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Intelligence &
Influence Playbook

Helping organizations find,
understand, and influence ag
and food audiences — from data
to strategy to activation.
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Challenges Achieving
Influence Today

Understanding the Human
Dimensions of Change

Intelligence Products Portfolio
Sales Playbook
Marketing Playbook
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Challenges achieving influence
in today’s noisy markets
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For organizations,
influence is currency
in today’s world.

How do you influence
someone to...
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Advancing Technology,
Intelligent Farming and Ai

Ag Decision-Makers _
Wrestle with Outside S ynamics
Forces Every Day =

= Accelerating Climate Change

Changing Consumer Preferences

~ Shifting Farm and Ag Business
-7 Demographics
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Decision-Makers

Are... Indecisive

And the status quo is the biggest
obstacle to influencing change.

That results in more change decisions simply
getting stuck and more potential customers
being lost to indecision rather than choosing
a vendor solution.

It's increasingly hard to influence change when 5 6 0/
customers are overwhelmed with options or o

risk-averse and settle for the status quo.

of sales were lost
to indecision.

Source: The JOLT Effect, Matt Dixon and Ted McKenna
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In this battle against indecision,

how does your message stand out?




Understand producers and meet
them on their terms

Identity: Understand: Plan:

Start by finding the producers Get to know what producers think, Create your strategic Put your playbook into
who will be most receptive to feel, and do, and what motivates playbook for how to action with campaigns,
change them to take action influence producers with content, or programs

the right messages, at the
right times, in the right

channels
FARM/.ZJOURNAL farmjournal.com 8



Understanding the
Human Dimensions of Change.
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Achieving influence starts
by understanding that
farms, acres, and animals
don’t make decisions.
People do.
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No two decision makers _ —
at different points in
their journeys.

To capture their
you need to understand

That takes lntelllgence “ = : B What are the ramifications if
Y ° “‘." .1'/ N [} ?
and lnSIghtS_ | do/don’t make a change
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The Data You're
Missing
A first-party data strategy is crucial

Anyone can find public data.

Anyone can run a survey to get self
reported feedback.

But that isn’t the complete picture.

You need direct, first-party insights into
the people that make decisions on
behalf of the acre.

Both what they say, and what they do.

FARM/ZJOURNAL

1995

USDA begins sharing farm
subsidy data.

2018

Removed access to producer
type and connection of
producers to farm entities
(PTC code and Farm_NBR)

2024

USDA discontinues NASS county
level crop/acreage estimates

2005

Removed access to spatial data

linking fields to producers (CLUs).

2022

USDA enables payment
recipients to obfuscate names

For 2021 program, 6% of
recipients representing 20%

of dollars opted out

farmjournal.com
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FSA continues to take a position of restricting publicly
available data for loan recipients

2008-2009 AUG 2019

Several data providers Telematch unsuccessfully
and industry stakeholders sues USDA for access to

download CLU dataset CLU data

Program USDA begins sharing USDA removes CLUs USDA temporarily USDA removes PTC USDA enables payment
Milestone  farm subsidy data from dataset releases updated CLU code and Farm_NBR recipients to obfuscate
dataset from dataset names
Data Start of public access to | Removed access to Provided one-year Removed access to For 2021 program, 6% of
Impact subsidy recipients spatial data linking fields | access to spatial linkage @ producer type and recipients representing
to producers between producers and connection of producers | 20% of dollars opted out
fields to farm entities
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Farm Journal Comprehensive First-Party Data
Drives Breakthrough Strategies and Programes.

FARM/¢ZJOURNAL

First-Party

Government and Industry
Data Sources Data

Farm Journal
Omnichannel Brands

Audited | Verified
Behavioral | Affinity
Intent Data

20M Monthly Interactions

FARM.2JOURNAL farmjournal.com 14
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First-Party

Data

Audited | Verified
Behavioral | Affinity
Intent Data
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Government and Industry Data Sources
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FARM/¢ZJOURNAL

First-Party

Data

Audited | Verified
Behavioral | Affinity
Intent Data
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FARM/¢ZJOURNAL

First-Party

Data

Audited | Verified
Behavioral | Affinity
Intent Data

FARM/.2JOURNAL

20m+ monthly multichannel interactions generate rich
behavior and purchase intent data to understand, connect,
activate, and deliver breakthrough results for our customers.

First Party Audited
Print & Digital

Behavioral
Intent

Third Party
Augmented

Government
Verified

farmjournal.com 17



Farm Journal

Farm Journal is much more than the media
company you may know.

We’re an

and your partner for generating intelligent growth
and delivering new yields across every aspect of
agriculture.

We have the data on the farms, land, and
operations, but also the

to help you
accomplish your goals.

Our first-party data comes from interaction with
our brands by real ag decision makers — and that
means we know them better than anyone.

FARM/.2JOURNAL

Serving Essential Markets

The buyers, sellers, and stakeholders that comprise the crops,
livestock, fresh produce, Ag equipment, government and
non-profit, and food, fuel, and fiber end markets

23 Trusted Brands

Committed to informing and guiding farmers, ranchers, and
growers to operate and grow profitable businesses

20m Monthly Interactions

Generate first-party data and informed insights that Ag and Food
industry suppliers rely on to power marketing and sales strategies

High-Quality Business Intelligence

From a database of 4.3m+ records on ag decision-makers to help
you understand their motivations and how to affect change

Commitment and Passion

Our people have a personal investment that strengthens our
professional focus to drive positive change and prosperity through
agriculture, farming, food, and sustainability innovation

farmjournal.com 18



Intelligent Strategies, Solutions, and Expertise
that Break Through the Noise

Understand

Intelligence, data, research and
insights to inform strategy

Connect

Create experiences and content that
breaks through the noise

FARM/ZJOURNAL

X3

Activate

Multichannel media, events and
programs to engage and impact sales

Perform

Optimize for impact and deliver
measurable results

farmjournal.com 19



The Power of Intelligence
and Influence

Find Your Next
Customer

Pinpoint the people most
receptive to your message,
product, or solution

FARM/ZJOURNAL

Understand
and Plan Your

Territory

Visualize the locations where
your best potential
customers are clustered

Understand
Ag Producers

Understand what motivates
the people at the heart of
ag to change or buy

Turn Data Into
Intelligence
and Influence

Get actionable insights and
strategies to drive your sales,
marketing, or outreach
programs

farmjournal.com 20



Find your next customer

Farm Journal’s comprehensive
first-party ag audience data helps you
pinpoint the people most receptive to
your message, product, or solution.

How we deliver:

= Audience segmentation

= Lookalike audiences

= Farmographic data

= Behavioral and intent signals
= Readiness scoring

FARM/ZJOURNAL




Understand and plan
your territory

Visualize the locations where your
best potential customers are clustered
so you can focus your efforts on the
places where you can get results

How we deliver:

Dynamic heatmaps of interested
producers, dealers, or retailers in
the locations most important to you

FARM/.2JOURNAL
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&
Understand .

Climate change
Consumer preferences

a- rO ducers Labor shortages I\ . P ]
E ¢ 3
i P, Television
I g Newspaper
' Radio

Tap into Farm Journal’s millions r

of records on ag decision-makers Mvauons

— built on trusted relationships ReETE et
with producers — to understand Maintain fraditon

what motivates them to change.

How we deliver:

Audience profiling to understand
your audience’s decision journey
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Turn data into
intelligence and
influence

Data alone isn’'t enough. Farm
Journal has the ag expertise to
turn data into useful, actionable
insights to drive your sales,
marketing, or outreach programs.

How we deliver: Dolor sit amet

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed

do eiusmod tempor incididunt ut labore et dolore magna

Strategic playbooks with insights

aliqua. Morbi leo urna molestie at elementum eu facilisis sed.

Into hOW, When, and Where to reach ‘ Er?i:sag;uis.nislrhoncusmattismoncusurnanequeviverra,
. ’ | ul faucibus In ornare quam.

out — built on Farm Journal’s deep

knowledge of ag decision-makers
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Who Uses Farm Journal Intelligence & Influence?

O - BASF g General CASE il

The Chemical Company

A7 PIVOT BIO @)

Mﬁg‘g JOHN DEERE
A g
Let’s
A RM:: BAYER
AG RESOURCE MANAGS;:Z\.II.G E Sy ngenta

Nationwide
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Intelligence

| need to supplement my
own data in my own systems

PrOduCt POI‘thliO Farm Journal

At a Glance

FARM/.2JOURNAL

Data License

| need to know where to
find my target group
Farm Journal
Producer List

How ready are people
within this group to do

a thing?

Farm Journal Readiness
Index

What should my go to
market be for this group?
Human Dimensions of
Change Playbook

When and how should | put
my strategy into action?
Farm Journal Content
Toolkit

What are the high points
| should know about this
group?
Farm Journal Producer
Profile

farmjournal.com 26



Product Snapshot

Farm Journal Data
License

Get data from Farm Journal's records
on millions of ag producers that you
can bring into your own systems to
enrich the insights you already have
about customers and prospects

FARM/ZJOURNAL

Key Questions:

= How can | get the data | need to find and connect with producers?
= What is my current share of wallet for a given producer?
= Where are key growth accounts?

How Farm Journal Helps:

= Farm Journal combines data from millions of interactions with ag producers and other public
and third-party sources to provide unique attributes on ag producers to fuel strategies and
producer insights

What You Get:

= Annual license of selected Farm Journal data that you can import into your systems of record

farmjournal.com 27



Product Snapshot

Farm Journal
Producer List

Find the people showing interest in
your message, product, or solution
with a curated selection of prospects
when you need to understand and
prioritize who to target.

FARM/ZJOURNAL

ECYT
gl
511114 |

Key Question:
= What group or location is the right market for my message or product?
How Farm Journal Helps:

= With Farm Journal’s unique data set on millions of ag decision-makers plus advanced
data modeling, we create curated visualizations and lists of your market size and the
people you should target so that you can be precise and achieve better results

What You Get:

= Access to your geo-targeting hotspots for insights and activation for 12 months with an
additional option to license your market.

= Standard pre-built or custom market based on Farm Journal data

» Lookalike market identification combining your customer data with Farm Journal’s data

farmjournal.com 28



Product Snapshot

Farm Journal
Producer Profile

Insights into your ideal customer
or audience, their needs, behavior,
and motivations when you need to
understand what drives them to
change.

FARM/ZJOURNAL

S TRUST IN
L 2 -~
GROUP PROFILE @ EWO‘]“*A"Q

Ranchers with a Written GMP — Operations

[I1] Top counties: Tﬁ"l Farmer Facts
Harris, TX Barren, KY Average age 64
Bexar, TX Victoria, TX Married 62%
44M Tarrant, TX Collin, TX Children present
Greene, MO Johnson, KS Average household size 31
Acres of
q Brazos, TX Pulaski, KY Female head of household
Grazing Land Hask: =
Travis, TX Greene, TN Homeowners
Gillesple, TX Cullman, AL Average years in residence 94

Average population per mile

@ High concentration [ Low concentration B None
oY - : Q
% X = Atleast 1 head of: At least 1 head of: !ﬁ! At least 1 acre of:
255:;2 Size and scale: ==
cee N 100 et
Average gross farm income $694k Qualify as CAFOs 7% Average S _ 100% Hay 32%
Dairy %
Median gross farm income $306k With crops 38% head of beef 651 v W ox - Corn
38%
Average livestock 1,142 Average crop acres 806 Median 100 Horses [l &% Wheat
head of beef )
Median livestock 101 Median crop acres 213 swine ] 5% edoeet [ 20% Soybeans
Average grazing acres 932 Practicing min/no til 1%

Key Question:
= What do | need to know about my ideal audience?
How Farm Journal Helps:

= Farm Journal’s unique data and expertise in ag audiences drives deep understanding into
the human dimensions of change to arm you with the data you need to maximize your
impact and influence with your target group

What You Get:

» Standard or custom audience profile with demographics, operations details, behaviors,

content interests, consumer interests, and key influences ,
farmjournal.com 29




Product Snapshot

Human Dimensions

of Change

Playbook

Get in-depth insights into the human
dimensions of change and advice on

how to go to market and drive
forward an initiative in the most
effective way possible when you
need a strategic, data-driven plan.

FARM/ZJOURNAL

STATE OF GRAZING MANAGMENT

Ranchers without a GMP need education and o
convincing — it must be worth it

What is the main reason you do not have a grazing management
plan (GMP)?
This group of ranchers we surveyed is unclear on
what a grazing management plan is and how it would I am not sure what a GMP is or how “:;gj'g:r::ggf 34%
benefit their operation. Therefore, it makes sense
that they don't have a plan, written or unwritten.

| know what a GMP is, but do not believe it would

benefit my operation. 28%

They first need to know what a grazing management
plan actually is, and then why it would be a good
thing for their operations. I do ot have the resources available to develop

and implement a grazing management plan. (e.g.,
educational materials, templates, and/or
consultants)

I'am in the process of developing a GMP for my
operation

14%

10%
A meaningful portion of this group appear to be
skeptical of a plan's value. But notably, 14% are
actively trying to develop a plan, so supporting those
ranchers should be a priority.

Developing a GMP takes a lot of time and effort. 9%

Other 5%

Percent of Ranchers

Data from survey, n=462

Key Question:

= What are the best ways to influence my ideal audience to change or buy?

How Farm Journal Helps:

= Building on the understanding achieved with an audience profile, Farm Journal brings
expertise and insights into the ag world and human motivations to provide actionable
strategies to influence your audience’s decision journey

What You Get:

= Comprehensive report with analysis of your audience’s attitudes, beliefs, behaviors, and
motivations

= Strategic plan for what messages or content to use and how to activate them to connect

with your audience farmjournal.com 30



Product Snapshot

Farm Journal
Readiness Index

Tool that scores farmers according
to their readiness to adopt a
sustainable product or practice
when you need to know who to
focus on, how to connect with them
better, and how much progress
they're making.

READINESS SEGMENTATION

TRUST IN

FOXD

17% of North Dakota farmers shows signs of readiness for emollment
and another 8% could be re: 1d\ if they h ad a barrier removed.

Another 18% tell us they have what they need, but don’t see value and don’t have understanding of the opportunity

Enroll Me

Highest Total
Readiness

17% of farmers

Support Me

High Value
High Understanding
Low Capability

V%

8% of farmers ‘

Convince Me

High Action
High Capability
Low Understanding
Low Value

&

18% of farmers

Acknowledge Me

Low Score
Differences
High Potential to
Resonate With
Different Messages

o

31% of farmers

Come Back To Me

Low Action
Low Capability
Low Understanding
Low Value

Q

26% of farmers

Key Question:

= Who is ready to adopt sustainable farming practices?

How Farm Journal Helps:

= Building on the understanding achieved with an audience profile, Farm Journal brings

expertise and insights into ag sustainability and the human dimensions of change to provide
actionable insights to connect with producers most ready to change

What You Get:

= Comprehensive report with analysis of your audience’s attitudes, beliefs, behaviors, and
motivations, as well as likely prospect scoring

= Strategic plan for what messages to use and how to activate them to connect with your

audience :
farmjournal.com 31
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Product Snapshot

Farm Journal
Content Toolkit

A strategic, data-driven toolkit that
helps you connect with ag
producers and know how to plan,
create, and activate the right
messages, for the right audiences,
at the right times, and in the right
places.

FARM/ZJOURNAL

‘t Soy Stages R5-R6 ®

2022 Date Ranges, 50% of Crop Aug 12-Sept 9

What is your audience thinking & What i your audience doing? Time to get into the harvest & Concerned with Gizeases
Empathy Map 5/ b @ g  Heisdcs ®
@ Think :© { Do
ee ee What will your sudence see? How does your audience feel? Say leaf yellowiny Focused
S Feel ® V] ® : )

@Corn @®Soy @Both

Key Question:
= When and how should | put my strategy into action to connect with my ideal audience?
How Farm Journal Helps:

= Farm Journal’s knowledge and expertise of ag decision-makers provides you with a detailed
toolkit to plan the timing and messaging of your content and marketing efforts to align to the
needs and interests of growers

What You Get:

= Interactive planning toolkit with a crop calendar, grower needs and interests through the crop
year, and a 12-month topic roadmap to serve relevant content to growers when they're

searching for it farmjournal.com 32



Let’s talk about sales.
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Ag sales leaders today
need their teams to be
experts at ...

FARM¢YJOURNAL farmjournal.com 34



That often leads to big worries.

“| can’t afford to lose customers. | need “The leads I'm getting are no good.

to know how to convince them to stay.” | need warm leads for my reps to work.”
“My markets are shrinking because “The ways | sold to retiring farmers
farmers are selling their operations. won't work with the next generation.
Where do | find new ones so | can How do | change my approach?”

land deals?”

“I have to find a way to sell more to my
current customers.”

FARM/¢ZJOURNAL farmjournal.com 35



And big hurdles
to overcome

To be successful and hit those targets

Farm land — and ag sellers’ customer pool — is
shrinking, while new companies are popping up
all the time trying to sell to them. Ag sales
leaders need their teams to be quick, efficient,
and to close deals, but they’re often hindered by
lack of quality sales intelligence about markets,
customers, and competition.

FARM/ZJOURNAL

Tough
Competition

More companies
trying to sell to fewer
farmers and the

seller who gets there
first often wins

Sales
Enablement

1 Their teams need to

be trained in new
ways to think about
sales and customers
to be successful

Sales
Goals

Aggressive growth
targets that require
getting creative, but
lack of data about
markets




The most powertul sales tools today
are high quality predictive intelligence
and an understanding of how farmers

decide to make a purchase.

FARM¢ZJOURNAL farmjournal .com 37



Farm Journal
Intelligence
for Sales

Prospecting lists

Territory planning heat maps
|deal customer profiles
Engagement playbooks

Message planning and
activation toolkits

FARM/ZJOURNAL

Farm Journal’s powerful combination of first-party
data on millions of producers and third-party data
sources, plus our unique expertise on the ag
world, provide you with the insights you need to:

= Understand your addressable market
= |dentify hot spots of your best potential customers

= Prioritize your prospecting using behavioral
and intent signals

= Understand what motivates farmers to make
a purchase

= Be targeted in timing your sales outreach
to ag production cycles

farmjournal.com
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Product Snapshot

Farm Journal
Data License

Get data from Farm Journal's records
on millions of ag producers that you
can bring into your own systems to
enrich the insights you already have
about customers and prospects

FARM/ZJOURNAL

Key Questions:

= How can | get the data | need to find and connect with producers?
= What is my current share of wallet for a given producer?

= Where are key growth accounts?

How Farm Journal Helps:

= Farm Journal combines data from millions of interactions with ag producers and other public
and third-party sources to provide unique attributes on ag producers to fuel sales efforts

What You Get:
= Annual license of selected Farm Journal data that you can import

into your systems of record .
farmjournal.com 39



Product Snapshot

Farm Journal
Producer List

Find the people showing interest in
your message, product, or solution

with a curated selection of prospects
when you need to understand and
prioritize who to target.

FARM/ZJOURNAL

BT
ASTT |

o i I

Key Question:
= Who is showing buying intent for my product or solution?
How Farm Journal Helps:

= With Farm Journal’s unique data set on millions of ag decision-makers plus advanced
data modeling, we create curated visualizations and lists of your market size and the
people you should target so that you can be precise and achieve better results

What You Get:

= Access to your geo-targeting hotspots for insights and activation for 12 months with an
additional option to license the audience.

= Standard pre-built or custom market based on Farm Journal data

= Lookalike market combining your customer data with Farm Journal’s data
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Product Snapshot

Farm Journal
Producer Profile

Insights into your ideal customer
or audience, their needs, behavior,
and motivations when you need to
understand what drives them to
change.

FARM/ZJOURNAL

GROUP PROFILE Jﬁ@’ :F,;O_Si,,__b
Ranchers with a Written GMP — Operations

[[:‘] Top counties: ‘T% Farmer Facts:

el o Harris, TX Barren, KY Average age 64
Reah g .
i 7 3 v Bexar, TX Victoria, TX Married 62%
" i g : 7‘: 44M Tarrant, TX Collin, TX Children prasent
7 n Graene, MO Johnson, KS Average household size 31
e Acres of
; : Brazos, TX Pulaski, KY Female head of household
Grazing Land sk, Y
Travis, TX Greene, TN Homeowners
Gillesple, TX Cullman, AL Average years in residence 94
Average population per mile 395
@ High concentration [ Low concentration B None
o5 ' Atleast 1 head of: m At least 1 head of: !ﬁ! At least 1 acre of:
255:;2 Size and scale: ==
ceel [N 100 AT 100
Average gross farm income $694k Qualify as CAFOs 7% Average Cow-Calf _ 100% Hay 32%
Median gross farm income $306k With crops 38% head of beef 651 Dairy W o% - Corn
Stackers 38%
Average livestock 1,142 Average crop acres 806 Median Horses [l &% Wheat
head of beef 100 ) _
Median livestock 101 Median crop acres 213 swine ] 5% edoeet [ 20% Soybeans
Average grazing acres 932 Practicing min/no til 1%

Key Question:
= What do | need to know about my ideal customer?
How Farm Journal Helps:

= Farm Journal’s unique data and expertise in ag audiences drives deep understanding into
the human dimensions of change to arm you with the data you need to maximize your
impact and influence with your target group and likelihood of closing deals

What You Get:

= Standard or custom producer profile with demographics, operations details, behaviors,

content interests, consumer interests, and key influences ,
farmjournal.com 41




Product Snapshot

Human Dimensions

of Change

Playbook

Get in-depth insights into the human
dimensions of change and advice on

how to sell in the most effective way
possible when you need a strategic,
data-driven plan.

FARM/ZJOURNAL

STATE OF GRAZING MANAGMENT

Ranchers without a GMP need education and o
convincing — it must be worth it

What is the main reason you do not have a grazing management
plan (GMP)?

This group of ranchers we surveyed is unclear on

what a grazing management plan is and how it would Lot = Chb o oo benr) 34%
: . : y operation.
benefit their operation. Therefore, it makes sense
that they don't have a plan, written or unwritten. I know what a GMP is, but do not believe it would 2
benefit my operation. °
They first nee.d to know what a grazing management e e T o
plan actually is, and then why it would be a good operation °
thing for their operations. I do ot have the resources available to develop

and implement a grazing management plan. (e.g.,
educational materials, templates, and/or
consultants)

10%
A meaningful portion of this group appear to be
skeptical of a plan's value. But notably, 14% are Developing a GMP takes a lot of time and effort 9%
actively trying to develop a plan, so supporting those
ranchers should be a priority. ol -

Percent of Ranchers

Data from survey, n=462

Key Question:
= What are the best ways to influence my prospect to buy?
How Farm Journal Helps:

= Building on the understanding achieved with an audience profile, Farm Journal brings
expertise and insights into the ag world and human motivations to provide actionable
strategies to influence your prospects’ decision journey

What You Get:

= Comprehensive report with analysis of your prospect’s attitudes, beliefs, behaviors, and
motivations

= Strategic plan for what messages to use and how to activate them to connect with your

prospects farmjournal.com 42



Product Snapshot

Farm Journal
Content Toolkit

A strategic, data-driven toolkit that
helps you connect with ag

producers and know how to plan,
create, and activate the right
messages, for the right audiences,
at the right times, and in the right
places.

FARM/ZJOURNAL

‘t Soy Stages R5-R6 ®

2022 Date Ranges, 50% of Crop Aug 12-Sept 9

What is your audience thinking & What is your audience doing? Time to get into the harvest & Concerned with Gizeases
Empathy Map 5/ b @ g et ®
@ Think :© { Do
ee ee What will your sudence see? How does your audience feel? Say leaf yellowiny Focused
S Feel ® V] ® : )

@Corn @®Soy @Both

Key Question:
= When and how should | put my strategy into action to connect with my ideal audience?
How Farm Journal Helps:

= Farm Journal’s knowledge and expertise of ag decision-makers provides you with a detailed
toolkit to plan the timing and messaging of your sales to align to the needs and interests of
growers so you can strike when the iron is hot

What You Get:

= Interactive planning toolkit with a crop calendar, grower needs and interests through the crop
year, product preferences, and a roadmap for when to time your sales messages

farmjournal.com 43



Example =

Step-by-Step
Playbook to Engage
Dealers and
Growers

FARM/¢ZJOURNAL



Finding and connecting
with interested dealers
and growers

A successful and efficient strategy hinges
on putting your messages in front of people
showing interest.

Anything else is a waste of time and money.

FARM/ZJOURNAL

Uncover who is most likely to be receptive to
your sales and marketing

Target geographically to get the most bang for
your buck

A best-in-class prospect list and digital targeting
helps you focus on dealers who will best support
your goals

Provide dealers with audience profiles and
training to use them for the most effective
outreach

Data-driven leads and digital targeting enable
dealers to reach the right farmers faster

Keep the process going and scale it

farmjournal.com
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Which potential
customers are
showing interest in
smart farming?

Engagement and interest in smart
farming topics can be an intent
signal to help you pinpoint
tech-curious operators — and find
dealers in those locations best
positioned to start a sales
conversation.
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TECH SAVVY FARMER

CONSUMER

64 years old
Owner

2,731 acres
$868,858 gross farm income

ATTRIBUTES

Leading Edge

Price Sensitive

Online Purchasing

Regulatory Focused

Risk Profile

23%
say they are “early adopters.”

They are more likely to be interested in new
technology than the average farmer (10%)

TOP CROPS

Smart Farmers mostly grow:

Corn Soybeans Wheat
(27%) (23%) (19%)
LIVESTOCK

Smart Farmers have at least 1 head of:

oo
1\ 47

Beef Dairy (11%) Pigs
(24%) (6%)

Farm Journal

FARMING PRACTICES benchmark
e

No tillage

Use fungicides

Use seed treatments

Irrigate

Use biologicals

SMART FARMER | OVERVIEW &



TECH SAVVY FARMER

CONSUMER

64 years old
Owner

2,737 acres
$868,858 gross farm income

FARM JOURNAL CONTENT INTERESTS

TOP

L

Genetics Large Tractor

& A
S

Vaccine Community

INFLUENCERS

Brands

Celebrity or Influencer

Peer

2l

Livestock

@

Progressive
Minded

BOTTOM

g N @
Vegetable Regulatory Sustainability

U

E 150

Online Longhauler Rural

Purchasing Lifestyle
CHANNELS
Digital TV
Print Audio

This section shows how much Smart Audience members
trust media channels, compared to the benchmark

audience sourced by consumer intelligence data.

SMART FARMER | OVERVIEW &Vé



Three Ways to Connect
with Smart Farmers
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Optimize for mobile

farmer,
they’re likely to say:

Tech savvy farmers want authentic and
digital experiences — and they’re more

likely to use mobile devices. ‘[Mobile internet] gives
me good ideas.”

Ensure seamless mobile brand interactions, “[Mobile internet] keeps
both before and after purchase. ‘ me informed.”

“| often use my mobile
device to help me make
purchase decisions.”

“‘Apps have made my life
SO0 much more
convenient.”

“Checking my phone is
the first thing |

FARM/ZJOURNAL
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Step 1: Understand your ideal
customer

FARM/:2JOURNAL
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Smart Farming Database
Find clusters of dealers near your target prospects

|dentify hot spots where
operators show spiking
interest and engagement
with key topics, then
reach out to dealers in
those areas.

State County Income

(Al v (All) v 0 2147483647

d D

Crop Filter Corn Seed Brands Soy Seed Brands Tractor Brands

Total Acres 1+ v No Selection v No Selection v (All) v
Indicators Ag Involvement Early Adopter Risk Tolerance

No Selection v (All) v (All) v (All) v
Licensable

(All) v

I
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Step 1: Understand your
ideal customer

Step 2: Identity where your
ideal customer is

farmjournal.com 54
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Recruit Your Dealers...

...from the ones best positioned to
sell your products in the areas where
farmers are showing interest.

Then follow with targeted digital
activation.

FARM/ZJOURNAL

License a list from Farm Journal’s
best-in-class database of:

Independent seed dealers
Independent crop consultants
Equipment dealers

National, independent, and co-op
retail contacts
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Step 1: Understand your
ideal customer

Step 2: Identity where your
ideal customer is

Step 3: Recruit your best dealers

farmjournal.com 56
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Enable Your Dealers for Success

Provide your dealers with Farm
Journal’s audience profile of farmers
showing interest in ag tech.

Farm Journal supports you
in training dealers how to use these

audience profiles to accelerate sales.

FARM/.2JOURNAL

TECH SAVVY FARMER

CONSUMER

64 years old

Owner

2,731 acres

$868,858 gross farm income

ATTRIBUTES

|

Leading Edge

i

Price Sensitive

I

Online Purchasing

I

Regulatory Focused

Risk Profile

23%

say they are “early adopters.”

They are more likely to be interested in new
technology than the average farmer (10%)

TOP CROPS

Smart Farmers mostly grow:

Com Soybeans Wheat
(27%) (23%) (19%)
LIVESTOCK

Smart Farmers have at least 1 head of:

Beef Dairy (11%) Pigs
(24%) (6%)

Farm Journal

FARMING PRACTICES benchmark
(| ]

No tillage
(] ]

Use fungicides
L |)

Use seed treatments

Irrigate
(D

Use biologicals

SMART FARMER | OVERVIEW &Vé

farmjournal.com 57



Step 1: Understand your
ideal customer

Step 2: Identity where your
ideal customer is

Step 3: Recruit your best dealers

Step 4: Enable your dealers for success

FARM/:2JOURNAL
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Step 1: Understand your
ideal customer

Step 2: Identity where your
ideal customer is

Step 3: Recruit your best dealers
Step 4: Enable your dealers for success

Step 5: Drive farmer demand
to your dealers

farmjournal.com 60



Start Small, but Plan for Growth

From your original targeted list, add more geographies,
dealers and farmers for precision scaling of your sales
and marketing strategy.

Dealer Leads

Step 5
Find Farmers

*‘Q ‘ ' ¥ Scale

Step 6




Let’s talk about marketing.
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Ag marketers today need their

teams to be experts at...

©

Finding the right
audience

To get the most impact from
their budgets, marketers have
to be precise in targeting ideal
customers with content and
campaigns

FARM/.2JOURNAL

QO
N

It takes multiple touches to
influence a buying decision.
Marketers have to know how to
help ag producers through that
journey to their desired end.

Breaking through
the noise

Ag decision-makers are
overwhelmed with messages
from every direction. Marketers
have to know how to stand out
and connect.

farmjournal.com
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That often leads to big worries.

1

| can’t afford to lose customers.
| need to know how to convince
them to stay.”

1

My markets are shrinking as
farmland consolidates. Where do
| find new opportunities so | don’t
lose wallet share?”

FARM/ZJOURNAL

1

| could spend a lot of money on
campaigns and not get results.”

1

The ways | marketed to retiring
farmers won’t work with the next
generation. How do | change
my approach?”
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And big hurdles
to overcome

To be successful and connect
with audiences

Farm land — and ag sellers’ customer pool — is
shrinking, while new companies are popping
up all the time trying to sell to them. Ag
marketers have to deeply understand their
customers’ behaviors and motivators to forge
impactful connections that ultimately lead to
sales and retention

FARM/ZJOURNAL

Tough
Competition

More companies

trying to market to
fewer farmers with
the same kinds of

messages

Prioritizing ad hoc
tactics over cohesive
strategy leads to
scattershot,
unpredictable results

Growth
Goals

Aggressive growth
targets that require
getting creative, but
lack of quality data
about markets and
buyers




The most powerful marketing tools today
are high quality predictive intelligence
and an understanding of how farmers

decide to make a purchase.
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Meet farmers
wherever they are
on their
decision-making
journey

FARM/ZJOURNAL

Retain and
Advocate

| want to share
my experience:
Turn buyers into your
best evangelists

>4
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Leverage Farm Journal affinity data to target
consideration and evaluation journey stages.

LIVESTOCK

- Animal Health:

(Pork, Beef, Calf, Dairy)

- Animal Nutrition:

(Pork, Beef, Calf, Dairy)

- Dairy Tech

- Dewormer

- Food Processing and Farming
- Genetics

- Livestock

(Pork, Beef, Calf or Dairy)
- Manure Management

- Sustainability

(Beef or Dairy)

- Vaccine

- Veterinarian

FARM/ZJOURNAL

CROPS & PRODUCE
- Agronomic

- Biological

- Broadleaf Weed
- Corn

- Corn Rootworm

- Cotton

- Crop Protection

- Custom Application
- Dicamba

- Fertilizer

- Fruit

- Fungicide

- Herbicides

- High Yield

- Insecticide

- Nematode

- Nitrogen

- On-Farm Storage
- Organic

- Precision Application
- Produce

- Rootworm

- Seeds

- Soil Health

- Soybean

- Vegetable

- Wheat

- Bankers/Credit Managers
- Expansion-minded

- Finance

- Insurance

- Profit Focused

- Risk Management

- Analytics

- Business

- Carbon

- Community

- Data Analytics

- Dealer Appreciation
- Employment

- Farm

- Farm Data

- Land

- Machinery

- Progressive Minded
- Rural Lifestyle

- Rural Safety

- Social Media Interest
- Software

- Succession Plan

- Succession Planning
- Sustainability

- Technology

- Top Producer

- Tradition

- Whole Farm Solution
- Women in Ag

- Young Farmer

- Fungicide Brands

- Enlist

- Corvus

- DeKalb

- Corvus Competitive
- Pioneer

- Soybean Herbicides
- John Deere

- Kubota

OTHER

- Farm Bureau

- Farm to Table

- FBN

- Leave A Legacy
- Long Haul

- Pro Farmer

- Regulation

- Retail

- Turnkey Retailers
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Focus Your Campaigns
on Likely Buyers

...from the ones in the micro
markets where ag decision
makers are showing interest
and engagement with relevant
topics.

Then follow with targeted
content and activation.
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Farm Journal’s powerful combination of first-party
Farm ]Ournal data on millions of producers and third-party data
. sources, plus our unique expertise on the ag
Intelllgence for world, provide you with the insights you need to:

- Understand your addressable market
Marketing y

Identify hot spots where your marketing
dollars can have the most impact

Targeted segmentation

Prioritize your marketing using behavioral

Audience engagement heat maps and intent signals

, Understand what motivates farmers to make
|deal customer profiles

a purchase
Engagement playbooks Strategically plan the right messages to
_ _ connect with your audience, activated at
Content and marketing planning the right times and in the right channels

and activation toolkits
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Product Snapshot

Farm Journal
Data License

Get data from Farm Journal's records
on millions of ag producers that you
can bring into your own systems to
enrich the insights you already have
about customers and prospects

FARM/ZJOURNAL

Key Questions:

= How can | get the data | need to find and connect with producers?
= What is my current share of wallet for a given producer?

= Where are my key growth accounts?

How Farm Journal Helps:

= Farm Journal's unique data and expertise in ag audiences drives deep understanding into the
human dimensions of change to arm you with the data you need to fuel marketing impact

What You Get:

= Annual license of selected Farm Journal data that you can import into your systems of record
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Product Snapshot

Farm Journal
Producer List

Find the people showing interest in
your message, product, or solution

with a curated selection of prospects
when you need to understand and
prioritize who to target.

FARM/ZJOURNAL

BT
ASTT |

o i I

Key Question:
= Who is the best or right group to target with my message or product?
How Farm Journal Helps:

= With Farm Journal’s unique data set on millions of ag decision-makers plus advanced
data modeling, we create curated visualizations and lists of your market size and the
people you should target so that you can be precise and achieve better results

What You Get:

= Access to your geo-targeting hotspots for insights and activation for 12 months with an
additional option to license the audience.

= Standard pre-built or custom market based on Farm Journal data

= Lookalike market combining your customer data with Farm Journal’s data
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GROUP PROFILE Jﬁ@’ :F,;O_Si,,__b
Ranchers with a Written GMP — Operations

[[:‘] Top counties: ‘T% Farmer Facts:

roduct Snapsho P
el o Harris, TX Barren, KY Average age 64
K g Y ;)x". S
i 7 3 v Bexar, TX Victoria, TX Married 62%
W as /e : 7‘: 44M Tarrant, TX Collin, TX Children prasent
7 n Graene, MO Johnson, KS Average household size 31
e Acres of
; Grazing Land Brazos, TX Pulaski, KY Female head of household
Travis, TX Greene, TN Homeowners
o Gillesple, TX Cullman, AL Average years in residence 94
P r O u. C e r P r O 1 e T B
@ High concentration [ Low concentration B None
o5 Atleast 1 head of: m At least 1 head of: !ﬁ! At least 1 acre of:
=%t Sizeandscale: ———
ceel [N 100 AT 100
Average gross farm income $694k Qualify as CAFOs 7% Average Cow-Calf _ 100% Hay 32%

Median gross farm income $306k With crops 38% head of beef 651 Dairy W o% Corn

Insights into your ideal customer HU SO S S v [ s oo S
—

head of beef 100 ) _
Median livestock 101 Median crop acres 213 swine [ 5% ed Beef 29% Soybeans

or audience, their needs, behavior,
and motivations when you need to

Average grazing acres 932 Practicing min/no til 1%

understand what drives them to
change. Key Question:

= What do | need to know about my ideal group?
How Farm Journal Helps:

= Farm Journal’s unique data and expertise in ag audiences drives deep understanding into
the human dimensions of change to arm you with the data you need to maximize the
impact of your marketing strategy, content and campaigns

What You Get:

= Standard or custom producer profile with demographics, operations details, behaviors,

content interests, consumer interests, and key influences :
farmjournal.com 73
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Product Snapshot

Human Dimensions

of Change

Playbook

Get in-depth insights into the human
dimensions of change and advice on

how to go to market in the most
effective way possible when you
need a strategic, data-driven plan.

FARM/ZJOURNAL

STATE OF GRAZING MANAGMENT

Ranchers without a GMP need education and o
convincing — it must be worth it

What is the main reason you do not have a grazing management

plan (GMP)?
This group of ranchers we surveyed is unclear on
what a grazing management plan is and how it would Lot = Chb o oo benr) 34%
. . . y ion.
benefit their operation. Therefore, it makes sense
that they don't have a plan, written or unwritten. 1 Know what a GMP is, but do not believe it would 2
benefit my operation. °
They first nee.d to know what a grazing management e e T o
plan actually is, and then why it would be a good operation °
thing for their operations. I do ot have the resources available to develop
and implement a grazing management plan. (e.g., o
educational materials, templates, and/or 10%
A meaningful portion of this group appear to be CLCELD
skeptical of a plan's value. But notably, 14% are Developing a GMP takes a lot of time and effort 9%

actively trying to develop a plan, so supporting those
ranchers should be a priority. ol -

Percent of Ranchers

Data from survey, n=462

Key Question:
= What are the best ways to influence my ideal group to change or buy?
How Farm Journal Helps:

= Building on the understanding achieved with an audience profile, Farm Journal brings
expertise and insights into the ag world and human motivations to provide actionable
strategies to influence your audience’s decision journey toward conversion

What You Get:

= Comprehensive report with analysis of your group’s attitudes, beliefs, behaviors, and
motivations

= Strategic plan for what messages to use and how to activate them to connect with your
group
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Product Snapshot

Farm Journal
Content Toolkit

A strategic, data-driven toolkit that
helps you connect with ag

producers and know how to plan,
create, and activate the right
messages, for the right audiences,
at the right times, and in the right
places.

FARM/ZJOURNAL

‘t Soy Stages R5-R6 ®

2022 Date Ranges, 50% of Crop Aug 12-Sept 9

What is your audience thinking & What is your audience doing? Time to get into the harvest & Concerned with Gizeases
Empathy Map 5/ b @ g et ®
@ Think :© { Do
ee ee What will your sudence see? How does your audience feel? Say leaf yellowiny Focused
S Feel ® V] ® : )

@Corn @®Soy @Both

Key Question:
= When and how should | put my strategy into action to connect with my ideal audience?
How Farm Journal Helps:

= Farm Journal’s knowledge and expertise of ag decision-makers provides you with a detailed
toolkit to plan the timing and messaging of your content and marketing efforts to align to the
needs and interests of producers

What You Get:

= Interactive planning toolkit with a crop calendar, grower needs and interests through the crop
year, product preferences, and a 12-month topic roadmap to serve relevant content to growers
when they’re searching for it
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Example

Step-by-Step
Playbook to Engage
Dealers and Growers




Finding and connecting
with interested dealers
and growers

A successful and efficient
strategy hinges on putting
your messages in front of
people showing interest.

Anything else is a waste of
time and money.

FARM/ZJOURNAL

Uncover who is most likely to be receptive to your
sales and marketing

Target geographically to get the most bang for your
buck

A best-in-class prospect list and digital targeting
helps you focus on dealers who will best support
your goals

Provide dealers with audience profiles and training
to use them for the most effective outreach

Data-driven leads and digital targeting enable
dealers to reach the right farmers faster

Keep the process going and scale it
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Which potential
customers are
showing interest in
smart farming?

Engagement and interest in
smart farming topics can be an
intent signal to help you pinpoint
tech-curious operators -- and find
dealers in those locations best
positioned to start a sales
conversation.

farmjournal.com
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Tech Savvy Farmer

Consumer

64 years old

Owner

2,731 acres

$868,858 gross farm income

FARM/ZJOURNAL

ATTRIBUTES

Leading Edge

Price Sensitive

Online Purchasing

Regulatory Focused

Risk Profile

say they are “early adopters.”

They are more likely to be interested in new
technology than the average farmer (10%)

TOP CROPS

Smart Farmers mostly grow:

Corn Soybeans Wheat
(27%) (23%) (19%)

LIVESTOCK

Smart Farmers have at least 1 head of:

Dairy (11%)

Farm Journal

FARMING PRACTICES benchmark

No tillage

Use fungicides

Use seed treatments

Irrigate

Use biologicals

farmjournal.com 80




FARM JOURNAL CONTENT INTERESTS

BOTTOM

o, Ll Uy F AN @

7 Vegetable Regulatory Sustainability
Genetics Large Tractor Livestock

52
\'E-I

. Online Rural
i : Progressive Longhauler
Vaccine Community M%nded Purchasing Lifestyle

CHANNELS

Tech Savvy Farmer PR m m

Brands

Consumer Digital TV

Celebrity or Influencer
64 years old Peer t \ m

Owner Print Audio

2’731 acres This section shows how much Smart Audience members
$868,858 gross farm income trust media channels, compared to the benchmark

audience sourced by consumer intelligence data.
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Three Ways to
Connect with
Smart Farmers
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Optimize for mobile

Tech savvy farmers want authentic and farmer,
digital experiences — and they’re more they’re likely to say:
likely to use mobile devices.

“[Mobile internet] gives

Ensure seamless mobile brand interactions, me good ideas.”

both before and after purchase.

“[Mobile internet] keeps
me informed.”

“| often use my mobile
device to help me make
purchase decisions.”

“‘Apps have made my life
SO0 much more
convenient.”

“Checking my phone is
the first thing |

FARM/ZJOURNAL
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Step 1: Understand your ideal
customer

FARM/:2JOURNAL
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Smart Farming Database

Find clusters of dealers near your target prospects

|dentify hot spots where
operators show spiking interest
and engagement with key topics,
then reach out to dealers in
those areas.

State County Income

[ ¢amy | [can v o 2147483647
d D

Crop Filter Corn Seed Brands  Soy Seed Brands Tractor Brands

[Tolal Acres 1+ v ] INo Selection v I ‘No Selection v I 1(All) v I

Indicators Ag Involvement Early Adopter Risk Tolerance

[NoSelection  ~ | [(an) v | [can | [can *|

Licensable

FARM/ZJOURNAL
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Step 1: Understand your
ideal customer

Step 2: Identity where your
ideal customer is
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Step 1: Understand your
ideal customer

FARM/:2JOURNAL
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Find Farmer
Demand Hotspots
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ID Dealers in those
Hotspots A

. 3 Je
Painesville

Mentor & (534 ‘
{6} And

% (608) 86)

oo {322} a1 322
Clevelan” 2

‘h Olmsted : e

Parma , :
3 342 Coand

Strongsville C
L o
i 11

X
Vestlake 577, CE[\ITERRA COUNTRY STORE RAVENNA

[

VY

(82)
National'Park Warren

Niles

Cuyahoga Kent
Falls

Akron

Youngstown

(11)
N
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Enable Your Dealers for Success

Provide your dealers with

Farm Journal’s audience profile
of farmers showing interest in
your product set.

Farm Journal supports you

in training dealers how to use
these audience profiles to
accelerate sales.

TECH SAVVY FARMER

CONSUMER

64 years old

Owner

2,731 acres

$868,858 gross farm income

FARM/.2JOURNAL

ATTRIBUTES

|

Leading Edge

i

Price Sensitive

I

Online Purchasing

I

Regulatory Focused

o
Risk Profile

23%

say they are “early adopters.”

They are more likely to be interested in new
technology than the average farmer (10%)

TOP CROPS
Smart Farmers mos tly grow:
Com Soybeans Wheat
(27%) (23%) (19%)
LIVESTOCK

Smart Farmers have at least 1 head of:

Beef Dairy (11%) Pigs
(24%) (6%)

urna
FARMING PRACTICES benchmark
[ 1}

No tillage
D

Use fungicides
@

Use seed treatments

Irrigate
(D

Use biologicals

SMART FARMER | OVERVIEW @
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Step 1: Understand your
ideal customer

Step 2: Identity where your
ideal customer is

Step 3: Recruit your best dealers

Step 4: Enable your dealers for success

FARM/:2JOURNAL
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Step 1: Understand your
ideal customer

Step 2: Identity where your
ideal customer is

Step 3: Recruit your best dealers
Step 4: Enable your dealers for success

Step 5: Drive farmer demand
to your dealers

Step 6:
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Start Small, but Plan for Growth

From your original targeted list, add more geographies, dealers and farmers
for precision scaling of your sales and marketing strategy.

Step 5
Find Farmers

l; "N step6
; : Dealer Leads *‘Q ‘ | Scale




