers and 
licensees are telling us—what growers 

Attending seed industry venues offers that 
essential exchange of information needed to stay 
on top of traits.
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THE COMPLEXITY of corn traits 
and technologies being offered 
is increasing as their evolution 
progresses. How is a seed seller 
to keep up to speed, let alone 
stay ahead of the curve, on the 
information required to effectively 
position and sell products as well 
as educate grower customers? 

Ty Vaughn, U.S. corn product 
management lead at Monsanto 
Company, offers some tips.
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are telling them they need and the 
challenges they are facing. We listen 
to that and incorporate it into our 
strategies. We go through the different 
training sessions to make sure they’re 
getting the information they need and 
their questions answered. They’re then 
able to represent the products to the 
grower. If that doesn’t work, it’s a big 
miss for all of us,” says Vaughn.

“One size doesn’t fi t all. It’s 
understanding the need, specifi cally 
of a business, and then being able to 
supply the information they need to be 
successful.”  

BUILDING BRIDGES
In the end, building strong relationships 
all the way through the supply chain 
enhances the exchange of information 
essential to business success. “It’s really 
about developing those relationships. 
We’re very open to that bridge-building 
between our seed partners and retail 
and what we’re doing as a company. We 
have to build confi dence throughout the 
entire chain in order to get the grower 
to believe the value is there in the 
products,” says Vaughn.

 TRAIT TALK 2013
IN THE BAG
Simplicity and value are the watchwords 
of the day when talking about the new 
technologies on offer, and single-bag 
refuge options for growers provide both, 
which is generating a lot of excitement in 
the industry. 

Optimum AcreMax Xtreme delivers 
both, says Jon Lightner, senior research 
director of DuPont Pioneer. “What 

we’re delivering to growers is industry-
leading rootworm control in the simplest 
confi guration for them to deliver with 
blended refuge—two industry-leading 
rootworm technologies in a single bag,” 
he says. “We talk about it as customer-
focused biotechnology. What we hear 
from growers is that with tight planting 
timelines and big acreages, simplicity 
in getting the crop in the ground while 
complying with registration requirements 
and EPA requirements is a big value-add 
for them.”

Monsanto’s Genuity refuge-in-a-
bag platform has shown outstanding 
performance, says Vaughn, and is now 
available with all Genuity trait packages.  
“This is the fi rst time in the industry that 
a grower in the northern corn-growing 
region does not have to think about 
where he’s going to be planting a refuge 
when he buys a RIB Complete product. 
We now have all three platforms as RIB 
Complete products, including Genuity 
SmartStax RIB Complete, Genuity VT 
Double PRO RIB Complete and now 
Genuity VT Triple PRO RIB Complete, 
giving growers choice and simplicity,” 
says Vaughn.

Dow AgroSciences Refuge Advanced, 
which also offers a single-bag solution, 
is drawing growers’ attention for its 
convenience and value, says Ben 
Kaehler, Dow AgroSciences’ commercial 
leader for U.S. seed affi liates. “Growers 
understand the performance and 
convenience that it brings … The 
value for retailers and seed dealers 
is they’re going to be able to manage 
their inventories easier. Hopefully they 
will be able to carry less SKUs in their 

organization and their people out selling 
seed will only have to represent one 
hybrid instead of multiple hybrids for a 
single fi eld.”

Syngenta’s Agrisure Viptera 3220 
E-Z Refuge and Agrisure 3122 E-Z 
Refuge will also provide growers with 
a single-bag option for ease of use in 
2013; meanwhile, Agrisure Viptera 3111 
and 3110 continue to “gain signifi cant 
ground in the marketplace, thanks to 
leading control of a broad range of 
Lepidoptera,” says Pat Steiner, corn 
portfolio head for Syngenta.

DROUGHT TOLERANCE
In 2013, growers will want some straight 
talk on drought tolerance products. 
According to Lightner, Pioneer’s Optimum 
AquaMax performed exceptionally in 
2012. “Across that line-up we saw an 
average of 8.9 percent yield improvement 
in stress situations and in non-stress 
situations an average yield advantage 
of two percent. After an extraordinary 
drought year where we know many 
growers had challenges we saw really 
good success with the products with 
this technology and we are really excited 
about its potential for 2013.”

Steiner says Syngenta’s Agrisure 
Artesian technology is proving to be 
a valuable tool in combating drought. 
“In 2012, Agrisure Artesian varieties 
provided 16.8 percent better yield than 
the trial average under severe and 
extreme drought conditions,” he said.

SHIFT TO SYSTEMS
In addition to helping growers 
protect their yields in water-stressed 
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environments, Monsanto’s DroughtGard 
Hybrids also introduce a new path 
forward for the industry—a system 
approach to optimizing yield, says 
Vaughn. “In the simplest of terms, 
it’s the traits, the germplasm and the 
agronomic practices. The DroughtGard 
system is a whole system, versus a 
single component, making it a great tool 
for growers to help mitigate risk.” 

The biotech trait included in 
DroughtGard Hybrids is added to a 
genetic platform that has already been 
under selection for drought stress. 
The next step, says Vaughn, is using 
that package—the genetics and the 
trait—in an optimal way in a particular 
market, such as the dry regions of the 
West, to increase yield under drought 
conditions. “Growers have had genetics 
in the past, then we gave them traits. 
Now we’re giving them agronomic 
recommendations on how to optimize 
everything that they’re already using.”

In addition to DroughtGard Hybrids, 
Integrated Farming Systems is a new 
platform from Monsanto that will be 
used in the future to help maximize 
yield potential on the farm. “IFS 
brings together Monsanto’s unique 
understanding of how plant genetics 
perform in different environments and 
combines that know-how with precision 
equipment and advanced data analysis to 
help farmers maximize yield potential on 
the farm,” says Vaughn. “This analysis, 
along with Monsanto’s extensive hybrid 
testing process, make Monsanto’s IFS 
platform unique in the industry.”

Similarly, Dow’s new Enlist Weed Control 
System for corn offers growers more 
than a single component. “One of the 
interesting aspects about Enlist is it’s 
a total package—we have the trait, the 
herbicide solution and a stewardship 
program all under the Enlist banner,” says 
Kaehler. Regulatory approval for Enlist 
traits are expected in the coming months.

MULTIPLE MEANS
With the rise of herbicide-resistant 
weeds, the development of herbicides 
offering multiple modes of action is 
an essential tool to add to a grower’s 
toolkit. Bayer CropScience has 
released two selective herbicides, 
Capreno and Corvus, to help growers 
eliminate the hardiest of weeds. 
“Capreno delivers season-long control 
of the toughest weeds to deliver an 
amazing end-of season clean . Corvus 
offers consistent one-pass grass and 
broadleaf control at an ultra-low use 
rate,” says Jeff Springsteen, selective 
corn herbicides marketing manager for 
Bayer CropScience. “Both Capreno and 
Corvus can be used in a tankmix with 
glyphosate and atrazine for four modes of 
action to kill resistant weeds,” he says.

Educating Your  Sales Staff
Keeping up with the evolution of traits is 
a constant learning process, says Tom 
Burrus, president of Burrus Hybrids, 
but necessary for companies that want 
to do more than just offer products to 
their customers. Burrus’ staff members 
are routinely educated about the latest 
technologies to ensure they can best 
advise growers on how to use the traits 
effectively—and to their maximum 
advantage. 

To stay on top of the information 
associated with the ever-growing 

number of traits on offer, Burrus uses 
many strategies, such as monthly face-
to-face meetings and biweekly letters to 

discuss new products and technologies, 
improvements and advancements with 
dealers. Sales staff also participate in 
biweekly webinars to keep up to date on 
“what’s new, what’s coming and how to 
use it.”

Other approaches to keeping Burrus’ 
employees abreast of the evolution of 
traits include the following:

• Cheat sheets—A chart or list of 
important information containing the 
name of the trait, components in it 
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and how much refuge is required to 
work with that product can aid all staff 
members, especially those who do not 
deal with traits on a daily basis. “The 
pertinent information is then right in front 
of everyone,” says Burrus.

• Pop quizzes—Assessing and 
evaluating staff on product knowledge 
is a valuable tool for an organization to 
identify gaps in understanding. Burrus 
uses TurningPoint software for staff 
education—and he’s found it can also 
be a great motivator. “Realizing there’s 
going to be an exam—it helps motivate 
them,” he says.

• Monitoring product mixes—When trait 
mixes are monitored, adjustments can 
be made for future recommendations. 
“One of the things my brother Todd 
does is he regularly pulls out the orders 
placed in a territory and looks at the trait 
mix, the genetic mix, and then discusses 
with the salesperson or customer where 
their product mix should be adjusted 
as they go forward. We monitor it on 
the backside as to what dealers and 
customers are buying,” says Burrus.

MATCHMAKERS
The key to keeping up with the evolution 
of traits is understanding the strengths 
of each trait, says Burrus. “Then, you 
need to look at the genetics involved,” 
he adds. Customer success depends on 
matching genetics and traits, he says.

“Sometimes we have a new trait 
package, but it might not work in every 
geography because the genetics might 
be designed for a particular area within 
that geography,” says Burrus.

Growers tend to gravitate toward the 
products that offer them the most 
convenience. Right now, says Burrus, the 
most convenient options are the single-
bag refuge products; however, without 
consideration of the seed’s genetics, 
growers may be leaving more on the 
table than they are aware. “The grower 
would leave a product in the warehouse 
because he wants the convenience of the 
single-bag refuge, but he might be leaving 
profitability out of his farm because he 
didn’t use the right genetic package that 
maybe isn’t available yet in a refuge-in-a-
bag product.”

In these cases, it is important the dealer 
explains to the grower that there’s often 
a trade-off, says Burrus. “To go to the 
ultimate in convenience today might 
be sacrificing some potential yield; for 
example, do you want to go for the 
highest yield and maybe use a structured 
refuge, or do you want more convenience 
in having a higher percentage—or all 
of your product—mix in a single-bag 
refuge?”

So great is the importance, says Burrus, 
of making the right match between 
genetics and traits, his company has 
recently partnered with technology 
manufacturer MyFarms to create a 
web-based seed selection program 
to identify the best seed variety for 
particular soil types. “MyFarms takes the 
management of the grower and his soil 
types by field and helps make the best 
recommendations for maximizing yield,” 
he says.

Burrus also prefers to sell a package 
of products with various genetic 
backgrounds to achieve diversification, 
helping to spread the grower’s risk. 

Although ongoing education through a 
number of different means is central 
to staying on top of new products and 
technologies, correctly pairing genetics 
and traits and proper positioning of 
those packages in farmers’ fields is 
equally important. And matchmakers 
such as Burrus bring it all together, 
ensuring their customers’ success. 
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FAO: PROPER INVESTMENT IN 

AG CRITICAL

“A new investment strategy is 

needed that puts agricultural 

producers at its center,” said FAO 

Director-General José Graziano 

da Silva in a statement for the 

release of the organization’s 

flagship annual report, The State 

of Food and Agriculture 2012. 

“THE CHALLENGE IS TO FOCUS 

THE INVESTMENTS IN AREAS 

WHERE THEY CAN MAKE A 

DIFFERENCE. This is important 

to guarantee that investments 

will result in high economic and 

social returns and environmental 

sustainability,” said da Silva. New 

data compiled for the report 

show that farmers in low- and 

middle-income countries invest 

more than $170 billion a year 

in their farms—about $150 per 

farmer. This is three times as 

much as all other sources of 

investment combined, four 

times more than contributions 

by the public sector, and more 

than 50 times more than official 

development assistance to these 

countries. 

BIOENERGY BELT

According to Bill McCutchen, 

executive associate director of 

Texas A&M AgriLife Research, 

the southeast United States has 

the potential to become the 

“Saudi Arabia” for production of 

dedicated energy crops. “It’s the 

Bioenergy Belt,” said McCutchen 

at the recent Growing Texas 

Conference held in College 

Station, Texas. “Corn is not 

the way to grow our biofuels 

industry. What we are going to 

see is an emergence of cellulosic-

based conversion facilities, and 

when this infrastructure is in 

place, we will see a new set of 

dedicated energy crops that 

will complement food and fiber 

crops. We are starting to see 

the deployment of cellulosic and 

biomass conversion facilities for 

biofuels being put into place.”

SYNGENTA BECOMES 

CANADA’S NEWEST CANOLA 

SEED PLAYER 

“This is an exceptional time to 

be in the canola seed market 

given the extent of breeding and 

varietal development activities 

going on across the country,” 

explains Dave Sippell , head 

of diverse field crops in North 

America for Syngenta. “Our 

approach is to take advantage 

of the best that these activities 

have to offer, allowing us to 

collaborate with a variety of 

canola providers and breeders 

to select the germplasm and 

tra its that wi l l  de l iver the 

greatest benefit to growers, 

and commercialize the resulting 

varieties.”

“THIS IS AN EXCEPTIONAL TIME TO BE 

IN THE CANOLA SEED MARKET.”

“CULTIVATED WATERMELONS HAVE A VERY 

NARROW GENETIC BASE, WHICH PRESENTS 

A MAJOR BOTTLENECK TO ITS BREEDING.”

A TASTIER WATERMELON

“Watermelons are an important cash crop and among the TOP FIVE MOST-CONSUMED FRESH FRUITS; 

however, cultivated watermelons have a very narrow genetic base, which presents a major bottleneck to 

its breeding. Decoding the complete genome of the watermelon and resequencing watermelons from 

different subspecies provided a wealth of information and toolkits to facilitate research and breeding,” 

says Zhangjun Fei, a scientist at the Boyce Thompson Institute for Plant Research at Cornell University, 

and one of the leaders of an international consortium of more than 60 scientists from the United States, 

China and Europe that published the genome sequence of watermelon. Fei says this information could 

dramatically accelerate watermelon breeding toward production of a more nutritious, tastier and more 

resistant fruit.
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1915
Fire Destroys Louisville Seed House
The wholesale seed house of Hardin, Hamilton & Lewman, 

217 West Main Street, Louisville, was completely gutted 

by fi re, which originated in the wholesale whiskey house 

of N.M. Uri & Co. at 215 West Main Street, on the night of 

April 1. The fi re had gained great headway before it was 

discovered, having broken out on the third fl oor, and the 

highly infl ammable contents of the whisky establishment 

made the place a roaring furnace. The fl ames had already 

been communicated to the seed house when the fi remen 

got to work and they were able only to confi ne them to the 

two buildings. 

There was no interruption to the business of the seed house, 

temporary headquarters having been opened up in the 

building at 128 West Main Street, while the members of the 

company made arrangements for other quarters. When this 

was written a defi nite choice had not been made, though it 

was probable that the company would occupy the building 

formerly used by Lewis & Chambers, at 228 West Main Street, 

vacant since the other company moved into the square next 

to the west.

The loss to the seed company was total, the building being 

gutted and practically the whole of the large stock of seeds 

on hand having been ruined. J. H. Hardin, president of the 

company, estimated the loss to the company at $40,000, while 

the loss on the building, on which the company had a lease, 

was estimated at $20,000. The insurance held by the company 

covered the stock, although it will not provide for the loss of 

profi ts that would have resulted from the April business, and 

it is estimated that much of the month will be gone before 

operations can be restored to a normal basis. The fi re came at 

a very inopportune time, Mr. Hardin said.

The interior of the seed store was hot as a furnace when 

the fi remen broke in on their arrival and burst into fl ame 

immediately. Most of the available fi re fi ghting apparatus of 

the city was called out and in about two hours more than a 

million gallons of water were poured into the two buildings, 

the Louisville Water Company starting supplementary 

pumps to keep the supply up as soon as the nature of the 

fi re was determined. Such seed as was not roasted was 

thoroughly soaked, and, though work of salvage was left 

for Monday, April 5, it was not expected that there would be 

much of this. When the fi re was at its height fuel was added 

by the barrels of whisky which burst an uncounted number 

of times and the gutters were running for a long period with 

fl ame fl avored toddy.

1940
Why No Profi t In Seed Retailing?
The question of profi t in seed retailing is one that has been 

bedeviling the retail seed trade for the last eight or ten years, 

not only what might be termed the regular seed houses of 

larger size, but the smaller seed stores and fi rms handling 

seeds as a side line on a legitimate basis as well.

During this depression period literally thousands of dealers of 

all kinds were induced to stock seeds as a side line; grocery and 

general merchants, feed dealers, hardware dealers, etc., all of 

whom had been used to the usual markup of their particular 

kind of merchandise, the percentage of markup consistent 

with anywhere from four to twelve turnovers per year. 

These essentially newcomers in retail seed distribution, 

following their usual markup habit or practice, applied the 

same percent to their stock of seeds, forgetting that in garden 

Since 1915
The fi rst issue of Seed World was published in 1915. Read on for a Seed World was published in 1915. Read on for a Seed World
timeline of interesting news and events that were printed in the 
magazine throughout its long history.

The loss to the seed company was 
total, the building being gutted and 
practically the whole of the large 
stock of seeds on hand having been 
ruined. J. H. Hardin, president of the 
company, estimated the loss to the 
company at $40,000.
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seed they had only one turnover per year, as against four to 

twelve turnovers annually of their regular lines. Or they may 

have thought they could sell their seeds on a “loss leader” 

basis, plainly suicidal.

We do not believe it to be any exaggerated statement to say 

that in the smaller retail transactions in seeds a markup of 

50 percent or more on peas, beans and corn and 100 percent 

or more on small seeds is necessary for an even break or at 

best a little better than even break. This is essential when one 

considers all the hundred and one things that enter into the 

cost of doing business other than the invoice cost of seeds or 

other merchandise.

—H.G. Hastings, H.G. Hastings Company, Atlanta, Ga.

Insecticides—A Profi table Line at Indiana Seed Store
Both profi table and interesting, at the same time, is the 

insecticide trade developed by M. Mack and his unusually 

attractive Gary Seed Store, at Gary, Indiana. Located in a 

strong metropolitan area largely inhabited by steel workers 

with their small gardens and yards, the Gary Seed Store 

has found it profi table to bolster business with more than 

a dozen of what would ordinarily be called “sidelines” in a 

seed store. So strong have the sales in these lines become 

that they have practically assumed a position of main lines.

Having to do with the protection of growing plants, the 

insecticide rush comes on mainly after the major seed 

business is over.

In the insecticide line it is fundamental to understand that 

most injurious insects which can be treated by insecticides 

either suck the sap from plants or chew on the plants, and 

that they cannot do both. Which they do depends on the 

type of mouthparts they have. The chewing insects can 

be killed with a stomach poison sprayed on the foliage 

where it will be eaten. But, since the sap cannot possibly be 

poisoned, the sucking insects must be killed by a contact 

poison. If this contact poison is powerful enough to kill the 

insect it is very likely to also be strong enough to injure the 

foliage of the plant.

The insecticides are moved to the front of the Gary Seed 

Store and into the windows as soon as the seed rush lets up. 

Some newspaper advertising is done, but it is found that if a 

customer buys seed at the store he is also likely to come back 

for his insecticides without further prompting.

1965
Seedsmen Always Have Problems
A new calendar year has started; but for members of the seed 

industry it is only the halfway mark in their crop year … the 

end of the period of growing and acquiring seeds and the 

beginning of the period of intensive distribution of them.

Reports we have received indicate that seed supplies are fairly 

normal. There are some seeds in short supply, a few seeds 

in over-supply and the majority about in line with demand 

with a usual small surplus. Seed prices are mostly fi rm; and 

the indications are that members of the seed industry should 

have a fairly good year.

This does not mean that everything will be rosy. Seedsmen 

have had problems since the early days of the seed industry; 

and they probably always will have them, because as soon 

as one problem is solved others take their place. However, 

this seems to be true in most businesses today. Change has 

become the order of the day, and we must make changes or 

pass out of the picture. Yet every time we make changes we 

run into new problems. It’s a never-ending circle.

Seed Certifi cation—Future Trends As Viewed by a 
Private Seed Breeder
The subtitle “Future Trends” very defi nitely suggests that seed 

certifi cation does have a future. And if it has a future, it surely 

has had a past. This speaker fi rmly believes that patterns of 

future actions are linked with earlier experiences. Perhaps 

a very brief review of the early concepts of seed certifi cation 

may serve to bridge the gap between what has gone before, 

what is reality today, and what the seed industry trends face 

in the future. Many of you may have had a part in creating the 

past, in fostering the changes that have been made, and have a 

clear vision of what is needed in the years ahead.

1. It provided a method by which a recognized organization 

could place a stamp of approval or guarantee on trueness of 

variety identity.

2. It provided to the grower of seed a tag or label on which 

the name of the variety was shown and on which the 

mechanical purity of the seed was recorded. The quality of 

seed (germination, weed seed content, etc.) was deemed 

to be important on this tag because in the beginning most 

individual growers were poorly equipped to properly clean 

the seed they grew on their farms.

3. It provided to the grower a great deal of assistance in 

marketing the seed he produced by (a) publishing names 

of growers whose seed had passed certifi cation and (b) 

cooperating with the extension and experiment station staffs 

to maintain eligibility for certifi cation only for those varieties 

that were on a recommended list.

In short, seed certifi cation agencies in the beginning guided 

the destinies of seed growers on what they could plant, how 
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they produced it to maintain varietal purity, and gave as 

much assistance as possible in selling the seed produced.

—Dr. Iver J. Johnson, Caladino Farm Seeds Inc.

1990
Tanzanian Completes Training at Pickseed
Bakari Msumali, branch manager of the Tanzania Seed Co. 

Ltd., recently completed a seedsman’s training program at 

Pickseed, Richmond Hill, Ontario.

This training period is part of a larger program to assist 

seed personnel in developing countries, and is organized 

by the International Federation of Seedsmen (FIS), Nyon, 

Switzerland. Robert Jacobsen of Denmark, who is the 

chairman of the FIS committee, furnished a list of candidates 

to Canadian seedsman Tib Szego, who voluntarily organizes 

training seminars. Szego linked volunteers from the 

membership of the Canadian Seed Trade Association and 

the trainee candidates recruited through the offi ces of FIS. 

Funding for this project was provided by the Canadian 

International Development Agency (CIDA).

Msumali’s participation in this program is expected to 

benefi t Tanzania’s agriculture. He spent time at Pickseed’s 

headquarters in Richmond Hill, Ont., at its research center 

in Blenheim, Ont., and at forage seed conditioning plants 

in Oakwood, Ont., and Winnipeg, Man. The East African 

country of 16 million people is considered favored with a 

good growing climate and productive agriculture. Corn, 

pulses and vegetables are among its principle crops.

Genetic Testing to Receive Instrumentation Research
Beckman Instruments Inc., Fullerton, Calif., and Native 

Plants Inc. (NPI), Salt Lake City, Utah, have agreed to jointly 

develop automated instrumentation for genetic linkage 

mapping, RFLP analysis and other genetic analyses using 

labeled DNA probes. 

The system is expected to permit genetic studies to be done 

more quickly and at less cost. Genetic mapping may be used 

to develop products that help increase crop yield, enhance 

plant nutrition and lower cost of agricultural production. 

Beckman engineers will work with NPI molecular biologists 

and geneticists on the automated analysis system. Beckman 

will manufacture and sell the instrumentation and become 

a distributor of certain NPI probes, genetic information 

associated with those probes and software that will be 

marketed with the system.

Wilbur-Ellis Acquires Chipman’s U.S. Seed 
Treatment Business
Wilbur-Ellis Company, San Francisco, Calif., has acquired 

the U.S. seed treatment business of Chipman Chemical. As 

a result, Wilbur-Ellis now owns the registrations, existing 

inventories, accounts receivable for the business, and the 

use of the following trademarks: Agrox, Agrosol, Gammasan, 

Granol and Granox. 

The former Chipman seed protectant product line and 

pending registrations will be formulated and marketed by 

Wilbur-Ellis nationally through its distribution network, 

along with the company’s existing product line of seed 

protectant products and application equipment.
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A look at seed industry developments around the globe.

STATUSCHINA
CHINA IS a world leader 
in terms of output and yield 
ranking in high-yield hybrid rice 
breeding and planting. Chinese 
researchers have made great 
achievements in the fi elds 
of functional genomics and 
plant molecular breeding. 
More hybrid rice varieties are 
expected to be cultivated in 
the near future, which rely on 
the discovery and application 
of genes associated with the 
control of important traits, 
such as yield, grain quality, 
and resistance or tolerance to 
biotic and abiotic stress. 

Molecular design breeding 
is playing an increasingly 
important role in rice variety 
improvement. Li Jiayang, 
director of the Chinese 
Academy of Agricultural 
Sciences, believes that 
molecular design breeding 
has stepped toward genome-
assisted selection from 
molecular marker-assisted 
selection. Increasingly, 
bioinformatic methods will be 
widely applied in the discovery 
and use of functional genes 
and the aggregation of multiple 
genes in rice breeding. 

China has made great 
efforts to develop “super” 
hybrid rice varieties with 
signifi cantly higher yield than 
conventional varieties. Led by 
Yuan Longping, known as the 

“father of hybrid rice,” Chinese 
rice breeders have made major 
breakthroughs in boosting the 
yield of super rice hybrids. 

For example, in September of 
2011, “Y Liangyou 2,” a two-
line hybrid rice variety bred by 
Hunan Hybrid Rice Research 
Center, achieved an average 
yield of 13,899 kilograms per 
hectare in a large-area yield 
test in China’s Hunan Province, 
resulting in a new yield record 
in hybrid rice planting. Longping 
believes super hybrid rice 
yields could rise to 15,000 
kg/ha by 2015. As of 2011, 
hybrid rice accounts for around 
55 percent of the total area 
planted to rice. 

China’s hybrid rice industry 
has promoted the formation of 
several hybrid rice companies, 
such as Yuan Longping High-
Tech Agriculture Co. Ltd., Hefei 
Fengle Seed Co. Ltd., Grand 
Agriseeds Technology Inc. and 
Winall Hi-Tech Seed Co. Ltd. 

China has also gradually 
increased the export of hybrid 
rice seed and enhanced foreign 
aid in hybrid rice technology 
in recent years. Additionally, 
domestic hybrid rice 
companies intend to develop 
and explore overseas markets. 
As an example of the export 
value of hybrid rice seed, Winall 
Hi-Tech and Grand Agriseeds 
generated year-on-year growth 

of 91.23 percent and 88.49 
percent in the fi rst quarter of 
2012, respectively. Longping 
High-Tech has established 
research and development 
centers or subsidiaries in 
several Southeast Asian, 
South Asian and West African 
countries, such as Indonesia, 
the Philippines and Nigeria.

—CCM International

STATUSESA
THE EUROPEAN Seed 
Association held its annual 
meeting and the European Seed 
Trade meeting from October 
14 to 17, 2012, at the Sheraton 
Hotel in Brussels, Belgium.

With a record attendance of 
806 registered participants 
from 42 countries around the 
world, including Argentina, 
New Zealand, South Korea 
and the United States, the 
ESA Annual Meeting has 
established itself as a key 
event in the seed world.

During the conference, 
ESA also offered associate 
companies the opportunity to 
present their activities at special 
exhibition booths to facilitate 
direct enquiries on technical 
equipment around mechanical 
components, grain processing 
technologies or plant breeding 
software.

Farm King has been a leader in grain 
handling for decades and is proud to introduce 
a proven line of on-farm seed handling and 
storage solutions for the seed industry.
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Next to the crop specifi c 
meetings of the ESA sections, 
an important part of the 
conference is its European 
Seed Trade Meeting. More 
than 60 seed companies met 
for three days of intensive 
business talks. 

ESA’s core policy topics were 
discussed during the section 
meetings. On average, section 
meetings were attended by 
around 100 participants from 
18 different countries, which 
added a specifi c international 
dimension to the EU debate.

Key discussions focused on 
seed marketing legislation 
(currently under revision), new 
breeding techniques and the 
European Seed Treatment 
Assurance scheme. With 
its presentation, a two-year 
project, led by ESA and the 
Working Group on Seed 
Treatment, came successfully 
to an end!

During this time, the working 
group established a uniform 
European standard for quality 
seed treatment, developed 
guidelines to help independent 
auditors in their verifi cation 
of compliance of the seed 
treatment sites, and created a 
protected logo that will make 
compliance visible to all users, 
regulatory bodies and numerous 
other technical documents.

Overall, participants enjoyed 
the quality of the various 
discussions, thanks to 
important keynote speakers 
such as David Baulcombe of 
the University of Cambridge, 
U.K., and Gerd Sonnleitner, 
president of the Committee 
of Professional Agricultural 
Organizations, the European 
Farmers Union, who called 
upon an enhanced and more 
transparent dialogue between 
farmers and breeders. Further 
debate on these important 
issues was led by Hans 
Martens, executive director of 
the European Policy Centre.

ESA thanks all participants and 
guests for their attendance 
and enthusiasm, which made 
this event a highly successful 
annual meeting. The next 
annual meeting will be held in 
Warsaw, Poland, from October 
13 to 16, 2013.

—European Seed Association

STATUS
PHILIPPINES
PHILIPPINE 
AGRICULTURE Secretary 
Proceso Alcala and Robert 
Zeigler, director general of the 
International Rice Research 
Institute, have signed an 
agreement to help Filipino 
rice farmers produce more 
rice under the Philippines’ 
Food Staples Suffi ciency 

Program. The FSSP is 
intended to promote the 
country’s self-suffi ciency in 
rice and other food staple 
production by 2013, the 
National Year of Rice.

“This is an opportune time to 
renew our partnership with 
IRRI, which has been a strong 
ally and supporter since 
1960, as we are nearing our 
goal of rice suffi ciency,” said 
Alcala at the signing of the 
memorandum of agreement.

Backed with full support from 
the Department of Agriculture, 
the fi ve-year agreement, 
“Sustaining Rice Self-
Suffi ciency and Food Security 
in the Philippines,” outlines 
areas of collaboration to 
support, extend and fast-track 
the delivery of the FSSP.

The agreement includes 
producing and distributing 
high-quality and improved rice 
seeds; developing varieties 
that are able to withstand 
salinity, fl ooding and drought; 
using geographic information 
systems to monitor rice 
crops; and exploring new and 
modern farming systems or 
technologies that will help 
expand current areas of 
production. There are also 
plans for the development 
and dissemination of skills 
training for extension and fi eld 
workers.

Brought to you by:
Connecting your combine to the marketConnecting your combine to the market

www.farm-king.com

According to Zeigler, the best 
IRRI science has been freely 
available to public and private 
Philippine stakeholders since 
the institute was established in 
the country in 1960. Through 
the signing of the agreement, 
IRRI and the Department of 
Agriculture have renewed their 
commitment to work together 
toward reducing poverty and 
hunger, improving the health of 
both farmers and consumers, 
and ensuring food and 
environmental sustainability in 
the Philippines.

The MOA was signed at the 
Agribusiness Development 
Center in Quezon City. 
Immediately after its signing, 
the Department of Agriculture, 
the Philippine Rice Research 
Institute and IRRI began 
a series of planning and 
budget workshops on its 
implementation. The resulting 
budget is expected to be 
signifi cantly larger than that of 
previous agreements.

—International Rice Research 
Institute
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NATIONAL
DAS GRANTED U.S. PATENT 
FOR SECOND ENLIST TRAIT
Dow AgroSciences LLC has announced 
the issuance of U.S. Patent No. 8,283,522, 
covering crop plants containing another 
of DAS’ innovative class of herbicide-
tolerant traits. The patented trait has 
shown exceptional promise for use 
in soybeans and cotton as it conveys 
robust tolerance to broadleaf herbicides 
such as 2,4-D and enables new uses of 
other proven broad-spectrum herbicides 
against herbicide-resistant weeds. In 
addition to its U.S. patents, DAS has 
fi led for patent protection in major crop-
growing countries around the world. Its 
patent fi lings are expected to provide 
protection for crops containing the trait, 
methods for controlling glyphosate-
resistant weeds, and uses of the trait in 
combination with 2,4-D as well as other 
broad-spectrum and selective herbicides.

AGRELIANT RECEIVES USDA 
BQMS RECOGNITION
AgReliant Genetics has announced 
that the United States Department of 
Agriculture’s Biotechnology Regulatory 
Services has recognized the voluntary 
establishment of its Biotechnology 
Quality Management System. AgReliant 
successfully completed BQMS training 
sessions, followed by a baseline 
assessment, an internal audit and an 
external audit, during which a trained, 
qualifi ed third-party auditor validated 
its BQMS. “This system of analyzing 
control points assists in maintaining 
compliance with the Animal and Plant 
Health Inspection Service regulations in 
place for handling genetically engineered 
organisms. The intent is to assure that 
there are no escapes of the regulated 
genes outside the controlled breeding 
system,” says Jim Shearl, director of 
quality assurance for AgReliant Genetics.

PLANT 
BIOSCIENCE 
AWARDED U.S. 
PATENT
Plant Bioscience 
Ltd. has announced 
that the United 
States Patent and 
Trademark Offi ce 
has issued U.S. 
Patent No. 8,299,235 
with fundamental 
claims directed 
to compositions 
to effect gene 
silencing. The new 
patent allows claims 
to short antisense 
molecules of 21 to 
30 nucleotides in 
length for silencing 
gene targets in 
a wide range 
of eukaryotes, 
including mammals, 
plants and protozoa, 
as well as targets 
in pathogens. 

PBL’s patent portfolio in this fi eld 
of RNA interference covers many 
current research, development and 
manufacturing processes used in 
agricultural biotechnology industries.

JOINT U.S.-CANADA WEBSITE 
ADDS SEED TRADE FACTS
For a better understanding of seed 
regulations on both sides of the border 
and to help answer questions and 
facilitate trade, a working group of 
Canadian and U.S. non-profi t and trade 
organizations has updated its website to 
include answers to important questions 
on cross-border trade for seed. The 
website provides a detailed FAQ section 
on both cross-border seed trade and 
producer deliveries following the 
implementation of the act on August 1, 
2012, in Canada. Visitors can also submit 
comments and additional questions 
through the website at 
canada-usgrainandseedtrade.info.

BIO AND ASTA ANNOUNCE 
GEMAA OPEN FOR SIGNATURE
The Biotechnology Industry Organization 
and the American Seed Trade Association 
have announced that the Generic Event 
Marketability and Access Agreement 
is open for signature. The GEMAA is 
a landmark agreement created within 
the private sector-driven framework, 
referred to as the Accord. The Accord was 
developed to address the transition of 
commercial biotechnology events as they 
go off-patent. The GEMAA is intended to 
benefi t the entire agriculture value chain 
by ensuring the maintenance of foreign 
regulatory authorizations and stewardship 
obligations following the expiration of 
patents for biotechnology events utilized 
in seed varieties.

INTERNATIONAL
PANAMA ACCEDES TO THE 
1991 ACT OF THE UPOV 
CONVENTION
The government of Panama has 
announced its accession to the 1991 Act 

REGULATORY ROUNDUP Keeping you informed of legislative and regulatory changes at 
the state, national and international levels—from lawsuits to 
approvals to other regulatory issues affecting your business.

For a catalog, 

call 303.431.7333 

sales@applewoodseed.com

applewoodseed.com

Seeds of Wildflowers & 
Garden Flowers Since 1965

� Regional, Special Use 
  & Custom Mixtures

� Hundreds of Species in Stock

ASCO_QRT_Pg_3.5x4.75.indd   1 4/29/12   10:19 AM



JANUARY 2013 49

0

5

25

75

95

100

Agro Protection International Inc - Full Page Ad - Seed World magazine  - PrePress #1

May-11-12 4:43:16 PM



50 SEEDWORLD.COM

of the International Convention for the 
Protection of New Varieties of Plants. The 
purpose of the International Union for 
the Protection of New Varieties of Plants 
is to provide and promote an effective 
system of plant variety protection, with 
the aim of encouraging the development 
of new varieties of plants for the benefi t 
of society. Panama, which is already one 
of the 70 members of UPOV, is the fi ftieth 
member to become bound by the 1991 Act 
of the UPOV Convention. The 1991 Act will 
enter into force for Panama on November 
22, 2012.

TAIWAN APPROVES SYNGENTA 
TRAIT FOR IMPORT
Syngenta has announced that regulatory 
authorities in Taiwan have granted import 
approval for the Agrisure 3122 trait stack 
for food use. The Agrisure 3122 trait stack 
offers growers a reduced-refuge trait 
stack featuring dual modes of action 

against corn borer and corn rootworm. 
“The Taiwanese import approval of the 
Agrisure 3122 trait stack opens the door 
to an additional export market for growers 
planting hybrids with this trait stack,” 
says David Morgan, president of Syngenta 
Seeds. In the United States, the Agrisure 
3122 trait stack has already received 
registration from the U.S. Environmental 
Protection Agency. Syngenta has 
received import approval from regulatory 
authorities in Canada, Japan, Mexico and 
the Philippines.

U.S.-PANAMA FTA IN FORCE
The United States-Panama Free Trade 
Agreement has entered into force. U.S. 
agricultural goods currently face an 
average tariff of 15 percent, with some 
tariffs as high as 260 percent. Nearly 
half of U.S. exports of agricultural 
commodities to Panama will immediately 
become duty-free, including wheat, 

barley, soybeans, high-quality beef, 
bacon, and almost all fruit and vegetable 
products, with most of the remaining 
tariffs to be eliminated within 15 years. 
President Obama signed the United 
States-Panama Trade Promotion 
Agreement Implementation Act into law 
in the United States on October 21, 2011. 
Free Trade Agreements with Korea and 
Colombia have already entered into force.

RUSSIA APPROVES GM 
SOYBEANS
Russia has approved the genetically 
modifi ed soybean line BPS-CV127-9 by 
BASF Plant Science Co. GmbH tolerant 
to the imidazolinone class of herbicides 
as beans subject to processing in 
accordance with technologies ensuring 
deprivation of their reproduction ability. 
The application area includes production 
of feeds and feed additives; however, use 
for planting purposes is prohibited.

At BioDiagnostics, we combine a cumulative 
100+ years of practical industry experience 
with cutting-edge genetics technology to give 
our partners deep insight into their seeds. 
We’re scientists and problem solvers. That 
means we can help you figure out not only 
which tests are relevant to your seed lot,  
but also how to use the results, so you can  
achieve the highest seed quality — and grow 
your business. 

To learn more, visit  
www.BioDiagnostics.net  

or call 715-426-0246

How well do you  
know your seed?

Be sure.
Genetic Purity • Trait Purity • Physical Purity • GMO Event Identity  
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EU APPROVES SYNGENTA 
TRAIT FOR IMPORT
Syngenta has been granted import 
approval by the European Commission 
for its Agrisure Viptera trait. This approval 
allows the importation of U.S. corn grown 
with this trait for food or feed use within 
the 27 countries of the European Union. 
“This approval provides growers broader 
access for marketing grain from hybrids 
containing the Agrisure Viptera trait,” 
says Jill Wenzel, Syngenta product lead 
for commercial traits. The technology 
is approved for cultivation in Argentina, 
Brazil, Canada and the United States, 
and for import in Australia, Belarus, 
the European Union, Indonesia, Japan, 
Kazakhstan, Korea, Mexico, New Zealand, 
the Philippines, Russia and Taiwan.

EC TO EXAMINE 
BIOTECHNOLOGY PATENT LAW
The European Commission has set up an 
expert group to examine the implications 

of patent law in the fi eld of biotechnology 
and genetic engineering, and to provide 
high-quality legal and technical expertise 
which will help the EC with its reporting 
obligations under the Biotechnology 
Directive (Directive 98/44/EC). The 
members of the group will be chosen from 
experts responding to an open call for 
applications. Members will be appointed 
for a period of two years, renewable once.

FAO AND BRAZIL SIGN 
TECHNOLOGY AGREEMENT
The Food and Agriculture Organization 
and Brazil have signed a cooperation 
agreement to share expertise in cotton 
production with other developing 
countries. The Brazilian Cotton Institute 
(Instituto Brasileño del Algodón) and 
the external cooperation wing of Brazil’s 
Foreign Relations Ministry (Agencia 
Brasileña de Cooperación) are the 
main institutions in Brazil to oversee 
the project. The program will target 

participating countries with technical 
assistance and training in best practices 
in cotton cultivation and marketing. The 
project will initially focus on Haiti and the 
South American zone.
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PEOPLE NEWS
Syngenta has appointed Michel 
Demaré as the company’s new chairman 
of the board with effect from the next 
annual general meeting on April 23, 2013. 
Demaré will succeed Martin Taylor, 
who will retire from the board on that 
date. “Since his election as a director 
earlier this year, he has already made 
a signifi cant contribution to Syngenta. 
His extensive international business 
experience makes him exceptionally well 
qualifi ed for the position. I look forward 
to working with him in the coming 
months to ensure a smooth transition,” 
says Taylor.

Commissioner John Dalli has 
resigned as a member of the European 
Commission. The president of the 
commission, Jose Manuel Barroso, 
has appointed vice president Maros 
Sefcovic to take over Dalli’s portfolio 

INDUSTRY NEWS Industry News is geared to seed professionals and delivers the 
people, industry, business and product news you need to know. 
Submissions are welcome. Email us at news@issuesink.com.

on an interim basis until a new 
commissioner of Maltese nationality is 
appointed in accordance of the treaty on 
the functioning of the European Union.

Liam Condon has been appointed 
chairman of the executive committee of 
the Bayer CropScience subgroup and 
chairman of the board of management 
of Bayer CropScience. Condon has been 
managing director of Bayer Vital GmbH, 
Leverkusen, and head of Bayer Pharma’s 
business in Germany since January 2010. 
Bayer Vital is the business operations 
company for the Bayer HealthCare 
subgroup in Germany.

Cargill has announced that Sergio Rial, 
its chief fi nancial offi cer has resigned his 
post with the company. Cargill president 
and chief operating offi cer David 
MacLennan will serve as interim CFO 
until the Cargill board of directors elects 

a successor. MacLennan joined Cargill in 
1991 and has held management positions 
within the fi nancial, risk management, 
energy and animal protein businesses. 
He previously served as Cargill’s CFO 
from 2008 to 2011. While in the interim 
role, MacLennan will continue as the 
company’s president and COO.

The International Union for the 
Protection of New Varieties of Plants
has appointed a new president and 
vice president. Kitisri Sukhapinda, 
attorney advisor in the offi ce of policy 
and external affairs at the United 
States Patent and Trademark Offi ce 
and previous vice president, has been 
named as the new UPOV president. Luis 
Salaices, head of the variety register 
unit, Spanish Ministry of Agriculture, 
Food and Environment, is the new UPOV 
vice president.

WHAT INDUSTRY LEADERS ARE 
SAYING ABOUT THE CHALLENGES AND 
OPPORTUNITIES IN THE SEED SECTOR.
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S&W Seed Company has hired Dan 
Gardner as its new vice president of 
seed breeding and genetics. Gardner 
joins S&W from a leadership position 
in breeding and international sales 
at Dairyland Seed Co., where he 
served for 18 years. Gardner will be 
intimately involved with the design and 
implementation of the company’s plant 
breeding activities.

Becker Underwood has added two new 
territory managers, Doug Albert and 
Brady Reynolds, to its team. Albert and 
Reynolds will complement the southern 
regional sales team. Albert will manage 
Becker Underwood’s mid-Atlantic 
states, and brings 20 years of sales 
and marketing experience to the role. 
Reynolds will cover Florida, Georgia and 
Alabama, and has more than a decade of 
sales experience in the agriculture and 
seed industries. The two are replacing 
Phil Shelley and Breann Hammann, 
who have moved to new roles as 

strategic account managers within 
Becker Underwood.

Novozymes BioAg has announced 
that Charlie Hampton has joined the 
company as North American marketing 
manager. Hampton will be responsible 
for the overall marketing direction for 
Novozymes BioAg and its products for 
both the United States and Canada. 
Hampton is a veteran agri-marketer with 
more than 24 years of experience with 
Syngenta and its legacy companies, 
Ciba-Geigy and Novartis.

Valent BioSciences Corp. has hired 
Salman Mir as vice president of global 
marketing and business management. In 
his new role, Mir will assume leadership 
of the company’s global marketing and 
business management activities in 
the areas of agriculture, public health 
and forestry. Mir has held a number of 
key positions with major global crop 
protection companies.

Golden Acres Genetics has announced 
the return of Clarence Hennig as 
director of operations. Hennig served as 
Golden Acres’ operations manager from 
May 2007 until January 2011, when he 
returned to a previous career in banking.

Advanta US has named Brannon Byers 
as global crop supply chain manager for 
sorghum for parent company Advanta. 
Byers will work with Advanta sorghum 
operations in Argentina, Australia, Brazil, 
Indonesia, India, Thailand, Ukraine 
and the United States to coordinate 
production. Byers will be responsible for 
new and existing hybrid seed production, 
inventory management for hybrid and 
parent seed, production diversifi cation, 
and global logistics.

Matt Hutcheson, certifi ed crop advisor, 
has been promoted to the position of 
product manager for Seed Consultants 
Inc. Hutcheson will be responsible 
for coordinating the efforts of Seed 
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65°
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SIZE

CAPACITY
ONE

NOZZLE
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CAPACITY
ONE

NOZZLE
IN 

OZ./MIN.

20

 REP SNOLLAGAPG 1000 SQ. FT.
80º 110º 4 MPH 5 MPH 6 MPH 8 MPH 10 MPH 12 MPH 15 MPH 20 MPH 2 MPH 3 MPH 4 MPH 5 MPH

TP650050†
TP800050†

TP1100050†
(100)

30   0.043 5.5 3.2 2.6 2.1 1.6 1.3 1.1 0.85 0.64 0.15 0.10 0.07 0.06
35   0.047 6.0 3.5 2.8 2.3 1.7 1.4 1.2 0.93 0.70 0.16 0.11 0.08 0.06
40   0.050 6.4 3.7 3.0 2.5 1.9 1.5 1.2 0.99 0.74 0.17 0.11 0.09 0.07
50   0.056 7.2 4.2 3.3 2.8 2.1 1.7 1.4 1.1 0.83 0.19 0.13 0.10 0.08
60   0.061 7.8 4.5 3.6 3.0 2.3 1.8 1.5 1.2 0.91 0.21 0.14 0.10 0.08

TP650067†
TP800067†

TP1100067†
(100)

30   0.058 7.4 4.3 3.4 2.9 2.2 1.7 1.4 1.1 0.86 0.20 0.13 0.10 0.08
35   0.063 8.1 4.7 3.7 3.1 2.3 1.9 1.6 1.2 0.94 0.21 0.14 0.11 0.09
40   0.067 8.6 5.0 4.0 3.3 2.5 2.0 1.7 1.3 0.99 0.23 0.15 0.11 0.09
50   0.075 9.6 5.6 4.5 3.7 2.8 2.2 1.9 1.5 1.1 0.26 0.17 0.13 0.10
60   0.082 10 6.1 4.9 4.1 3.0 2.4 2.0 1.6 1.2 0.28 0.19 0.14 0.11

TP6501† 30 F F 0.087 11 6.5 5.2 4.3 3.2 2.6 2.2 1.7 1.3 0.30 0.20 0.15 0.12
TP8001

TP11001
(100)

35 F F 0.094 12 7.0 5.6 4.7 3.5 2.8 2.3 1.9 1.4 0.32 0.21 0.16 0.13
40 F F 0.10 13 7.4 5.9 5.0 3.7 3.0 2.5 2.0 1.5 0.34 0.23 0.17 0.14
50 F VF 0.11 14 8.2 6.5 5.4 4.1 3.3 2.7 2.2 1.6 0.37 0.25 0.19 0.15
60 F VF 0.12 15 8.9 7.1 5.9 4.5 3.6 3.0 2.4 1.8 0.41 0.27 0.20 0.16

TP65015† 30 F F 0.13 17 9.7 7.7 6.4 4.8 3.9 3.2 2.6 1.9 0.44 0.29 0.22 0.18
TP80015

TP110015
(100)

35 F F 0.14 18 10.4 8.3 6.9 5.2 4.2 3.5 2.8 2.1 0.48 0.32 0.24 0.19
40 F F 0.15 19 11.1 8.9 7.4 5.6 4.5 3.7 3.0 2.2 0.51 0.34 0.26 0.20
50 F F 0.17 22 12.6 10.1 8.4 6.3 5.0 4.2 3.4 2.5 0.58 0.39 0.29 0.23
60 F F 0.18 23 13.4 10.7 8.9 6.7 5.3 4.5 3.6 2.7 0.61 0.41 0.31 0.24

TP6502† 30 M F 0.17 22 12.6 10.1 8.4 6.3 5.0 4.2 3.4 2.5 0.58 0.39 0.29 0.23
TP8002

TP11002
(50)

35 M F 0.19 24 14.1 11.3 9.4 7.1 5.6 4.7 3.8 2.8 0.65 0.43 0.32 0.26
40 F F 0.20 26 14.9 11.9 9.9 7.4 5.9 5.0 4.0 3.0 0.68 0.45 0.34 0.27
50 F F 0.22 28 16.3 13.1 10.9 8.2 6.5 5.4 4.4 3.3 0.75 0.50 0.37 0.30
60 F F 0.24 31 17.8 14.3 11.9 8.9 7.1 5.9 4.8 3.6 0.82 0.54 0.41 0.33

TP6503† 30 M F 0.26 33 19.3 15.4 12.9 9.7 7.7 6.4 5.1 3.9 0.88 0.59 0.44 0.35
TP8003

TP11003
(50)

35 M F 0.28 36 21 16.6 13.9 10.4 8.3 6.9 5.5 4.2 0.95 0.63 0.48 0.38
40 M F 0.30 38 22 17.8 14.9 11.1 8.9 7.4 5.9 4.5 1.0 0.68 0.51 0.41
50 M F 0.34 44 25 20 16.8 12.6 10.1 8.4 6.7 5.0 1.2 0.77 0.58 0.46
60 F F 0.37 47 27 22 18.3 13.7 11.0 9.2 7.3 5.5 1.3 0.84 0.63 0.50

TP6504† 30 M M 0.35 45 26 21 17.3 13.0 10.4 8.7 6.9 5.2 1.2 0.79 0.60 0.48
TP8004

TP11004
(50)

35 M M 0.37 47 27 22 18.3 13.7 11.0 9.2 7.3 5.5 1.3 0.84 0.63 0.50
40 M M 0.40 51 30 24 19.8 14.9 11.9 9.9 7.9 5.9 1.4 0.91 0.68 0.54
50 M F 0.45 58 33 27 22 16.7 13.4 11.1 8.9 6.7 1.5 1.0 0.77 0.61
60 M F 0.49 63 36 29 24 18.2 14.6 12.1 9.7 7.3 1.7 1.1 0.83 0.67

TP6505† 30 C M 0.43 55 32 26 21 16.0 12.8 10.6 8.5 6.4 1.5 0.97 0.73 0.58
TP8005

TP11005
(50)

35 M M 0.47 60 35 28 23 17.4 14.0 11.6 9.3 7.0 1.6 1.1 0.80 0.64
40 M M 0.50 64 37 30 25 18.6 14.9 12.4 9.9 7.4 1.7 1.1 0.85 0.68
50 M M 0.56 72 42 33 28 21 16.6 13.9 11.1 8.3 1.9 1.3 0.95 0.76
60 M F 0.61 78 45 36 30 23 18.1 15.1 12.1 9.1 2.1 1.4 1.0 0.83

TP6506† 30 C M 0.52 67 39 31 26 19.3 15.4 12.9 10.3 7.7 1.8 1.2 0.88 0.71
TP8006

TP11006
(50)

35 C M 0.56 72 42 33 28 21 16.6 13.9 11.1 8.3 1.9 1.3 0.95 0.76
40 C M 0.60 77 45 36 30 22 17.8 14.9 11.9 8.9 2.0 1.4 1.0 0.82
50 C M 0.67 86 50 40 33 25 19.9 16.6 13.3 9.9 2.3 1.5 1.1 0.91
60 C M 0.73 93 54 43 36 27 22 18.1 14.5 10.8 2.5 1.7 1.2 0.99

TP6508† 30 C C 0.69 88 51 41 34 26 20 17.1 13.7 10.2 2.3 1.6 1.2 0.94
TP8008

TP11008
(50)

35 C C 0.75 96 56 45 37 28 22 18.6 14.9 11.1 2.6 1.7 1.3 1.0
40 C C 0.80 102 59 48 40 30 24 19.8 15.8 11.9 2.7 1.8 1.4 1.1
50 C M 0.89 114 66 53 44 33 26 22 17.6 13.2 3.0 2.0 1.5 1.2
60 C M 0.98 125 73 58 49 36 29 24 19.4 14.6 3.3 2.2 1.7 1.3

TP6510†
TP8010†

TP11010†

30   0.87 111 65 52 43 32 26 22 17.2 12.9 3.0 2.0 1.5 1.2
35   0.94 120 70 56 47 35 28 23 18.6 14.0 3.2 2.1 1.6 1.3
40   1.00 128 74 59 50 37 30 25 19.8 14.9 3.4 2.3 1.7 1.4
50   1.12 143 83 67 55 42 33 28 22 16.6 3.8 2.5 1.9 1.5
60   1.22 156 91 72 60 45 36 30 24 18.1 4.1 2.8 2.1 1.7

TP6515†
TP8015†

TP11015†

30   1.30 166 97 77 64 48 39 32 26 19.3 4.4 2.9 2.2 1.8
35   1.40 179 104 83 69 52 42 35 28 21 4.8 3.2 2.4 1.9
40   1.50 192 111 89 74 56 45 37 30 22 5.1 3.4 2.6 2.0
50   1.68 215 125 100 83 62 50 42 33 25 5.7 3.8 2.9 2.3
60   1.84 236 137 109 91 68 55 46 36 27 6.3 4.2 3.1 2.5

TP6520†
TP8020†

TP11020†

30   1.73 221 128 103 86 64 51 43 34 26 5.9 3.9 2.9 2.4
35   1.87 239 139 111 93 69 56 46 37 28 6.4 4.2 3.2 2.5
40   2.00 256 149 119 99 74 59 50 40 30 6.8 4.5 3.4 2.7
50   2.24 287 166 133 111 83 67 55 44 33 7.6 5.1 3.8 3.0
60   2.45 314 182 146 121 91 73 61 49 36 8.3 5.6 4.2 3.3

Features:
  Tapered edge �at spray pattern for uniform 
coverage in broadcast spraying.

 VisiFlo color-coded version available in 
stainless steel, ceramic and polymer in 
80° or 110° spray angles in selected sizes.

 Available in ceramic 80° capacities 01–02 
and 110° capacities 01–015. See XR and 
XRC TeeJet® tips on page 10–11 for larger 
capacities.

 Standard version (not color-coded) 
available in 15°, 25°, 40°, 50° and 65° 
spray angles in brass, stainless steel 
or hardened stainless steel.

 See page 31 for TeeJet even �at spray tips.

 Automatic spray alignment with 25612-*-NYR 
Quick TeeJet® cap and gasket. Reference 
page 57 for more information.

 Automatic spray alignment for sizes 
10 through 20 with 25610-*-NYR Quick 
TeeJet cap and gasket. Reference page 57 
for more information.

Optimum Spray Height

How to order:
Specify tip number.

Examples:
 TP8002VS –  Stainless Steel with 

VisiFlo color-coding
 TP11002VP –  Polymer with VisiFlo 

color-coding
 TP11002-HSS –  Hardened 

Stainless Steel
 TP8002-SS – Stainless Steel
 TP8002 – Brass

VisiFlo® Flat Spray Tips

Spacing

Spray
Height

Note: Always double check your application rates. Tabulations are based on spraying water at 70°F (21°C).  

† Available in brass and/or stainless steel and/or hardened stainless steel.
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Consultants’ agronomy staff, while 
working with SCI management to select 
hybrids and varieties for the company’s 
unique sales area. In addition, Hutcheson 
will assist in organizing agronomic 
support and training for the company’s 
personnel and customers.

PRODUCT NEWS
Loveland Products has announced 
two new seed treatments under the 
Dyna-Start Seed Treatment brand. Dyna-
Start Max will be offered in 2013 for 
soybeans and peanuts. Both are liquid 
formulations of bradyrhizobia inoculant 
plus LCO Promoter Technology. Dyna-
Start Max Soybeans come in two pack 
sizes for commercial treaters and on-
farm use. This technology provides 
enhanced root systems for improved 
nutrient and water uptake, earlier and 
increased nodule development for 
improved nitrogen fi xation, and better 
vigor, stand and emergence. Dyna-Start 

Max Peanuts is designed for in-furrow 
use and provides advanced emergence, 
producing healthier, faster-developing 
plants.

Syngenta has introduced 70 new corn 
hybrids for the 2013 planting season. The 
offering includes 27 hybrids containing 
genetics that are new to the market. Data 
from 3,988 Syngenta trials indicates that 
hybrids with the new genetics out-yielded 
competitive hybrids by 4.9 bushels per 
acre. Six of the new hybrids feature 
Agrisure Artesian technology, which 
offers season-long drought tolerance. 
Also available are hybrids containing 
the Agrisure Viptera 3220 E-Z Refuge
trait stack and the Agrisure 3122 E-Z 
Refuge trait stack. Other new hybrids 
incorporate the Agrisure 3000 GT 
triple stack, the only triple stack with 
no history of yield drag; the Agrisure 
GT trait, which provides tolerance to 
glyphosate-based herbicides; and the 
Agrisure Viptera 3111 trait stack, which 

provides multi-pest control of 14 above- 
and below-ground pests as well as 
glyphosate and glufosinate tolerance.

BUSINESS NEWS
Arcadia Biosciences Inc., the
International Maize and Wheat 
Improvement Center and the U.S. 
Agency for International Development
have signed an agreement to develop 
heat-tolerant wheat varieties using 
a range of classical breeding and 
modern molecular biology tools. Under 
the terms of the agreement, CIMMYT 
will receive non-exclusive rights in 
developing countries to Arcadia’s heat-
tolerance technology developed under 
this agreement, and Arcadia will retain 
exclusive commercial rights in the 
developed world. Arcadia will lead the 
program under a $3.8-million grant from 
USAID. Heat-tolerant varieties from the 
program will allow wheat farmers in 
developed and developing countries to 
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The SeedSeller Training Journal is the only monthly publication 
dedicated to selling seed. Used by companies, retailers and 
cooperatives across the world to help train their entire sales forces, 
SeedSeller Training Journal will help keep you and your team 
focused, motivated and ready to sell each and every month.

Make sure all members of your sales teams have their 
own subscriptions by signing them up today!

• Only $110 per year for 8 issues (within the U.S.)  
• $125 per year for 8 issues (outside the U.S.)
• Team subscriptions available

SeedSeller Training Journal is the most  
cost-effective training tool available. 

Subscribe today, 
sell more today!

SeedSeller Training Journal

Subscribe today!
SeedSellerJournal.com
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maintain yields and satisfy increasing 
demand for this key food grain.

Keygene N.V. and Floragenex Inc.
have entered into a license agreement 
in sequence-based genotyping. The 
agreement includes dismissal of the 
patent infringement lawsuit fi led by 
KeyGene in 2011 against Floragenex. 
Under terms of the agreement, Floragenex 
will obtain a non-exclusive royalty bearing 
license to KeyGene’s intellectual property. 
Floragenex will continue to apply the 
restriction-site associated DNA method in 
specifi ed fi elds, including non-commercial 
and academic research in all species. 
“This agreement demonstrates KeyGene’s 
leading position in this fi eld and allows us 
to focus on licensing opportunities in the 
sequence-based breeding market,” says 
Arjen van Tunen, CEO of KeyGene.

Novozymes and Syngenta have entered 
an exclusive global marketing and 

distribution agreement on the microbial-
based biofungicide Taegro, a natural 
solution with multiple modes of action 
used to combat fungal diseases across 
various crops. Under the terms of the 
agreement, Novozymes and Syngenta 
will share the task of bringing Taegro to 
market. Syngenta will be responsible 
for sales, marketing and distribution, 
while Novozymes will be responsible for 
production and registration.

Monsanto Company and Biosynthetic 
Technologies LLC have announced 
license and supply agreements that 
expand the market opportunity for Vistive 
Gold soybean growers. The collaboration 
creates an opportunity for use of 
Monsanto’s Vistive Gold soybean oil in 
production of biosynthetic lubricant oils. 
“This is an important collaboration as we 
move forward with other global partners 
to launch the fi rst lines of domestically-
sourced, renewable biosynthetic 

lubricants. High-oleic soybean oils 
are a cost-competitive alternative and 
working with Monsanto is a natural fi t,” 
says Allen Barbieri, CEO of Biosynthetic 
Technologies.

DuPont and Cold Spring Harbor 
Laboratory have announced the renewal 
for another fi ve years of a research 
collaboration which began in 2007. 
This multi-million dollar collaboration 
supports cutting-edge plant biology 
research focused on meeting growing 
food demands worldwide. CSHL and 
Pioneer are investing in discovery 
research that tackles some of the most 
fundamental aspects of plant biology. 
The renewal of the collaboration 
agreement will continue the expansion 
of knowledge about the genetic basis of 
fundamental plant processes controlling 
growth, development and yield.
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Syngenta is acquiring Sunfi eld Seeds, 
a U.S.-based provider of sunfl ower seeds 
production and processing services to 

more than 30 countries. The acquisition 
represents an important step in the 
implementation of Syngenta’s sunfl ower 

strategy by 
strengthening 
supply chain 
capabilities to 
enable future 
growth. “Sunfi eld 
is already one 
of our strategic 
suppliers and 
we are pleased 
that its people 
and operations 
will now become 
part of Syngenta. 
Sunfi eld’s grower 
network as well 
as its modern 
processing 
facilities and 
experienced 
management team 
will complement 
our product range 
and global market 
strength,” says 
Davor Pisk, chief 
operating offi cer of 
Syngenta. 

INDUSTRY NEWS
Enza Zaden has announced that its 
e-licensing platform is now live, offering 
researchers and breeders worldwide 
access to Enza Zaden inventions online. 
This platform makes its intellectual 
property portfolio transparent and 
accessible to all parties. “We are a 
highly innovative breeding company 
that spends more than 30 percent of 
our annual turnover on research and 
development. We therefore support 
adequate protection of our inventions 
through both plant breeders’ rights 
and patent rights. Nonetheless, we’d 
like to make them accessible to other 
researchers and breeders to ensure 
further innovation,” says Jaap Mazereeuw, 
CEO of Enza Zaden.

Evogene Ltd., a developer of improved 
plant traits for the food, feed and biofuel 
industries, has launched its Phenomix 
platform. The new platform utilizes 
advanced proprietary technologies for the 
collection, storage and integrated analysis 
of vast amounts of phenotypic data 
directly from the fi eld. Through the use 
of Phenomix, Evogene researchers can 
evaluate crop behavior in environments 
closely resembling growth conditions 
existing in commercial agriculture. 
The addition of the Phenomix data is 
anticipated to signifi cantly enhance the 
company’s gene discovery capabilities, 
allowing even more precise prediction 
of the effect and level of compatibility 
of candidate genes under multiple fi eld 
conditions.

Your Seed is in 
Good Hands
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Before you invest t ime 
and money in traditional 
s t r a t e g i c  p l a n n i n g , 

consider this—only five to 10 
percent of strategic plans are ever 
implemented. The reason most 
organizations engage in strategic 
planning is to reduce anxiety. It’s 
like taking a couple of aspirin for 
a headache. 

The reason businesses fail to 
adapt in our rapidly changing world is because they only look 
three to five years ahead in a traditional strategic planning 
process. They simply view the future as an extension of the past, 
which means they are trying to solve tomorrow’s problems with 
yesterday’s solutions. That’s why so many companies get swallowed 
up or swept away in the tsunami of agricultural consolidation.

I ditched the traditional strategic planning process years ago 
and developed a pioneering process that looks 30 years into the 
future. If you want to be part of the seed industry of the future, 
you’d better stop planning and start pioneering.

Let’s assume you’ve asked me to help you do that with your 
company. We’d start by selecting a group of employees, breaking 
them into teams and asking them the following questions:
1.  What did the world and the seed industry look like 30 years 

ago? Would you have predicted the monumental changes that 
have taken place in the last 30 years? 

2.  What will the world and the seed industry look like 30 years 
from now? Lest you think this too difficult, remember Jules 
Verne was writing about a trip to the moon 100 years before 
it happened.

3.  What will your organization have to be, do and look like to 
succeed in the future you just described? Borrow a page from 
Star Trek and dare to “boldly go where no man has gone 
before.”

4.  What will you have to do to get there? Armed with ideas of 
what your organization will have to be in the future, what are 
you going to have to do now?

The collective answers to these questions provide all the 
information we’ll need for the next assignment. Your company 
has been named as The Model Organization in the year 2043. 
We’ll form a team and have each member write a 1,000-word 

Stop Planning and Start Pioneering

article from the perspective of 30 years in the future, describing 
what happened between then and now that enabled you to become 
that model organization.

This is a process of writing tomorrow’s history today. 
Everything you need to succeed in the future is contained in 
that history. We’ll identify your organization’s purpose, operating 
philosophy, business models, structure, goals and objectives. 
Implementation then becomes a matter of living the history. 
What makes this process effective is that instead of starting at 
the present and trying to work your way forward, you are starting 
at the future and working your way back.

This is a much-condensed overview of my pioneering 
process, and I customize it to fit the client. It takes a genuine 
commitment of time, energy and money. If you simply want to 
reduce your anxiety, take the road most traveled and use the 
traditional planning method. But if you actually want to be 
around to succeed in the future, you’d better do some serious 
pioneering. Pioneering has never been for the faint of heart. It’s 
for those who want to lead rather than follow, and thrive instead 
of just survive. Pioneers take the road less traveled. Which road 
will you choose?

Jim Whitt, founder, Purpose Unlimited

Instead of starting at the present and 
trying to work your way forward, you 
are starting at the future and working 

your way back.
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® ™ Trademarks, registered or applied for,  
of Becker Underwood, Inc., Ames, IA.
©2013 Becker Underwood, Inc.

Fast-drying Flo Rite® polymers deliver uniform coverage to help lock down fungicides,  
insecticides, inoculants and other seed treatment products in one complete seed  
treatment. Application of a Flo Rite polymer enhances the value of seed treatments by: 

Ask your distributor or Becker Underwood representative how Flo Rite polymers can 
optimize your seed performance.

• Reducing dust-off of actives
• Increasing seed flow with less 

stickiness and bridging
• Improving plantability and 

decreasing skips and doubles
Polymers

Products applied to seed need to stay there — all the way through planting. 

beckerunderwood.com
1.800.892.2013


