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MoorMan’s (ADM Animal Nutrition)
▪ $Billion Company

Blue Seal Feeds, Inc (Kent Nutrition Group)
▪ 12 feed mills

▪ 10 company-owned stores

▪ 1,000 independent dealers

FEED MARKETING LLC
▪ Business Advisors to the Feed Industry

▪ 20+ Advisors on the Team

My Feed Industry Experience
Since 1973

28 Years
Sales Rep / Mktg Mgr / Acctg Mgr    
Corp Controller / Corp Cash Mgr 

Operations Mgr  / General Director

8 Years
VP-Sales / President

10 Years
Owner/Advisor



Feed Industry
Business Advisory Firm
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Business Development

• Market Research

• Strategic Planning

• Marketing / Branding

• Distribution Strategies

• Strategic Alliances

• Networking / Advocacy

Personnel Development

• Organizational Alignment

• Succession Planning

• Leadership Development

• Goals & Objectives Programs

• Talent Recruitment & Selection

• Sales, Coaching & Service Training

Financial Analysis

• Financial Review, Margin/Cost Analysis

• Performance Benchmarking & Tracking

• Business Valuations

• Raising Capital

Compliance & Operations

• Food Safety Plan Review & Compliance

• OSHA Review & Compliance

• DOT Safety, Review & Compliance

• Label Claims & AAFCO Related Guidance

• Staffing & Shift Studies

• Process Flow Analysis

• Capital Project Advice

• Operational Improvement Advice

Acquisitions & Divestitures

Sell-Side Guidance

• Value Determination

• Positioning & Marketing

• Identifying & Soliciting 
Prospective Buyers

• Negotiating a Deal

Buy-Side Guidance

• Acquisition Strategies

• Identifying & Soliciting 
Prospective Companies

• Value Determination

• Negotiating a Deal

What We Do for Our Clients



Germany

India

Spain

Netherlands

England

Mexico

Norway
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Randy Schwalke CPC
Owner, FEED MARKETING LLC
Over 40 Years of Feed Industry Experience
Strategy, Training, Operations, Finance, M & A

Rich Galutia
Owner, OSH Solutions LLC
Over 20 Years of Feed Industry Experience
FSMA, SFSF, OSHA & DOT Compliance

Our Team of Advisors

Brian Snader CPC
VP, Integrity Solutions LLC
Over 20 Years of Feed Industry Experience
Sales, Customer Service & Coaching Development

Jay Davis
Director, Repete Corporation
Nearly 30 Years of Feed Industry Experience
Feed Mill Automation

Doug Sterkel
President, Sterkel Crotty Investment Banking
Nearly 30 Years of Feed Industry Experience
Investment Banking

Rich Casler
Chairman, Feed Ingredient Trading Corp
Over 40 Years of Feed Industry Experience
Ingredient Procurement & Merchandizing
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Del Mitchell
Partner, Schmiedeskamp Robertson Neu & Mitchell LLP
Over 40 Years of Feed Industry Experience
M&A, Corporate & Commercial Law

Barry & Julie Corman
Owners, Corman Bag Company
Over 30 Years of Feed Industry Experience
Innovative Packaging Solutions

Peter Schott
Co-Founder, Genesis Feed Technologies
Over 10 Years of Feed Industry Experience
Information Technology

Bill Van Lue
Owner, Van Lue Consulting
Over 30 years of Feed Industry Experience
Operations & Supply Chain Management

Patrick Clark, PhD (K-State Univ)
CEO, C6 Advantage
Nearly 15 Years of Feed Industry Experience
Feed Manufacturing, Grain Processing, 
Regulatory  Compliance & OEM (incl 
International)

Our Team of Advisors

Bob Anderson
Founder & Principal, Sustainable Strategies LLC
Over 40 Years of Feed & Food Industry Experience
International Trade / Orgainics
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Erik Ferrell
Advisor, FEED MARKETING  LLC
Over 20 Years of Feed Industry Experience
Graphic Design Illustration

Bill Whitney
Advisor, FEED MARKETING  LLC
Over 40 Years of Feed Industry Experience
Logistics (truck & rail)

Herb Polzin
Advisor, FEED MARKETING  LLC
Over 40 Years of Feed Industry Experience
Feed Formulation & Regulatory Compliance

Al Yoder
Auditor, Validus Services
Over 40 Years of Feed Industry Experience
FSMA/SFSF, Operations & Capital Project Mgmt

Our Team of Advisors

Mike Driver
Advisor, FEED MARKETING LLC
Over 30 Years of Feed Industry Experience
FSMA/SFSF, Operations & Capital Project Mgmt

Terry Glenister
Principal, AGRI - Associates
Nearly 20 Years of Feed Industry Experience
Professional Search & Placement
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Meegan VanCamp
Advisor, FEED MARKETING  LLC
Over 40 Years of Life Experience☺
Event Planning & Admin Support

Our Team of Advisors
Chuck Huckins
Over 20 Years of Experience
Web Design and FileMaker Databases 
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Watch for Our Monthly Articles in Feedstuffs
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Our Team’s Industry Affiliations/Events
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FEED MARKETING Webinar Series

Interactive Webinars on 
Timely Topics

of Interest to Our Clients



9th Annual FEED MARKETING Workshop
February 18 - 20, 2019

Ocean Reef Club
Key Largo, FL



• Everything rises and falls on leadership
✓The vision we cast
✓The wisdom we impart
✓The decisions we make
✓The examples we set
✓The leaders we choose
✓The people we hire
✓The people we fire

• Your company’s prosperity is on you.

• And every member of your Leadership Team should be expected to 
understand the same about their roles.

14

Leadership’s Role



Leadership is. . .

Nothing More & Nothing Less

Leadership effectiveness is determined by. . .

15

But It’s Pretty Simple. . .
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Back in the Day. . .
• Made every decision

• Knew every detail

• Knew every customer

• Replaced unhappy employees. . .not a problem

• And the workforce was made up of Baby Boomers & older
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These Days. . .
• Business has grown and become more complex.

• The industry is consolidating. . .fewer/bigger customers and 
bigger/tougher competitors.

• The pace of business and change is getting harder to keep up with.

• And good people who are willing to work are hard to find/keep.

• Technology is accelerating and playing a more important role.

• The millennial workforce has different expectations of the job.



5 Levels of Leadership (Dr John Maxwell)

The higher the level, 
the greater degree of 

influence and following 



5 Levels of Leadership (Dr John Maxwell)
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5 Levels of Leadership (Dr John Maxwell)

Not sustainable

Sustainable

Sustainable
Goal

Not sustainable

Your boss

You

You

You

Your 
people

Build relationships

Manage well & get results

Coach to grow people
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3 Dimensions of an Effective Leader

Good

Coach

Level 4

Good

Guy

Level 2

Good

Manager

Level 3



5 Levels of Leadership (Dr John Maxwell)

Not sustainable

Sustainable

Sustainable
Goal

Not sustainable

Your boss

Your 
people

Good

Guy

Good

Manager

Good

Coach



1. Understand that people are 
different and that coaching 
them effectively means that 
you have to adapt in order to 
connect. 

26

3 Keys To Being a Good Coach. . .

Recognition

Security

Results
People

Process



• Understanding that people are 
different and that coaching them 
effectively means that you have 
to adapt in order to connect. 

2. Employing a proven/structured 
coaching model.
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3 Keys To Being a Good Coach. . .



• Understand that people are 
different and that coaching them 
effectively means that you have 
to adapt in order to connect. 

• Employ a proven/structured 
coaching model.

3. Believing in people and their 
ability to stretch/grow.
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3 Keys To Being a Good Coach. . .



• Know and understand your style

• Identify & understand the other person’s style

• Adapt to their style

29

Adapting to Behavior Styles

“Treat others like they want to be treated”.

“Do unto others as you would have them do unto you”.
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Doer – (Recognition/Results)

What Do They Do Best?
• Take charge, competitive, get things done 

• Decisive risk takers

• Fearless – no obstacle is too big to overcome

• ENSURING bottom-line results

What’s Hard for Them?
• Repetitiveness – doing the same tasks over & over 

• Being diplomatic – can come on strong in conversations

• Lots of rules and regulations 

• Opening up – not shy, but private about personal matters
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Talker – (Recognition/People-Process)

What Do They Do Best?
• Inspire others to take action 
• Think fast on their feet – optimistic, intuitive, 

creative 
• Full of ideas but can be impulsive in trying them
• PROMOTING ideas, opportunities or people

What’s Hard for Them?
• Restrictions or routines 
• Formal reports or keeping detailed records 
• Routine – easily bored
• Re-doing anything once it has already been done
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Supporter – (Security/People-Process)

What Do They Do Best?
• Bring harmony to group situations

• Friendly & sensitive – great listener 

• Build networks of friends to help do work

• COORDINATING and COOPERATING with others

What’s Hard for Them?
• Competition 

• Working with dictatorial or unfriendly people

• Slow making big decisions – dislike change 

• Voicing contrary opinions
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Controller – (Security/Results)

What Do They Do Best?
• Highly organized; they even plan spontaneity
• Plan thoroughly before deciding to act
• Quick to think but slow to speak
• PLANNING to meet specified expectations

What’s Hard for Them?
• Working with unpredictable  people or in disorganized 

environments
• Being outgoing/open – closed about personal matters
• Working with others or in groups – prefer to work alone 
• Incomplete/unclear directions
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A Recent Integrity Coaching Class
Sales Mgr

Owner

GM

Sales Mgr

Ops Mgr

CFO

Prod Super

Controller

Live Prod
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Complimentary BSA

randy@feedmarketing.net

(603) 247-1055

mailto:randy@feedmarketing.net
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1. Understanding that people are different and that 
coaching them effectively means that you have to 
adapt in order to connect. 

2. Employing a proven/structured coaching model.

3. Believing in people and their ability to stretch/grow.

37

3 Keys To Being a Good Coach. . .
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Congruence



The Law of Limited Performance

▪ People soon discover the level of 
performance their managers will settle 
for, then gravitate to that level. 

▪ Managers then assume that’s all those 
people are capable of achieving; they 
accept it as fact and stop challenging 
them to get better. 

▪ Both reinforce what the other believes.



Three Dimensions. . . Intellectual
I

THINK

Emotional

Creative/
Unconscious

I
FEEL

I
AM



How We Form Beliefs
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How We Form Beliefs

Actions

Feelings

Behaviors

Abilities



How We Form Beliefs

Performance 
tends to be consistent with the 

level of our inner beliefs.

Actions

Feelings

Behaviors

Abilities



Coaching to Expand Beliefs

▪ Coaching is helping people expand their inner 
belief boundaries.

▪ By challenging them incrementally.

▪ It isn’t done intellectually.

▪ It’s an experiential growth process – taking time, 
practice, reinforcement and repetition.

▪ Thus “Breaking the Law of Limited Performance”.

Actions

Feelings

Behaviors

Abilities
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Integrity Coaching Process



Prepare Follow Up

The Coaching Process

Ask

▪ Ask questions to understand 

personal and professional goals.

▪ Gain insight into emotions as well 

as facts.

▪ Understand their full perspective 

before sharing your own.



Prepare Follow Up

The Coaching Process

Listen

▪ Listen without distractions to 

words, tone of voice, and body 

language.

▪ Guide them toward discovering 

their own answers.

▪ Believe their answers can be 

discovered within them.



Prepare Follow Up

The Coaching Process

Coach

▪ Have them discover constraints 

and gain agreement.

▪ Suggest one action to remove a 

constraint or reach a goal.

▪ Keep the responsibility on their 

shoulders, not yours.



Prepare Follow Up

The Coaching Process

Praise

▪ Personalize praise for specific 

skills, attitudes and abilities.

▪ Sincerely communicate your 

belief in their ability.

▪ Express potential you see in them 

that they don’t see in themselves.



Prepare Follow Up

The Coaching Process

Challenge

▪ Gain commitment to specific 

goals, results and time frames.

▪ Explain that you’ll follow up 

and hold them accountable.

▪ Reinforce their importance to 

your organization.
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Effective Leaders. . .

▪ Challenge people to see 
greater possibilities

▪ Hold people accountable

▪ Understand the importance 
of challenging their own 
beliefs



➢The benefits of coaching 
sales people is pretty 
obvious.

➢The benefits of coaching 
thru ought the organization 
is equally as important.

54

Coaching Beyond Sales



Service-Profit Chain. . .
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Harvard Business Review

Everyone in the company touches customers either directly or indirectly, by 
how they meet the needs of and create value for their co-workers.

Every member of the team is a critical link in the chain

Every employee, those who touch customers directly and those who touch 
them indirectly, all share the same purpose. . .



1. Get & keep customers
(striving for customer loyalty)

2. Creating a meaningful work environment                        
(where people love their jobs)

3. While enjoying growth & prosperity                                                    
(to sustain & prosper)
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Coach to Insure Everyone’s Purpose is to. . .
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Service – Profit Chain
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Service – Profit Chain
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Service – Profit Chain



Every member of the team is a critical link in the chain

The goal is to create an environment where everyone understands. . .
• Customer Loyalty is King

• Everyone’s responsibility is to create value for both customers & co-workers

60

Service – Profit Chain
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Easier Said Than Done☺
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• How do we know how people want to be treated?

• How do we create value for people unless we know what 
they value?

Answers. . .

1. Understand your Behavior Style

2. Identify the Behavior Style of Others

3. Adapt to the Other Person’s Style

63

Back to the Big Questions. . .
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With the Service – Profit Chain in Mind
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Plus. . .
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One
Final



Product/Service
• What we’re paid to do
• Doing your job
• The value you create

Relationship
• The friendships you build
• Your genuine interest and concern
• The value you create above & beyond your product/service

67

Coaching to Understand
Customer Value Segmentation



68

Customer Value Segmentation
HIGH

LOW HIGH
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Product/Service
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Product/Service
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P
la

ti
n

u
m

 R
u

le

Product & Service Excellence



• Leadership is Influence, nothing more & nothing less.

• Leadership effectiveness is determined by Why people follow.

• Effective leadership is where Good. . Guy/Manager/Coach converge.

• Coach according to the Integrity Coaching model.

• Consider Behavior Styles & coach with the Platinum rule in mind.

• Coach the entire Service-Profit Chain; not just sales.

• Coach to break the Law of Limited Performance.

• Move to the Northeast in Customer Value Segmentation. 69

Take Home Message
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