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By Moe Russell

Planning Made
Simple And Useful

aving an organized planning

process at the farm level is not
common. In the past when some
of the most innovative farms have
tried, the process is about as enjoy-
able as a root canal. If it were pro-
ductive, it would be worth it. But
in most cases the plan would sit
the rest of the year collecting dust
and be brought out a year later to
change the dates and give it to lend-
ers and other vendors, hoping to
impress someone.

We've found planning can help
transform organizations to what
they want if it’s simple and useful.
To do that the plan needs to be a
working document, reviewed at
least quarterly and used by the
owners and managers to make
their job easier and more fun.

There are five key parts to ef-
fective business planning. They
are a vision statement, mission
statement, objectives, goals and
tactics. The simpler the better,
and some of the best we've assisted
farms with have been as brief as
five or six pages.

In this issue we'll review the vision
and mission statement, the how,
what and whys of developing one.

o The vision statement defines
the long-term “30,000-foot” view
of the business and helps manage-
ment gain internal consensus
about the direction.

« It is more general and concep-
tual in nature and doesn't include
specific details about how it will
be accomplished.

o It provides all stakeholders
long-term direction and challenges
them to consider how they fit and
benefit in the organization.

o Allowing everyone to see this
information is critical, since many

times they can help provide input
and feedback along the way to
make the vision a reality.

o A well-written vision statement
will consider: why are we here,
what are our ideological and core
beliefs, how do we see the future
and in the end how will we serve

those that we impact.

« As business grows, the impact
on others will grow, and it’s the re-
sponsibility of management to con-
sider how they will be perceived by
those around them including cus-
tomers, vendors, employees and
the community.

o This statement should be all
about the future.

« Example: Smith Farms’ vision
is to create a foundation for future
generations to build on by anticipat-
ing and effectively responding to
change, creating an environment to
adopt new technologies and position
ourselves to capitalize on land acqui-
sition opportunities, while constant-

ly striving to be a better landowner,
tenant, neighbor, community mem-
ber and steward of the land.

+ The mission statement should
be a one- to three-sentence state-
ment defining your business and
foundation blocks for how your
business will run and grow.

« Unlike the vision statement,
this statement is about today.

« It specifically defines who you
are, what you do, how you do it
and finally for whom you do it.

« It should be specific about
customers, products, capabilities
and include any uniqueness your
business may possess.

« It is important that all employ-
ees know and understand the mis-
sion statement.

o+ Make this your own statement,
unique to your specific situation.
Then, most importantly, truly be-
lieve in what you say and make
sure everyone in management
agrees. If you don’t, others will
soon realize it is not true and
they too will stop believing.

« Keep in mind the mission

statement may change over time as
your business changes. It's impor-
tant to review and allow your mis-
sion statement to evolve as your
business evolves.

« Example: Smith Farms’ mis-
sion is to produce high-quality
grain products and create an envi-
ronment where employees feel

respected and their input valued,
while always striving to be respect-
ed among our peers and communi-
ty. This will be accomplished with
a relentless focus on maximizing
yield, managing expenses and uti-
lizing all tools available to maxi-
mize gross dollars per acre.

The process used to determine
the vision and mission statements
often stimulates brainstorming in-
novative ideas and consensus-build-
ing around the common direction
and goals of the business.

In the next issue we'll discuss
objectives, goals and tactics. Then
we'll put the plan to use. W
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