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Marylandisinthemidst of ahay deficit areg, particularly for high quaity hay. Substantia quantities
of hay moveinto Maryland, Ddlaware, Virginia and West Virginia. The primary market for imported hay
has been and continues to be the horse industry but the demand for high qudity dfdfafor thedary industry
isan increasingly important segment of the market. Hay is shipped in from the north (Pennsylvania, New
Y ork, Michigan and Canada), particularly timothy, and from asfar west as Utah and Idaho. So arather
szeable"market” for hay dready exissinthearea. We certainly have atransportation advantage over hay
from New Y ork, Michigan, Canada and the western states, but how can Maryland growers get into this
market? What strategies can be used to find markets and then maintain those markets from year to year?

Sdling vs. marketing

Fird, let's make a digtinction between sdlling and marketing. These two terms are frequently used
interchangeably, but the processes are quite different. Selling isdefined smply asthe exchangeor ddivery
of goods and servicesto a customer for anegotiated price. An example of sdling hay is aproducer who
calsadedler and saysthat he has X number of balesfor sale and asksthe dedler to come, takealook, and
quoteaprice. Thehay isaverage qudity, no foragetest information is available and no attempt was made
to segregate it by cutting or qudity going into storage. Another example of sdling isloading the hay on a
truck and hauling it to an auction. Agan the hay is average qudity and no forage test information is
available. Intheseexamples, the salling procedureisrdatively easy and smplebut the producer isbasicaly
a the mercy of the buyer. Unless the producer iswilling to retain ownership of the hay longer in hope that
market price goes up, he is faced with someone ese determining the sdling price. The hay is average
quality so the buyer has no particular reason to buy thishay over someonedseshay. Thereisn't much that
these producers can do to get higher prices.

Marketing, on the other hand, is an aggregate of commercid functionsinvolved in moving goods
and sarvices from producer to consumer in an organized and effective way. Marketing includes buying,
sling, storing, trangporting, standardizing, financing, risk bearing, and supplying market information.  An



example of marketing hay isthe producer who grows severd kinds of hay to fit various markets, cutsearly
for high quality, segregatesthe hay asit goesinto storage according to kind, cutting, and qudity, and forage
tests each lot. This producer has not only entered hay samples at the locd county fair, but has aso
consgtently exhibited winning entries a the Maryland State Fair, last year being the winner of the grand
champion hay award. He hasrecently begun to enter samplesin the commercid hay divisonintheWorld's
Forage Analyss Superbow! held asapart of the World Dairy Expo in Madison, Wisconsin. Histhird place
entry last year won him national and international recognition. Because of his hay show awards, he has
gained several new customers. This producer has established contacts with some of the largest dairy
operations and horse stables in the Mid-Atlantic Region and routingly supplies them top-notch hay.

When demand for a product or commodity exceeds supply, the producer can readily sdl to the
consumer. But when supply exceeds demand, marketing strategy usualy determineswhich producer isable
to move his product to the consumer. Certainly marketing is much more involved than sdling but the
rewards are higher prices and repeat buyers providing amore consistent and stable market.

Essential elementsin marketing

Aswe look a hay as a cash crop, there are a least Sx essentiad elements to developing and
maintaining hay markets. These dements should make you more aware of some of the constraints and
requirements in hay marketing.

1. Know what your market isand then producefor it. Isyour primary market goingto be
everybody, dairy producers, or horse owners? Areyou going to sell by thebaeor by the
ton? Out of thefield or out of storage? If you are not familiar with the potentia hay market
opportunities open to you, conduct a market analysis. Tak to other growers, extenson
and agribusiness personnd, and members of organizations such as the Nationd Hay
Asociation. Determinewhere market opportunitiesarelocated. 1t may belocd, regiond,
or eveninternational. Areyou in aposition to provide serviceto that market? What isthe
future of the market? What type(s) and qudity of hay isthat market looking for? You
should know the market before the crop is planted. If you planted dfafaand the market
wants an dfdfalgrass mixture, marketing may be quite difficult.

2. Produce a high quality product. Hay marketing starts with hay production. When
supply exceeds demand, buyers can be choosy. Thetop quaity hay sells and the lower
quaity doesn't. And top qudity to some buyers doesn't necessarily mean the highest
nutritional vaue hay. Definitions of top quelity mean different things to different people.
Some horse owners have persond standards or definitions which differ from mainstream
gandards or definitions of hay qudity. Inthe horse hay market, high qudity isbright color
and freedom from musty odor and dust.

3. Have a consistent and reliable supply. To keep customers coming back, you must
provide a consstent qudity of hay on a continuous basis. If livestock or dairy producers



have to adjust feeding programs every time that they receive ahay ddivery, they will find
another supplier. Y ou must be ableto supply hay for the time period the buyer needsit. If
the buyer needs hay year-round and you can only provide a6-month supply, thebuyer will
likely look for another producer. Have a contingency delivery plan to cover equipment
breakdowns or problems.

4, Berealistic about price. Itisvery difficult to establish farm pricefor hay. Y ou may read
a hay auction report and see a price of $200 per ton for dfafa But is that aredigtic
market price? That price may have been for apickup load of very nice dfafatha some
horse owner was determined to buy regardless of price. And evenif it brought that price,
there were the added cogts of loading and hauling associated withiit.

5. Put up a firm, solid bale. Bde sze, weight and shape effect marketing. Tallor bae
packagesto suit buyers needs and convenience. One of the greatest deterrentsto distant
hay marketing in the eestern U.S. isSze and density of bales. 'Y ou may havegood qudity
hay but if the baes arelight, misshapen and the tiesareloose, the market opportunitiesare
limited. Contract haulers are not interested in loads that may fdl off going down the
highway. It is difficult for buyers to get profitable pay loads since ddivery charges are
usudly based on mileagerather than weight. Also, workersdon't want to handle baesthat
break gpart. Even pleasure horse owners want firm, solid bales, but they usualy want a
35-40 |b bale rather than 60, 80 or 100 Ib bales.

6. Have an outlet for low quality hay. Hay producers are dways going to have some
amount of low qudlity hay. Indevelopingamarketing Srategy, anticipate having it and have
anoutlet for disposd. Don' try to hide low quality balesinthemiddleof aload. Don't try
to sdl mulch hay asdairy qudity. And don't try to make the buyer take every baein the
barn or hay shed. Sort hay by quaity and price it accordingly. Many western cash hay
growers have cattle operationsthat can utilizethelower qudity hay. They sdl thebest and
feedtherest. Someareashaveahigh demand for mulch hay. Excavating and construction
companies, highway departments and ski resorts are some potentia marketsfor low quaity
hay aslong asit is weed-free.

Other consderationsin marketing strategy

Inadditionto theessentia dementsin developing and maintaining hay marketslisted above, severd
other aspects related to marketing need to be considered.  Successful marketing transactions should be
profitable for the sdler and economica for the buyer. Most problems result from misunderstandings.
Communication between buyer and sdller and attention to detail are essentia. Congderationsfrom both the
buyer'sand sdler’s perspectives can hep insure afair trade without problems or misunderstandings.

1 Storagefacilitiesareanintegrd part of marketing. Sorting hay by kind, cutting and qudity



wasemphasized earlier. Not only should the hay be sorted, but you need to have accessto
hay of any given kind and qudity a any time to meet the needs of customers. If different
qudities of hay are stacked on top of each other, invariably the hay the customer wantsis
on the bottom of the stack or mow.

Buyers have perceptionsthat some geographic areasare noted for poor qudity hay. These
perceptions may or may not be accurate, but they exist. For example, some buyersinthe
Mid-Atlantic Region are biased againgt hay from Maryland. The opinion of thesebuyersis
that hay from New Y ork, Pennsylvania or Canadais superior to hay grown in Maryland.
Certainly some geographic areas have advantages over others in terms of growing
conditions and more suitable haymaking westher, but the primary determining factor
influencing hay qudity is the management practices of the hay producer. There are
producers in Maryland who put up just as good or better qudity hay as that from New
Y ork, Pennsylvaniaor Canada. But if you arelocated in areasthat are perceived ashaving
lower qudity hay, you may have to overcome that stigma. Y ou will want to have forage
test results available for the buyer and you may want to consder techniques such as
chemicd conditioning, preservatives, or swath and windrow invertersthat can reducefied
drying time. Use techniques that will enable you to put a high qudity product in the barn
and dlow you to compete with that northern or western hay grower.

After congdering the essentid dements in developing and maintaining hay markets, you
need to decide whether sdlling or marketing is the more appropriate procedure for the
market that you aregoing to bein. If your primary operationisdairy and you havevarying
quantities of surplus hay from year to year, judicious sdling is probably the more
appropriate procedure. An eaborate marketing strategy would not be st or time
efficient. You can't bea?2 or 3truck loads or even 2,000 or 3,000 baleskind of producer
and develop much of a market.

Does your market pay asufficient premium for high nutritiond value hay to justify earlier
cutting management? Or is market price primarily based on green color and freedom from
musty odor and dust? This determination should be part of the market andyss. If little
condderaion isgiven to high nutritiona vauein your market, you may want to usea 3- or
4-cutting management system rather than 5.

Be sure the buyer clearly understands the sdle price and terms of sde. Whereisthe point
of sde? Who isresponsble for the hay during shipment? What isthe ddivery charge, if
any? How long are price quotes good? All these points need to be clearly stated to the
potentid buyer.

What are acceptable reasonsfor buyer rejection of ddlivered hay,? Will unacceptable hay
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be replaced or money refunded? How will buyer/sdller disputes be resolved? Hasthehay
been andyzed for forage quality? Agree, prior to delivery, to resampling in presence of
sler or truck driver and retesting at ajointly-agreed upon [aboratory, if, on deivery, hay
doesnot gppear to match andysis. Also have an advance agreement on price adjustment if
new anays s exceedsthe agreed upon dlowances. There should beaclear understanding
between buyer and sdller before sdles are findized.

7. How and when is payment to be made? If the buyer isunknown to you, you should check
references and you may want to request acertified check or letter of credit from the buyer's
bank.

8. Whereand how will hay be unloaded? Isstorage Steaccessiblefor ddivery indl typesof
wesether? Will buyer provide labor and equipment assistancefor unloading? Isthehay to
be dumped or stacked in storage facility?

0. There are no established nationa standards or grades for hay as there are for grains and
many other commodities. Neither isthereauniform languagefor sensud characterizaionof
hay qudity. Quality isinthe eye of the beholder. What is high qudity to one person may
be mediocre qudity to someone dse. |Is qudity determined by andysis, legfiness, green
color? Forage andyss can be quite helpful in assessing nutritiond qudity, but an honest
physica description of the hay is dso hdpful to buyers who can not examine it before
delivery.

10. If you have customers who routindy need atype of hay that you do not grow, consider
buying that hay (for resde) as aserviceto your customers. Otherwise the customer may
find another producer or supplier who can providedl of thetypesof hay needed. Or may
be rather than hay, the customer hasaneed for straw. Mesting the customer'sneed to the
extent possible is a part of marketing strategy.

Thereismoney to be madein hay marketing for those producerswilling to spend thetime and effort
to develop amarketing strategy. Increasing yields and reducing costs of production will boost profit but
effective marketing is often where the biggest contribution to profit ismade. Let me emphasize again that
hay marketing starts with hay production. Don't waste your time if you're going to grow mediocre
qudity hay -- there isn't a profitable market for you year in and year out. |f you want to be in the hay
marketing business, know what your market is and produce for it.






