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Tim Tassle
2000+ acres

• 65 years old
• Married 
• HS diploma, some college
•  Somewhat progressive  
• Active in the community    
  as mentor

Ah-Maizing Products
Environmentally Focused Commercial Products

• Absorbents, animal bedding, abrasives, etc.
• Medium to small plants—established 

names
• Practical focus
• Risk averse

Cruising on Cobs
Biofuel Producers

• Cellulosic ethanol
• Few large plants, 

semi-known
• Innovation-focused
• Risk taker
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Animal Bedding

• Laboratory – One of the main 
concerns laboratories have is the 
excessive buildup of ammonia in the 
animals’ cages, which has proven to 
break down easier with cob bedding.4

• Pets – Corn cob bedding has also been 
a great asset to eco-friendly pet owners 
who want to have biodegradable, 
odorless, dust free, and high  
absorbency bedding for their pets.

Abrasives 

• Cobs can be 
used in sand 
blast cleaning, 
paint removal, 
and deburring.5 

Spill Agents 

• Corn cobs 
provide a 
solution for 
absorbing  
oil spills, 
transmission 
fluid, grease, 
brine, and  
paint, to list  
a few.5  

Cellulosic Ethanol

• Cellulosic biofuels have been a topic of interest as the industry 
generated one million gallons of cellulosic ethanol in 2016,  
which was a 64% increase.6

• One of the industry leaders in cellulosic ethanol has an annual 
goal of harvesting 36 billion gallons of renewable fuel by 2022, 
with 16 billion gallons coming from corn cobs.7 

• POET, a leader in the cellulosic ethanol industry, has plans to 
have a cellulosic plant next to every ethanol plant, which would 
equate to 28 cellulosic plants, each producing 60 million gallons 
of ethanol. Yet, it has failed to reach its goal due to not having the 
resources to collect and store the necessary number of cobs.7

INTRODUCTION 

There’s more value to corn than just its kernel’s. 

At The Cob Co. (TCC), we turn cobs to cash, delivering a complete turn-key solution including equipment, harvest support, 
transportation, conditioning, and merchandising.

Currently only .023% of acres of cobs are harvested annually from the near 12.9 million acres of viable corn—that’s $3.62 billion 
dollars left lying in the fields.1 Due to high equipment costs and low utilization, transportation, and false concerns about nutrient 
depletion, farmers have been unable to capture this value alone. However, considerable market demand continues to grow for 
sustainable products where corn cobs can be used, from bedding to biofuels. And, it’s an added revenue stream for farmers 
facing continued economic pressures and net incomes that are half what they were in 2013.2 

TCC is excited to partner with the farmers to meet this demand and improve the profitability of the family farm.

MARKET ANALYSIS
Corn production at all-time high. 
In 2016, estimated corn acreage increased to 99.2 million acres, resulting in an all-time high since 1944.3

Demand for cobs increase as new uses and interests in sustainable products grow.
Corn cobs are used in a variety of ways, such as:  

   Environmentally Focused Consumer and Commercial Products         Biofuels

 

TARGET MARKET

The Cob Co.’s target customers are commercial and industrial purchasers of cobs.

The demands of these customers can only be met by maintaining strong relationships with TCC’s partner network of medium and 
large family farms, sustained by two distinct segments of progressive farmers looking for extra income. These farmers’ willingness 
to share successes with other farmers make them ideal partners in growing TCC and meeting the demand of its customers.

TCC’s targeted commercial and industrial companies utilize cobs for a variety of uses. from absorbents to abrasives to animal 
bedding to biofuels. The growth of these companies and the increased innovation and consumer demand for sustainable 
products utilizing cobs present an (as yet) unrecognized growth potential for TCC and its partners.

Though the potential opportunity is great, there has been a struggle to align the economic incentive to the producer with the 
growing interests and demand for cob-related products. This currently inhibits the industry’s growth. By addressing these 
dynamics, TCC seeks to capture this latent growth potential.

PARTNER PROFILE8                   CUSTOMER PROFILE8

Cory And Carli Cob
1000-1999 acres

• 35 years old
• Married couple
• College degrees
• Very progressive
• Active in the community; involvement  

depends on their children



MARKET RESEARCH
A study conducted by Purdue University of 55 farms in 2010 concluded that farmers are 
willing to invest in cob harvesting if economics were improved and cob harvesting has  
a minimal impact on soil nutrients.9

• 40% said they would invest in corn cob harvesting at the increased price.
• Only 15.7% of corn stover is the cob, resulting in nominal impact on soil nutrients.

MARKET TRENDS
Farmers are Looking to Find New Ways to Increase Profits
• Net farm income has been down 50% since 2013 and is expected to decline by 8.7%  

in 2017, forcing farmers to look for other ways to make a profit.2, 10 

• Corn prices have been declining in the last five years from an average of $7.39 in 
2012-2013 to $3.51 in 2015-2016.11

Consumers Demand for Eco-Friendly Products is Increasing
• Consumers that own animals/pets value eco-friendly sustainable bedding.12

• Cob based bedding retains three times more fluids and has dust-free properties.12

• US retail sales for environmentally-friendly products rose by 15.2% from 2010 to 2014.13

• Natural bedding is a fast-growing pet product, with sales increasing by 13% in 2010, 
increasing sales to $106 million.13

• 84% of global consumers seek environmentally responsible products when possible, 
spurring byproduct industries like ethanol.14

• 72% of millennials in 2015 said they were willing to pay more to make a positive  
environmental impact.15

Growth of the Cellulosic Ethanol Industry
• The USDA states ethanol production is expected to grow 40% by 2022.16

• POET biofuels plan to collect 16 billion tons of cobs by 2022.7

Farms Becoming Larger—and Fewer
• In 2001, farms with 1,000 acres or more made up 5.6% of farms and 46.8% of cropland, 

which in 2011 increased to 53.7% with same number of farms.17

• From 2001 to 2011, cropland increased by 10.2 acres for farms sized 2,000 acres or larger, 
while smaller farms’ acreage decreased.17

MARKET SIZE & POTENTIAL
Year 1: Northwest Ohio-23 farms, 45,455 acres of cobs with 20 collectors

Year 2: Extend to 100 mile radius-68 farms, 136,364 acres with 56 cob collectors

Year 3: Open new location in Emmetsburg, Iowa-137 farms, 272,728 acres with  
             103 cob collectors

COMPETITIVE ANALYSIS

Currently there are no direct competitors to The Cob Co. Though there are a handful 
of indirect competitors and substitutes in the market, none have the combination of 
benefits offered by TCC. These market players attempt to solve only part of the cob 
harvesting problem for producers, providing just accessibility to the machinery, 
assistance with harvesting from the fields, transportation, or merchandising. Most of 
TCC competitors are capable of accepting cobs from seed corn producers only. TCC 
provides the sole turn-key solution, eliminating all barriers for its partner-farmers.

Farmers looking to do this on their own face significant challenges. The high cost of 
equipment and transportation and the relatively low yield make it economically 
infeasible for medium and large family farms. Farmers indicate that unless this 
generated $91.00 per acre, cob harvesting would not be worth their effort. Current 
return for farmers harvesting cobs independently is approximately 40% of this number.9

Additionally, large commercial consumers of cobs, particularly those involved in cellulosic 
ethanol production, are unable to achieve the high volume of supply necessary to make 
their products. By providing the turn-key service and aggregating the cobs from partner 
farmers, TCC can meet the demands of high-volume consumers.
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Weaknesses
New market
Limited brand  
awareness
Small Harvest window 

Threats
Weather
Volatility in demand
Tradition farmer 
attitude—reluctance  
to change

Strengths
Turn-key convenience 

to farmers
Reduces byproduct 

waste
Increased profitability— 

net new income for 
partners

Opportunities
Potential to expand  

to new locations
Few competitors

Multiple buyers of 
cobs with high volume 

unmet demand
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BUSINESS PROPOSITION
STRATEGIC STATEMENT
The Cob Co. provides a turn-key cob harvesting solution that enables its farmer-partners to overcome economic barriers and 
improve farm incomes by capturing the value previously left in the field. Through these partnerships, TCC is able to deliver the 
quality and volume of cobs necessary to achieve the growing demand of customers among environmentally-focused commercial 
products companies and the future of cellulosic ethanol production.

KEY PLANNING ASSUMPTIONS
1. Our process will result in a minimal added compaction and nominal loss of nutrients.
2. The farmer will see the benefit in our business plan and continue to work with us.
3. Increased demand in alternative fuel production will push expansion into northwest Ohio.
4. Our business will create an economy of scale that will achieve a profit not possible for an individual farmer.
5. The ability to obtain the number of machines at a functional volume will receive a discount from manufacturers.

GOALS
Cob collection will be a profitable endeavor for TCC and its farmer-partners to fulfill the unmet demand in the ever-growing cob 
industry. TCC will create, and document, a scalable operational model that is replicable in other markets.

OBJECTIVES
By End of Year Three:
• Have ~137 farmer-partners collecting 300,000 ton of cobs.
• Increase farmer income by $132 per acre.
• TCC net income of $7.5 million. 

ACTION PLAN

Product/Service: TCC provides a turn-key cob harvesting solution to its farmer-partners. TCC combines single-pass collection 
equipment, harvest support, transportation, and merchandising support to efficiently deliver an aggregated cob harvest to the buyer. 

Price: TCC will be offering cob collecting equipment and support to its partner farmers for free. Farmer-partners are guaranteed 
a base income of $40.00 an acre for cobs harvested and, additionally, will receive a per-acre share of 40% of the total TCC profits. 
See estimate in the adjacent table:

  Year 1 Year 2 Year 3

Guarantee profit per acre for farmer $40.00 $40.00 $40.00

~ Profit share per acre $77.77 $87.23 $92.13

Total profit for farmer per acre $117.77 $127.23 $132.13

Place: TCC will begin in northwest Ohio and expand into Iowa by year three. By expanding its service area, TCC can diversify its 
customer base from environmentally focused commercial product companies to cellulosic ethanol producers.

 Year 1 Year 2 Year 3

Geography Northwest Ohio Northwest Ohio Northwest Ohio
  + 100 Mile Radius Expansion + 100 Mile Radius Expansion
   + Iowa Expansion

Customer

 The Andersons’ 
 Best Cob 
 GreenTru 
  Poet 
   Dupont
   American process  
   Fiberight

cellulosic ethanol producers

Enviro-Focused Commercial  
Products companies

cellulosic ethanol producers

Enviro-Focused Commercial  
Products companies

cellulosic ethanol producers

Enviro-Focused Commercial  
Products companies

Base



Promotion:

The Cobs to Cash Story
All of the promotional items for The Cob Co. will emphasize how the company is helping farmers increase 
their revenue. In order to show this, any print advertisements or direct mailers will have images such as a 
combine shooting money out the back. Additionally, any radio ads will articulate an image of money being 
left in a corn field, followed by a farmer testimonial about how TCC helped them increase their bottom 
line without costing them any money or hassle.

Owned Media
Website: TCC website will be used to reach the 70% of farmers using the internet daily.18 It will be a 
mobile- friendly page for those who browse the web on the go. Main features will include research on the 
benefits of the Cob collector, stats from farmer-partners, and how they can contact a representative. 
The website will be linked to TCC YouTube page.

YouTube: YouTube is a popular website for farmers—44% of farmers use YouTube to learn more about 
products, and 50% are on YouTube at least once a month.19 TCC will use YouTube for Cob collector 
demonstrations, farmer interviews, addressing concerns about compaction and nutrient loss, and to 
show the opportunity to improve the bottom line.

Branding & promotional items: TCC logo will be placed on all equipment, advertisements, and promotional 
items. This will help the brand be recognized by potential farmer-partners and encourage current 
partners to continue with a recognizable brand that they can trust. Hats, shirts, sweatshirts, jackets, and 
pens are popular items requested by farmers.

Public relations: Word-of-mouth marketing will be an important asset to the promotion and growth of the 
business. Farmers like to share stories, and TCC wants to help share their stories through testimonials. TCC 
also takes pride in its employees’ activities in the communities they serve through philanthropy and service.

Direct mailers: Direct mailers will be especially important for initial contact. They will be sent to farmers 
within TCC’s target market area in northwest Ohio and northwest Iowa approximately four times per year 
to keep them informed on TCC, events, and research, or simply to keep in contact.

Paid Media
Print & digital: Print is the #1 method to market to farmers, especially when marketing a new product. TCC 
will advertise in the Ohio’s Country Journal 2 times a month for 6 months during the three years, reaching 
more than 22,000 subscribers.20 In years two and three, TCC will advertise in the Iowa Farmer Today 2 
times a month for 6 months, reaching more than 15,000 subscribers just in that region.21 These publica-
tions also include a digital ad to be displayed on their respective websites.

Tradeshows: Farm machinery shows will allow farmers to see the machinery up-close. This face-to-face 
contact will also allow TCC representatives to go more in depth about how they can provide services to its 
customers and improve their bottom line. In year one, TCC will be at Farm Science Review in London, Ohio, 
where the Cob collector will be in the field for demonstrations. The Farm Science Review attracts 125,000 
visitors annually.22 In years two and three, TCC will expand to the Iowa Power Farming Show, which 
attracts around 20,000 visitors annually.23

Radio: TCC will use radio advertisements on WKKO 99.9 FM in northwest Ohio and KWMT 540 AM in 
northwest Iowa. These advertisements will focus on creating a need for TCC by addressing concerns and 
narrating how using the Cob collector can improve a farmer’s bottom line. Once TCC is more established 
in the second and third years, farmer-partner testimonials will be included. These stations will also offer 
digital ads on their respective websites.

Promotional Financials

The financial breakdown for promotion in the first year will include $12,000 for advertising in Ohio’s 
Country Journal, $480 for direct mailers, $930 for a 30’ x 50’ booth at Farm Science Review, $3000 for 
branding and promotional items, $32,000 for radio advertisements, and $35 to start a web domain.

The second year will include $12,000 for advertising in Ohio’s Country Journal, $18,000 for advertising with 
Iowa Farmer Today in northwest Iowa, $840 for direct mailers, $930 for a 30’ x 50’ booth at Farm 
Science Review, $1,230 for a 10’ x 20’ space at the Iowa Power Farming Show, $5000 for branding and 
promotional items, $65,000 for radio advertisements, and $15 for a web domain for the year.

The third year will include $12,000 for advertising in Ohio’s Country Journal, $18,000 for advertising with 
Iowa Farmer Today in northwest Iowa, $1200 for direct mailers, $930 for a 30’ x 50’ booth at Farm 
Science Review, $1,230 for a 10’ x 20’ space at the Iowa Power Farming Show, $5000 for branding and 
promotional items, $65,000 for radio advertisements, and $15 for a web domain for the year. 
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FINANCIAL EVALUATION
TCC will provide cob collectors to farmer-partners and the complete service of transporting those to a buyer. We currently work 
with a manufacturer to build our cob collectors for $105,000.00 for one machine, but are given a discount when we purchase five 
or more, so our cost is $99,750.00 per machine. TCC plans to collect 50,000 tons of cobs within the first year of service. In year 
one, a net profit of $380,312.13 is recorded. Net income grows substantially to $2,847,044.50 in year two. This dramatic increase 
is due to expanding 100,000 acres into our second year but keeping our expenses relatively low. Net Income continues to grow in 
year three with the gross revenue amounting to over 79 million dollars.

The cost of goods sold includes the cost of the cob collectors, drying costs, guaranteed profit for farmers per acre, and transportation 
expenses. Increased profit margin is achieved in year three due to economies of scale in COGS. Cost of goods solid declines from 
31% of gross revenue in year one to 20% in year three. Additionally, this results in both higher TCC and farmer-partner profits. 
TCC will also account for the costs of marketing and staff in the sales and general administration section. All factors included, TCC 
finishes year three with a net income of $7,497,825.00.

      Budget Analysis  Year One Year Two Year Three
 Target Acres 45,455 136,364 272,728
 Number of Farms 23 68 137
 Gross Revenue  $13,250,132.50   $39,750,106.00   $79,500,212.00 
 Cost of Goods Sold  $4,063,860.00   $9,297,760.00   $15,851,770.00 
 Gross Profit  $9,186,272.50   $30,452,346.00   $63,648,442.00 
 Marketing  $48,445.00   $103,015.00   $103,375.00 
 Sales & General Administration  $299,730.00   $611,695.00   $731,070.00 
  Income Before Profit Share  $8,838,097.50   $29,737,636.00   $62,813,997.00 
 Profit Share  $3,535,239.00   $11,895,054.40   $25,125,598.80 
 Operating Income  $5,302,858.50   $17,842,581.60   $37,688,398.20 
 Interest and Depreciation  $285,000.00   $1,083,000.00   $2,365,500.00 
 Income Before Taxes  $5,017,858.50   $16,759,581.60   $35,322,898.20 
 Income Taxes  $4,637,546.38   $13,912,537. 10   $27,825,074.20 
 Net Income  $380,312. 1 3   $2,847,044.50   $7,497,824.00 

MONITORING AND MEASURING

Customer Satisfaction   Brand Awareness Profit Margin Market Share Partner Satisfaction 

Sales manager talks to    Calculate customer Analyze profit reports Acres of cobs harvested Incorporating feedback to
customers to survey    engagement and financial reports  vs. acres of viable corn improve service offerings
satisfaction of customers    

+ Use Customer testimonials    + Re- evaluate media + Invest additional + Accelerate Geographic  + Create referral program     
   for future outreach of       mix and increase    revenue into    expansion into    to accelerate growth 
   potential customers       spending on different    geographical    further areas
      marketing areas      expansion

- Incorporate feedback to    - Focus our investments - Reassess budgets and  - Re- evaluate base pay  - Offer higher incentive
   improve service offerings,       into a market that    revenue estimates to    to farmers and create    programs for 
   analyze shortcomings, and       is thriving    distribute to different    incentive program    farmers involved 
   utilize our sales reps to better      areas of the company 
   understand the needs and  
   wants of our customer base  

CONCLUSION
The Cob Co. is an organization that turns cobs left in the field into cash. TCC not only fills an unmet need in the market, but it also 
capitalizes on 3.62 billion dollars of opportunity while turning a profit in its first year—and it requires zero financial investment from 
our farmer-partners. By delivering our turn-key cob harvesting service we will both sustain the family farm and drive the 
eco-friendly sustainable products industry.


