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Dear Marketing Club Leader:

Congratulations on accepting the challenge of participating in a commodity marketing
club!

Whether part of a club for a number of years or just organizing one in your area, you
represent a dedication to improving your knowledge of commodity markets and, in turn,
improving the profit potential of your farming operation.

Organizing and maintaining a marketing club takes commitment from its leaders and
members. The Montana Grain Growers Association, through its Montana

MarketManagerm program, is committed to helping you and your club be successful.

This club leader resource notebook and the accompanying club leader training represents
only the first step of MGGA support. In the future we will be developing lesson plans,
providing speaker contacts, holding workshops, and creating networking opportunities

for marketing clubs around the state. Look for updates ivithrgana Grain News

newsletter and on the MarketManager websitevw.montanamarketmanager.org

Before you open the notebook to get started, we would like to know a little about your
club. Please take a few minutes to fill out the club information sheet on behind this letter.
You will be the first to know about upcoming activities and we will post some basic
information about your club on our website.

Good luck, have fun learning and let us know how we can help!

Richard Owen
MGGA Vice President of Program Development

P.S. - Special thanks to Brian Dennis, a graduate student in Agricultural Education at
Montana State University, for his assistance in compiling this resource notebook.
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Marketing Club Information*

CLUB NAME/LOCATION:

MAIN CONTACT (LEADER) NAME:

ADDRESS:

PHONE:

E-MAIL:

WEBSITE:

SECRETARY AND/OR TREASURER:

ADDRESS:

PHONE: E-MAIL:

OTHER CONTACTS:

HOW OFTEN/WHEN DOES YOUR CLUB MEET?

NUMBER OF MEMBERS?

DO YOU WELCOME GUESTS? ACCEPTING NEW MEMBERS?
DO YOU TRADE AS A CLUB?

IN BRIEF, HOW WOULD YOU LIKE YOUR CLUB DESCRIBED ON THE WEB SITE?

SUGGESTIONS FOR HOW THE MONTANA MARKETMANAGER PROGRAM CAN
HELP YOUR CLUB?

Please return form to: Richard Owen, MGGA, P.O. Box 1165, Great Falls, MT 59403
Phone 406-761-4596 Fax: 406-761-4606 E-mail: towen@mgga.org

* We are collecting this information to keep you informed of upcoming MarketMamggegrams and
material. We also plan to include this information on the MarketMaftagetbsite and in the marketing
club leader resource notebook. Only contact phone number and e-mail will be listed — no home addresses.



f H Mol
zg?f/frkﬂﬂf!mmﬂfﬁ

Montana MarketManager«
Marketing Club Leader Resource Notebook

The purpose of this notebook is to provide information that can be used to
facilitate the development of marketing clubs across Montana. The Montana Grain
Growers Association realizes that each marketing club will be different and the
information that is contained in this notebook is only suggestions. We recommend that
each club adapt the information to suit their particular situation.

Table of Contents

Marketing Clubs: Key to Learning:
e Reason for a marketing club
e Starting a marketing club
e Key factors to a successful marketing club

Marketing Club Information Survey
¢ Determine what the club members are interested in or want to learn about

New Member Pretest

e Determine member’s level of knowledge of commodity market functions and
the tools associated with price risk management

e Pretest Evaluation

Sample News Release

e Example news release that may be used to announce a meeting to introduce
the marketing club concept to potential members

Sample By-laws
e Sample Marketing Club By-laws used by a club that does not necessarily
wish to trade on the commodities market

e Sample Trading By-laws used by a club that wishes to trade on the
commodities market

Establishing a Trading Account

e Regulations for establishing a club trading account with the Chicago Board of
Trade

e Example letter requesting exemption for registration as a Marketing Pool




Club Resource Information

Montana Grain Growers Association Personnel

MSU Cooperative Extension Service Office Directory
Current Marketing Clubs

Web-sites

The authors would like to thank the Montana MarketManager Advisory Committee for
their guidance and support:

Dr. Henry Bahn, USDA

Mr. Jerry Dailey, Farm Credit Services

Mr. Locky Edwards, Producer

Mr. Vince Goecke, Columbia Grain

Mr. Bill Jimmerson, Conrad High School

Mr. Fran Malecha, General Mills

Mr. Chuck Merja, Producer

Ms. Kim Obbink, Montana State University

Mr. Darin Oelkers, UAP/Peavey

Mr. Dave Phillips, Fergus County Extension

Ms. Lola Raska, Producer

Mr. Leonard Schock, Producer, MT Wheat & Barley Committee

Portions of this manual were adapted from information published by the Kansas
Cooperative Extension Service and the Chicago Board of Trade. Other information was
adapted from the Marketing Club Cookbook that was developed by the Texas
Agricultural Extension Service with support from the Texas Legislature’s Risk
Management Initiative, Texas Wheat Producer’ Board, Texas Corn Producer’s Board and
the Texas Farm Bureau.
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Marketing Clubs: Key to Learning
Brian Dennis & Richard Owen

To provide Montana Grain Producers with the tools and information necessary
to develop and implement marketing plans that will maximize profits from
wheat and barley markets.

-Montana Grain Growers Association

Why a Marketing Club?

As profit margins continue to decrease, producers need to find a way to help
stabilize their income. The Montana Grain Growers Association feels that the best way to
help the producers better manage their price risk is to provide them with educational
information that will enhance their use of marketing and price risk management tools to
increase their profit margin. Historically, producers have been very hesitant to use the
available marketing tools as part of their operation. Two possible reasons for their
reluctance may be a lack of understanding of the concepts involved with these tools, and
the risk involved with learning to use them.

Marketing clubs provide a good answer to both situations. A study completed by
the Indiana Department of Education concluded that individuals learn and retain “10
percent of what they hear, 20 percent of what they see, 40 percent of what they discuss,
and 80 percent of what they directly experience.” Producers who participate in marketing
clubs are directly involved in both teaching and learning about marketing and price risk
management tools and concepts. Involvement in a marketing club will allow producers
to retain a larger portion of the concepts presented to them.

As producers begin to understand the concepts associated with using various
marketing tools such as; forward contracting, hedge-to-arrive contracts and futures and
options, they still have to put their training to work in the commodities market. Trading
as a marketing club allows producers to become involved in the market at a fraction of
the cost. Actual trading is important for truly understanding how the market operates and
its associated risks. Once the club has begun trading, members will have the opportunity
to discuss what is going on with the market in a context that actually affects them, which
is the best learning tool.

" Graduate Teaching Assistant in Agricultural Education, Montana State University; Vice President of
Program Development, Montana Grain Growers Association



What is a Marketing Club

Marketing clubs provide a unique educational experience for Montana producers.
Producers learn about various marketing and price risk management techniques and have
an opportunity to practice what the members learn in a limited risk environment.

Typically, a group of 10 — 20 producers, with the assistance of a facilitator, comprise the
membership of a marketing club. Marketing clubs may remain active as long as sufficient
interest exists among its members to continue educational programs.

Three Types of Marketing Clubs

Market Information Clubs are informally structured with members meeting
periodically to review commodity market issues such as:

Understanding how the marketplace operates;

Current commaodity prices;

Recent crop reports and their impact on the market;
Foreign trade situations and their impact on the market;
Current market trends; or

Marketing options available to members.

Market Information Clubs may not necessarily elect officers or have an official
set of bylaws. They do not utilize market simulation tools or pool money to trade
commodities for educational purposes. These clubs may sponsor marketing or price risk
management seminars for club members or the community.

Market Simulation Clubs have a more formal structure and additional member
responsibilities. They may elect officers or adopt a specific set of bylaws that could
govern the use of a small expense account. Members meet regularly to simulate the use
of marketing tools that could include:

Forward contracting;
Hedge to arrive contracts;
Cash trading;

Basis contracts;

Hedging with futures; or
Hedging with options.

The members discuss the results of their simulations and how they can apply what
they have learned to their own operations. Howewemoney is exchangeth a
market simulation club for the purpose of trading. Market Simulation Clubs have an
educational program to help them better understand each marketing tool. They may also
sponsor marketing or price risk management seminars for club members or the
community. A sample set of bylaws that can be used for a Market Simulation Club can
be found in this notebook or on the Montana MarketManager Web-site.



Market Trading & Analysis Clubs ™ are legal organizations that have a specific
set of by-laws and operating procedures that address club trading. The bylaws allow the
club to comply with the rules set forth by the Commodity Futures Trading Commission.
They also have officers who are elected by the members on a regular basis. Club
members pool their money in order to use the various marketing tools available. The
money that members pool should be viewed as tuition for having the opportunity to learn
how to use these tools in a limited risk environment. The marketing tools that are used
might include:

Forward contracting;
Hedge to arrive contracts;
Basis contracts;

Hedging with futures; or
Hedging with options.

In addition to trading commodities, Market Trading & Analysis Clubs may have a
more rigorous educational program covering more topics in greater detail. The money
that the members pool is viewed as tuition for learning how to effectively use various
marketing tools. A Market Trading & Analysis club may also sponsor seminars for
members or the community. A sample set of bylaws and information concerning the
rules that govern trading as a marketing club on the Chicago Board of Trade can be found
in this notebook or on the Montana MarketManager Web-site.

What Makes a Successful Marketing Club?

There are several key factors that go into a successful marketing club:

1) Producers who have a desire to learn about crop marketing and price
risk management;

2) A facilitator with the ability to effectively communicate their
experience and skills to club members; and

3) A leader who is both willing and capable of giving their time to help
other members learn about the available marketing and price risk
management tools.

4) Access to current and pertinent information

A good leader has the greatest impact on the success of a marketing club

Leader

A marketing club leader should be a producer with good leadership skills and at
least a basic understanding of price risk management tools that will be discussed in the
club meetings. It may be necessary for a club member who is not a producer to be the
club leader; however, a producer who is facing the same decisions as the other members
makes the most effective leaders. The leader keeps the educational process moving and
encourages members to take an active part in the meetings.

*Market Trading & Analysis Club by-laws state the process for which trades are implemented, the by-laws
also define accountability of the club and its members



Anyone considering organizing a club should seek a willing and capable leader
before making any other preparations. A marketing club should not expect more than
one year of service from a leader.

Facilitator

Examples of someone who might make an effective facilitator for the group
would be the county Extension agent, a banker, elevator manager, agricultural education
teacher or even a commodity broker. A facilitator should be responsible for items like:

Maintaining the mailing lists;

Arranging a meeting plance and mailing out meeting reminders;
Securing &TN or other information resources for the meeting room;
Locating nearby internet access;

Securing equipment such as a speaker phone, projector, and VCR; and

Arranging for refreshments.

The facilitator’s job is to provide the setting for an outstanding meeting, but not to
run the meeting.



Starting a Marketing Club

There are two ways to determine if producers are interested in starting a
marketing club. One way to determine if there is interest in starting a marketing club is
by having several producers approach a local leader such as the county agent, local
banker or the elevator manager to act as a facilitator for a new marketing club. Another
method for starting a marketing club is to hold an informational meeting to introduce the
concept of a marketing club to producers. Producers may also contact the Montana Grain
Growers Association for help in organizing a club in their area.

Interested Group of Producers

A group of local producers may approach the MGGA, county agent, local banker,
elevator manager or other community leader wanting to know more about the marketing
club concept. With guidance from a facilitator, the group of interested producers (2 or
more) can start their own marketing club. They may choose to advertise the formation of
their new group to get more members or they can keep the group small.

Informational Meeting

Having a public meeting to introduce the idea of a marketing club to producers is
another way to determine the level of interest for starting a marketing club. The
informational meeting should be widely publicized and provide a brief description of the
purpose of a marketing club. A sample news release to announce the meeting is included
in this notebook or can be found on the Montana MarketManager Web-site.

The primary objectives of the first meeting should be:

1) To determine if adequate interest exists to sustain a marketing club;

2) To obtain addresses and phone numbers from interested producers;

3) To determine the level of each participant’s general marketing
knowledge;

4) To gather ideas on a meeting place and time; and

5) To determine interest level for: dues, whether the club should trade,
what tools or concepts the members desire to learn more about.

6) To determine interest level as per dues, trading and legal partnership

A survey might be a good way to gather information from producers concerning
such topics as when they would like to meet and their knowledge of marketing and price
risk management concepts and tools. A sample survey can be found in this notebook or
on the Montana MarketManager Web-site. A facilitator normally conducts the club’s
initial meeting unless a club leader has volunteered.



Local Advisory Committee

Prior to the club’s organizational meeting, the facilitator should identify
approximately three producers who would be willing to act as an advisory committee for
the new marketing club. The advisory committee will assist the facilitator in developing
a set of goals and objectives for the new club and its educational activities. The group
may also provide feedback to the facilitator on how well the educational material is
meeting the expectations and needs of the club members.

Organizational Meeting

The organizational meeting may be the most important step in the life of the
marketing club, and should be carefully planned by the club leader or facilitator. One of
the first orders of business should be selecting officers for the new club; i.e., chairman,
secretary, and treasurer. By-laws and other legal arrangements may not be necessary
until the members decide which type of club to start or whether or not they want to trade.

Items that should be discussed at the organizational meeting include:
1) Selection of officers (temporary officers may be elected until the
club’s by-laws have been approved);
2) Name of the club;
3) Club goals;
4) Possible educational topics and speakers;
5) Location, time and length of meetings;
6) Topic for the next meeting;
7) Commodity subcommittees;
8) Access to market information and the internet;
9) Legal responsibilities; partnership or paper trade
10)Associated costs; and
11)Access to a phone line and speakerphone.

Typical Meeting

Each new marketing club should establish an agenda or format that allows them
to cover the necessary material at each meeting in both an efficient and comfortable
manner. Club meetings should be kept as short as possible with new business being
covered promptly.

Sample agenda items may include:

1) Informal time to visit (distribute handouts, share newsletters, get
current market information);

2) Educational program (15-20 minutes);

3) Report on current market situation by commodity subcommittees;

4) Discussion of what members are hearing from their brokers;

5) Discussion of the club’s current market position;

6) Discussion of possible changes needed in the club’s marketing plan;
and

7) Selection of the topic for the next meeting;



The leader and the facilitator should handle any routine details that arise between
meetings. If the group decides to pool their money and trade as a group, the use of those
funds should be carefully monitored and documented by the secretary. Club trading
decisions need to comply with club by-laws.



Key Factors to a Successful Marketing Club

The following are some factors that successful marketing clubs have in common.

1)

Commitment to success

e Members have a common goal
e Define member expectations

e Setlong term goals

2) A good leader

¢ Helps to stimulate discussion, not control it

¢ Involves as many members as possible in the discussions

e Assigns members to commodity sub-committees and has them report on
their area of responsibility

e Keeps the meeting on schedule by utilizing proper parliamentary
procedure

3) A good facilitator

4)

5)

6)

e Handles routine details to free up the leader to concentrate on the meeting
e Provides guidance to the club if needed

Developing clear and concise by-laws
e Helps to eliminate conflicts and confusion

¢ Provides members with an understanding of how the group will function,
allowing members to feel more comfortable with their risk exposure

Group trading in a controlled and applicable manner

e Trade commodities that relate to the crops the group produces

Ensure that the group is in favor of all trading decisions

Use a variety of marketing tools that could benefit club members
Trade “mini” contracts if available, reduced cost and risk

Trade options in order to limit the group’s potential loss to the premium
paid.

e Appoint a subcommittee to watch contracts between meetings

Reliable and conscientious treasurer

e Should possess basic knowledge of commodity trading and bookkeeping
skills

e Should have time to attend most if not all club meetings

7) A quality educational program

e Utilize the proper person to deliver the given topic
e Topics should be of educational value to the members
e Utilize outside speakers with a speakerphone or in person



8) Regular meetings
e Each meeting should be at the same time
e Set a standard agenda and meeting length
e Try to find a private meeting place to reduce distractions during the
meeting

9) Group flexibility

If the group wishes to speculate, let them

Keep the sessions as informal and without rigid structure as possible
Other topics are allowed

Have fun

What Doesn’t Work

According to states that have organized a marketing club program before, the
following are a few things that should be avoided.

1) Poor leadership
e Leader does not get members involved in the meeting
e A facilitator acting as the leader, it is a producer organization and a
producer should be the leader.

2) Initially being too aggressive in the club’s trading activities
e You need to crawl before you walk and run.
e Asking producers for money to cover a margin call will damage the
member’s trust in the club.
e Consider dues or other cash inputs as "tuition”

3) Attempting to keep a club going when it is no longer useful

e When the club has served its purpose and the members have gotten all
they can out of it, then it is time to disband.

4) Poor meeting format
e Meetings get too long
e Meetings that do not have planned activities
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Marketing Club Information Survey

Please complete this survey to help organize a marketing club that would provide the
maximum benefit to the most participants.

County

Name

Address

Town

State Zip Code

Telephone Number Fax Number

Email Address

1. How often would you like for the marketing club to meet?

Once aweek  Everytwoweeks  Once a month __ Other

2. Please place a check by the time and day of the week that you feel would best fit
your schedule.

a. Meeting Time b. Day of the Week
__7:00__am.__ p.m. ___Monday
730 _am.___ p.m. ___Tuesday
__800__am.__ p.m. ___Wednesday
__830_am.__ p.m. ___ Thursday

___Friday

3. Have you ever traded any type of futures?

Yes No

Have you ever traded any options on futures?

Yes No

* To help us develop future educational components of the Montana MarketManager program, we would ask that
club leaders provide MGGA with a copy of this completed survey. The information will be compiled in aggrevate and
no names or individual answers will be released.



. Have you ever forward-priced any of your production?

Yes No

Please explain how:

. On a scale of one to five, with five being the highest level of comprehension,
please rate your understanding of each of the following topics:

Basis

Hedging with Futures
Forward Contracts
Minimum Price Contracts
Crop Insurance

Hedging with Options
Basis Contracts

Hedge to Arrive Contracts

. Please check any of the following topics you would like to cover in the club:

Basis Hedging with Futures
Forward Contracts Minimum Price Contracts
Budgeting, Break-even prices Crop Insurance
Hedging on Options Basis Contracts

Hedge to Arrive Contracts Other:

. Do you have access to the World Wide Web?

Yes_  No__

. Would you be interested in helping to start a marketing club?
Yes No__

. Would you be interested in being a club leader?

Yes_  No__
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Marketing Club Pretest

The following questions are designed to evaluate your general knowledge about
futures and options. Choose the best answer for each question.

1. What is the purpose of price risk management?
a. to ensure that producers always sell at a peak price in the market
b. to better manage your income
C. ameans to guarantee that no losses can occur
d. to ensure that market prices of agricultural commodities don’t fluctuate

2. Futures prices on the Chicago Board of Trade are determined by
a. brokers
b. open outcry of bids and offers
c. officers of the exchange
d. written and sealed bids
e. bothaandc

3. What is the importance of price forecasting to a producer?

helps the producer determine which marketing options might be effective
gives the producer an idea of the type and quantity of a crop to produce
provides information on what the local elevator’'s cash price will be

both a and c

all of the above

PO T®

4. The USDA expects the hard red winter wheat crop yield to be above average;
however, demand for hard red winter wheat is expected to be weak. How would
you expect the market to react?

the futures price will increase

the futures price will drop

the local cash price will increase

the local cash price will drop

both a and c

both b and d

~Pooow



5. The USDA expects the spring wheat crop yield to be average; however, Japan
has committed to buying one third more grain this year than last. How would
you expect the market to react?

the futures price will increase

the futures price will drop

the local cash price will increase

the local cash price will drop

both a and c

both b and d

~Poo oW

6. What does “basis” mean in the commodity market?
a. The base price received by a producer for their crop
b. the transportation cost from the farm to the local elevator
c. difference in price at a local market and a futures exchange
d. the difference in transportation cost from Portland to Japan and the Gulf Port
to Japan

7. A producer would enter a forward basis contract if
a. he/she expects the market price to increase before harvest
b. he/she expects the market price to decrease before harvest
c. hel/she expects the basis to increase at harvest time
d. he/she expects the basis to decrease at harvest time

8. A producer has the opportunity to sign a forward price contract in May while
prices are relatively high for spring wheat. What would cause the producer to
sign a forward contract for all or part of his/her crop with delivery due in
September?
a. the USDA anticipates lower wheat yields this year
b. the producer anticipates harvest time prices to be lower than those currently
offered
c. the producer anticipates harvest time prices to be higher than those currently
offered
d. bothaandc

9. Producers who use minimum price contracts are
a. subject to a futures price decrease
b. able to take advantage of a cash price increase
c. protected from a cash price decrease
d. bothaandc
e. bothbandc

10.When producers use a hedge-to-arrive contract they
a. lock in a futures price with the elevator
b. lock in a basis
c. must deliver a specified amount of grain during a given time period
d. bothaandc
e. all of the above



11.In April, while prices are strong, a producer is trying to determine marketing
alternatives for his/her wheat crop that will be harvested in August. Historically
prices decrease between April and August. A producer might use which
marketing alternatives to protect against the expected price decrease?
a. forward contract
b. a hedge-to-arrive contract
c. sell a futures contract
d. buy a put option
e. a,bandc
f. all of the above

12.What does a producer who takes a “short position” in the futures market
expect?
a. the futures price to increase
b. the futures price to decrease
c. commodity production to decrease
d. interest rates on borrowed funds to increase

13.What is the benefit of a futures option contract?
a. it guarantees the local cash price
b. it gives a producer the right to execute a futures contract if profitable
c. bothaandb
d. none of the above

14.What does a producer who buys a call option expect?
the futures price to increase

the futures price to decrease

commodity production to increase

commission costs to decrease

coop

15. The local cash price and the futures price
generally move in the opposite direction
generally move in the same direction
are not related to each other

are regulated by the exchange

apop



Pretest Evaluation

The purpose of the Marketing Club Pretest is to provide the club leader or facilitator with
the ability to assess an individual’ s knowledge of concepts associated with the use of commodity
marketing tools to manage price risk. Evaluation of the member’s knowledge of these concepts
and tools will assist the leader or facilitator in designing the club’s educational program to better
meet the needs of its members.

The answers to the Pretest are as follows:

1)
2)
3)
4)
5)
6)

Qom0 TUT

Basic Knowledge

Members who get 6 out of 7 correct answers on questions, 1, 2, 3, 4, 5, 6, and 15, have
adequate knowledge of the basic concepts and principles of how the commodity markets operate.
A group that does well on these questions may want to put more focus on the marketing tools
used in price risk management.

I nter mediate Knowledge

Members who get 7 out of 8 correct answers on questions; 7, 8, 9, 10, 11, 12, 13, and 14,
have some basic knowledge about the marketing tools used in price risk management. A group
that performs well on these questions may wish to put the various tools to work in areal world
situation for educational purposes.

Individual results to this pretest may vary. To help the club develop an effective
educational program, the facilitator or leader might want to determine which questions on the
pretest were most often missed. The concepts involved with the most frequently missed
guestions may be a good place to start the club’s educationa program.
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Example News Release

PRODUCERS TO DISCUSS FORMING MARKETING CLUB

(Your Town)—A meeting to discuss the formation of a marketing club to assist area
producers in sharpening their marketing skills will be held (day, month and date) in
(town), said (Your Name), (Your Title)The meeting will begin at (timé) (name of
building and street address).

Anyone interested in participating in this new marketing club should contact (Your
Name) at (telephone number)

The passage of the 1996 Farm Bill ushered in a new era for producers. It set the stage for
a new environment of economic decision-making by the producer. Montana producers,
who have always been faced with the complex challenges of producing, are now being
confronted with the greater challenges of marketing and price risk management. Richard
Owen, Vice President of Program Development for the Montana Grain Growers
Association said, “a producer who is going to survive in this new economic environment
must have superior marketing and price risk management skills.”

Improving marketing and price risk management skills of the Montana producer is a high
priority for the Montana Grain Growers Association, requiring intensive educational
programming. The formation of marketing clubs is one way to do that. According to
Owen, “it is the goal of the Montana Grain Growers Association to provide producers
with the education and tools needed for them to consistently sell their crops in the upper
half of the market.”

Marketing clubs are usually made up of 10 to 20 producers who meet once or twice a
month with the goal of increasing their knowledge of marketing and price risk
management concepts. The members learn from each other’s experience and the various
educational programs. The members will monitor the markets and learn to evaluate
various alternatives at any point in time. The meetings will include outside speakers,
regular interaction among the members and possibly some group trading of options.

The meeting on (date) in (towig)to determine if there is adequate interest to start a club
in this area. There will be a discussion of what the marketing club will do and any
individuals interested will be invited to a later organizational meeting. There will be a
discussion of what topics should be covered by the club’s educational program.

Anyone interested in learning more about how to deal with the risks of marketing
agricultural products is welcome to attend this meeting. Additional information may be
obtained by contacting (Local Contact Person) or Richard Owen at the Montana Grain
Growers Association at 406-761-4596.
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Sample Marketing Information Club By-laws

The following is a sample set of by-laws that a market information club or a paper-
trading club might use. However, we recommend that each club adopt a set of by-laws
that are specifically designed to the club’s situation. It is also recommended that the club
have their by-laws reviewed by an attorney in order to protect the club and its members
from liability concerns.

Purpose

The (Club Name) is a voluntary organization which provides an opportunity to participate
in group educational activities for the purpose of gaining a better understanding of
alternative marketing tools — particularly futures & options.

Membership

An individual interested in the marketing of agricultural commodities can be a member of
(Club Name). Membership is divided into two groups: Voting and Non-voting. A voting
member is any individual who invests the required initial fee and maintains his
investment at the level of the other voting members. If a family pays one fee they receive
only one vote. Failure to meet member’s financial obligations will result in forfeiture of
voting rights.

New voting members can join at the beginning of the calendar year. The current voting
members must approve any new voting members_by a (majority, 2/3, or unanimous) vote.
New members will be required to pay the same dues as a current member.

Officers

Officers will consist of a chairman, secretary, and treasurer. The chairman will conduct
the meeting and work with the facilitator to plan meetings and send out reminders of
meetings. The secretary will keep minutes for the meetings and maintain a list of voting
and non-voting members. The treasurer will be responsible for maintaining the financial
records of the club. The treasurer is also designated to set up accounts in the club’s
name.

Duration of Club

The (Club Name) shall be review it’s situation at the end of each calendar year. The
membership will determine if there is sufficient interest to continue the club into the next
year



Initial Fee

An initial fee of (Dollar Amount) will be required from each member desiring voting
privileges. This fee will be payable no later than (Date).

Club Accounts

The Treasurer will open a checking account in the name of the club. All checks should
be made out to (Club Name). The checking account will require the signature of the
Treasurer and (another officer).

Decisions

All decisions made by (Club Name) must pass by a majority vote of the voting members
present at a meeting.

Disbanding the Club

A (majority, 2/3 or unanimous) vote will be required to disband (Club Nawe)
(majority, 2/3 or unanimous) vote will be required to determine how to disperse funds or
property that the club might possess.
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Sample Trading By-laws

The following is a sample set of by-laws that a marketing education club might
adopt. However, the Montana Grain Growers Association recommends that each club
adopt a set of by-laws that are specifically designed to the club’s situation. It is also
recommended that the club have their by-laws reviewed by an attorney to protect the club
and its members from liability concerns.

Purpose

The (Club Name) is being established to provide members with a low-cost opportunity to
participate in the educational benefits of owning commodity futures and options
contracts, and observing their premium value change as the market moves. The
organization also allows its members to be involved in the mechanics of buying and
selling.

Membership

An initial fee of (Dollar Amount) (No more than $300 according to Commaodity Futures
Trading Commission requirements) will be required from each member desiring voting
privileges. This fee will be payable no later than (Date). The collection of additional

fees or deposits during the year will be done only after a (majority, 2/3 or unanimous)
vote by voting members present at an announced meeting with at least 50% of the voting
members present. New voting members can join only at the beginning of the calendar
year. The current-voting members must approve any new voting members by a
(majority, 2/3 or unanimous) vote. New members will be required to make the same
initial deposit as the current members made.

Club Accounts

It will be the responsibility of the Treasurer to complete the paperwork to set up an
account with a broker. (The broker will be informed that the club is trading for
educational purposes and will comply with the regulations of the Commaodity Futures
Trading Commission (CFTC).)

The Treasurer will open a checking account in the name of the club. All checks should
be made out to the (Club Name). The checking account will require the signature of the
Treasurer and (another officer).




Club Trading

The Treasurer will execute the designated trade only after sufficient funds have been
collected and deposited with the broker. Contracts in the club’s name will have stops
placed on them to ensure the club treasury has sufficient funds to cover any margin call.
Decisions

Decisions made by the club will be done by a majority vote unless otherwise specified in
the by-laws.

Use of Trading Profits

The club will determine how to distribute any revenue that has resulted from the
club’s trading activities.

Disbanding the Club

A (majority, 2/3 or unanimous) vote will be required to disband (Club Name)
Prior to disbanding all of the clubs market positions must be liquidated. A (majority, 2/3
or unanimous) vote will be required to determine how to disperse funds or property that
the club might possess.




Establishing a Trading Account

According to regulations individual who pool their money for the purpose of
trading are required to register with the Commaodity Futures Trading Commission and the
National Futures Association as a Commaodity Pool. However, a marketing club can
request to be exempt from registering as a Commaodity Pool if:

1) The club has no more than 15 members
2) The trading pool account has less than a $200,000 total initial contribution

3) The trading pool operator sends a letter to the Commaodity Futures Trading
Commission and the National Futures Association, requesting exemption for
registration as a Commodity Pool

4) The club has a tax I.D number
5) The club name appears on the trading account

6) The club has a checking account under the same name
- all commodity accounts must be funded with checks that match the name
on the trading account

If the marketing club has more than 15 members contributing to the trading pool it
will be required to register as a Commaodity Pool. The paperwork for this is both
extensive and time consuming. If a club wishes to register as a commaodity pool they
should contact their broker to obtain the necessary forms.

A marketing club with more than 15 members may also form a partnership in
order to trade on the commodities market. If a club chooses to form a partnership they
should seek the services of an attorney to handle the legal concerns involved with a
partnership. A marketing club wishing to form a partnership should contact their broker
or an attorney to obtain the necessary forms.

We recommend that a newly organized marketing club only trade by
purchasing options Options are the safest means of limiting the losses that the club
could sustain in a volatile market.

Thank you to Louise Gartner from Spectrum Commodities for her assistance in obtaining current and
accurate information for this section.



(Date)

(Pool operator's Name)
(Pool operator’'s Street Address)
(Hometown, MT 59000)

Special Counsel, Front Office Audit Unit
Division of Trading and Markets, CFTC
2033 K. Street N.W.

Washington, DC 20581

Dear Special Counsel of CFTC:

Pursuant to Part 4.13 (a)(1) of the Commodity Futures Trading Commission regulations,
please allow this letter to serve as our notification to you that (Club Name and Tax ID
Number) is not required to register as a commodity pool nor | (us) as commodity pool
operators pursuant to the following exemptions in that:

1) There are not more than 15 members in the club nor is the initial investment of the
club into the commodity trading account more than $200,000.

2) | (we) do not receive any compensation or other payment, directly, or indirectly, for
operating the pool.

3) 1 (we) am (are) not otherwise required to register with the commission and | (we) am
(are) not a business affiliate of any person required to register with the Commission.

4) No one in the club does any advertising in connection with the pool.

The principal address of (Club Name) is (Contact Person’s Addra#ig)articipants
have been provided with this statement.

Sincerely,

(Pool Operator)

cc: Mr. Tony Gialanella
Director of Compliance
National Futures Association
(200 West Madison Street
Chicago, IL 60606-3447)

Each member of the trading pool
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Marketing Club Resource Information

Montana Grain Growers Association

PO Box 1165
Great Falls, MT 59403-1165

Phone: 406-761-4596
Fax: 406-761-4606

Website: www.montanamarketmanager.org

Richard Owen
Vice President Program Development

E-mail: rtowen@mgga.org

Montana State University Extension Service

Beaverhead County Extension Office
2 South Pacific
Dillon, MT 59725-2799

Agent: John Maki

Big Horn County Extension Office
Courthouse

P.O. Box 908

Hardin, MT 59034-0908

Agent: Kirk Barnette
Blackfeet Reservation Extension Office
P.O. Box 850
Browning, MT 59417-0850:
Agent: Verna Billedeaux
Blaine County Extension Office
Old Armory Building
P.O. Box 519
Chinook, MT 59523-0519

Agent: Mike Schuldt

Phone: 406-683-2842
Fax: 406-683-5776
ACXMJ@montana.edu

Phone: 406-665-1405
Fax: 406-665-1608

ACXKB@montana.edu

Phone: 406-338-2650
Fax: 406-338-2545

ACXVB@montana.edu

Phone: 406-357-3200 or 357-2359
Fax: 406-357-2199 or 357-2765

ACXMS@montana.edu



Broadwater County Extension Office
515 Broadway (Courthouse)

P.O. Box 1003

Townsend, MT 59644-1003

Agent: Virginia Knerr

Carbon County Extension Office
128 Main St.

P.O. Drawer F

Joliet, MT 59041-0167

Agent: Merrylee Vukonich

Cascade County Extension Office
1807 Third Street NW, Westgate Mall
Great Falls, MT 59404-1922

Agent: Wade Crouch

Chouteau County Extension Office
1308 Franklin St. (Courthouse)
P.O. Box 459

Fort Benton, MT 59442-0459

Agent: Judee Wargo **

Custer County Extension Office
Courthouse

1010 Main St.

Miles City, MT 59301-3419

Agent: Kent Williams
Daniels County Extension Office
213 Main St. (Courthouse)

P.O. Box 187
Scobey, MT 59263-0187

Agent: Bobbie Roos
Dawson County Extension Office
207 West Bell St.

Glendive, MT 59330-1616

Agent: Bruce Smith

Phone: 406-266-3419
Fax: 406-266-3674

ACXVK@montana.edu

Phone: 406-962-3522
Fax: 406-962-3522

ACXVM@montana.edu

Phone: 406-454-6980
Fax: 406-454-6984

WCROUCH@montana.edu

Phone: 406-622-3751 or 5553

Fax: 406-622-3631

ACXXIW@montana.edu

Phone: 406-233-3370
Fax: 406-233-3452

Phone: 406-487-2861
Fax: 406-487-5502

ACXBR@montana.edu

Phone: 406-365-4277
Fax: 406-365-2022

ACXSB@montana.edu



Deer Lodge County Extension Office Phone: 406-563-4035
800 South Main St. (Courthouse) Fax: 406-563-4001
Anaconda, MT 59711-2950

Agent: Barbara Andreozzi ACXBA@montana.edu
Fallon-Carter Counties Extension Office Phone: 406-778-7110
10 West Fallon (Courthouse) Fax: 406-778-3431
P.O. Box 850
Baker, MT 59313-0850

Agent: Larry Brence ACXLB@montana.edu
Fergus County Extension Office Phone: 406-538-3919 or 538-7611
712 West Main St. Fax: 406-538-5144
Lewistown, MT 59457-2562

Agent: Dave Phillips ACXDP@montana.edu
Flathead County Extension Office Phone: 406-758-5553
800 South Main St. Fax: 406-758-5881
Kalispell, MT 59901-5400

Agent: Cheryl Weatherell ACXCW@montana.edu
Flathead Reservation Extension Office Phone: 406-675-2700 Ext. 362
P.O. Box 335 Fax: 406-675-2804

Pablo, MT 59855-0335
Agent: Joel Clairmont ACXJC@montana.edu
Fort Belknap Reservation Extension Office Phone: 406-353-2205, Ext. 484

RR 1, Box 66 Fax: 406-353-2797
Harlem, MT 59526-9705

Agent: Donald P. Addy ACXDA@montana.edu
Gallatin County Extension Office Phone: 406-582-3280
901 North Black Av. Fax: 406-582-3273
Bozeman, MT 59715-2968

Agent: Ron Carlstrom ACXRC@montana.edu
Garfield County Extension Office Phone: 406-557-2770
Old Grade School Bldg. Fax: 406-557-2625
P.O. Box 81

Jordan, MT 59337-0081



Glacier County Extension Office Phone: 406-873-2239
Courthouse Annex Fax: 406-873-4706
1210 East Main St

Cut Bank, MT 59427-3152

Agent: Darren Crawford DPC@montana.edu
Granite County Extension Office Phone: 406-859-3304 or 3771
Courthouse Fax: 406-859-3817
P.O. Box 665
Philipsburg, MT 59858-0665
Agent: Dan Lucas ACXDL@montana.edu
Hill County Extension Office Phone: 406-265-5481, Ext. 33
315 Fourth St. Fax: 406-265-5487
Havre, MT 59501-3923
Agent. Robert Brastrup ACXBB@montana.edu
Judith Basin County Extension Office Phone: 406-566-2277, Ext. 104, 105
Courthouse Fax: 406-566-2211
P.O. Box 427
Stanford, MT 59479-0427
Agent: Jim Moore ACXIJM@montana.edu
Lake County Extension Office Phone: 406-676-4271
300 Third Avenue NW Fax: 406-676-4272

Ronan, MT 59864-2328

Agent: Jack Stivers

Lewis & Clark County Extension Office Phone: 406-447-8346
City County Bldg. Rm. 207, 316 N. Park Fax: 406-447-8370
P.O. Box 855

Helena, MT 59624-0855

Agent: Larry Hoffman ACXLH@montana.edu

Liberty County Extension Office Phone: 406-759-5625
101 1st St. E. (Courthouse) Fax: 406-759-5395
P.O. Box 607

Chester, MT 59522-0607

Agent: John J. Maatta, Jr. ACXXJIJM@montana.edu



Lincoln County Extension Office Phone: 406-293-7781 Ext. 211,2
Courthouse Annex Fax: 406-293-5640

418 Mineral Av.

Libby, MT 59923-1956

Agent: Mike McCurry ACXYMM@montana.edu
Madison-Jefferson Counties Extension Office Phone: 406-287-3282
309 E. Legion Fax: 406-287-3287
P.O.Box B
Whitehall, MT 59759-1502

Agent: Lisa Schmidt ACXLS@montana.edu
McCone County Extension Office Phone: 406-485-2605
101 Hwy. 200, Vejtasa Bldg. Fax: 406-485-3464
P.O. Box 200
Circle, MT 59215-0200

Agent: Nels Boe ACXNB@montana.edu
Mineral County Extension Office Phone: 406-822-3545
300 River Street (Courthouse) Fax: 406-822-3579
P.O. Box 730
Superior, MT 59872-0730

Agent: Kevin Chamberlain ACXKC@montana.edu
Missoula County Extension Office Phone: 406-721-4095
126 West Spruce St. Fax: 406-721-4097
Missoula, MT 59802-4204

Agent: Gerald Marks ACXGM@montana.edu

Musselshell-Golden Valley Counties Extension Office
32 Main St. Phone: 406-323-2704
Roundup, MT 59072-2828 Fax: 406-323-3303

Agent: John Pfister ACXJP@montana.edu
Northern Cheyenne Reservation Extension Office
P.O. Box 128 Phone: 406-477-6498
Lame Deer, MT 59043-0128 Fax: 406-477-6996

Agent: Kirk Denny ACXKD@montana.edu



Park County Extension Office
414 East Callender St.
Livingston, MT 59047-2799

Agent:. Martin C. Malone

Phillips County Extension Office
10 1/2 So. 4th East (Library Bldg.)
P.O. Box 430

Malta, MT 59538-0430

Agent: Marko Manoukian
Pondera County Extension Office

20 4th Avenue SW (Courthouse)
Conrad, MT 59425-2340

Agent: Laura Jeanne Pierce

Powder River County Extension Office

P.O. Box 269
Broadus, MT 59317-0269

Agents: Mary Rumph

Powell County Extension Office
409 Missouri Av. (Courthouse)
Deer Lodge, MT 59722-1084

Agent: David Streufert

Prairie County Extension Office
204 S. Logan

P.O. Box 7

Terry, MT 59349-0007

Ravalli County Extension Office
Courthouse

205 Bedford St., Box 5009
Hamilton, MT 59840-2853

Agent: G. Rob Johnson
Richland County Extension Office
123 West Main St.

Sidney, MT 59270-4129

Agent: Richard Lovec

Phone: 406-222-4156
Fax: 406-222-4199
ACXMM@montana.edu

Phone: 406-654-2543
Fax: 406-654-2407

ACXXMM@montana.edu
Phone: 406-278-4054
Fax: 406-278-4070
LPIERCE@montana.edu

Phone: 406-436-2424
Fax: 406-436-2866

Phone: 406-846-3680 Ext. 19
Fax: 406-846-2784

ACXXDS@montana.edu

Phone: 406-635-2121
Fax: 406-635-2121

Phone: 406-375-6245
Fax: 406-375-6326

ACXRJ@montana.edu

Phone: 406-482-1206
Fax: 406-482-3731

ACXRL@montana.edu



Roosevelt County Extension Office
212 Broadway, County Bldg.

P.O. Box 416

Culbertson, MT 59218-0416

Agent: Chet Hill

Phone: 406-787-5312
Fax: 406-787-6612

ACXCH@montana.edu

Rosebud-Treasure Counties Extension Office Phone: 406-356-7320

Courthouse, Main St.
P.O. Box 65
Forsyth, MT 59327-0065

Agent: Todd Yeager

Sanders County Extension Office
Courthouse

P.O. Box 189

Thompson Falls, MT 59873-0189

Agent: John Halpop

Sheridan County Extension Office
100 West Laurel Avenue (Courthouse)
Plentywood, MT 59254-1619

Agent: Terry Angvick

Silver Bow County Extension Office
155 West Granite St.
Butte, MT 59701-9256

Agent: Harold Johns

Stillwater County Extension Office
400 Third Avenue N (Courthouse)
P.O. Box 807

Columbus, MT 59019-0807

Agent: Lee Schmelzer
Sweet Grass County Extension Office
200 West 1st Ave. (Courthouse)
P.O. Box 640
Big Timber, MT 59011-0640

Agent: Marc King

Fax: 406-356-7551

Phone: 406-827-4394
Fax: 406-827-4388

ACXIJH@montana.edu
Phone: 406-765-2310
Fax: 406-765-2129
ACXTA@montana.edu
Phone: 406-723-8262 Ext. 226
Fax: 406-782-6637
ACXHJ@montana.edu

Phone: 406-322-5334
Fax: 406-322-4698

Ischmelzer@montana.edu

Phone: 406-932-5146
Fax: 406-932-4777

ACXMK@montana.edu



Teton County Extension Office
1 South Main St. (Courthouse)
P.O. Box 130

Choteau, MT 59422-0130

Agent: Daniel Clark

Toole County Extension Office
226 First Street South
Shelby, MT 59474-1920

Agent: Chris Onstad

Valley County Extension Office
501 Court Square, Box 12
Glasgow, MT 59230-2423

Agent: Verlin Koenig

Wibaux County Extension Office
200 South Wibaux St.

P.O. Box 345

Wibaux, MT 59353-0345

Agent: David Bertelsen
Yellowstone County Extension Office
Courthouse, Room 202
P.O. Box 35021
Billings, MT 59107-5021

Agent: John Ranney

Phone: 406-466-2491
Fax: 406-466-2138

DCLARK@montana.edu
Phone: 406-434-5351
Fax: 406-434-2467
ACXCO@montana.edu
Phone: 406-228-8221 Ext. 41
Fax: 406-228-9027
ACXKV@montana.edu

Phone: 406-795-2486
Fax: 406-795-2625

ACXDB@montana.edu

Phone: 406-256-2828
Fax: 406-256-2825
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