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 Advent of GPS = farm data geo-coded 
 Information Privacy, Confidentiality, and the Right to 

Know:  A Growing Challenge for Workers in 
Agriculture and Natural Resource Management 
• November 1998 
• Arbor Day Farm, Nebraska City, Nebraska 



Not whether to share data with big corps 
• There really isn’t a choice unless big changes 

Question is how can I make the most of 
the situation 

Who are my competitors and how can I 
outperform them? 
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 Do you own the data? 
 How will the data be used and what benefits will you receive 

from allowing a provider to include data in a database? 
 Will you control management of the data? 
 What is aggregated data and how can it protect the farmer? 
 How can a farmer's "anonymized," or non-personal, data be traced 

back to the farm? 
 Can you stop sharing data once you agreed to share? 
 Who else might have access to the data, and can it be released to 

the public or a third party? 
 What is the value of data to the farmer and what is the value of 

the data to the company? 
 



Government expected to be transparent 
Expect medicine to be collaborative 
Transparency has its downside 

• Environmental Working Group 
 



 If ‘Open’ then trust not sign of incompetence 
 ‘Open’ works due to ‘reputation system’ 
 Simple in social networks 

• More difficult to value in corporate world 

Accountability ≠ trust 
• does not enforce trust 
• remnant once trust has been lost 

 



http://www.aggateway.org/ 
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Lots of data 
• N=all 

• Complicated, complex, messy 

Data use, re-use, and exhaust 
• Original intent of data isn’t most value use of data 

Recombinant data 
• Adding data layers from multiple sources 
• Weather ‘constant’ across a field 
• With aggregated data, weather becomes a variable 

Much, much more 
 





 Internal decisions 
• makes information transparent and usable 

Marketing to customers 
• allows narrow segmentation of customers  
• customized products or services 

Exacerbates strengths and weaknesses 
• those who Master it will remain 

 
 

 





The PR policy doesn’t always equate to 
fine print answer 

Dealers do not represent corporate 
Fine print gives insight 

• Who ‘owns’ data and for how long 
• What can other parties do with data 
• If farmer looses access to data if unsubscribes 
• If terms of agreement are changeable at any time 

 



http://www.climate.com/principles 
“The data created by a farmer, or 

generated from equipment the farmer 
owns or leases, is owned by that 
farmer and should be easily 
managed.” 
 

http://www.climate.com/principles


http://farmindustrynews.com 



What does it mean to “own” something? 
• Right to POSSESS* 
• Right to USE 
• Right to ENJOY 
• Right to EXCLUDE OTHERS FROM* 
• Right to TRANSFER 
• Right to CONSUME or DESTROY* 

Better question: What are the rights and 
responsibilities of the parties with respect 
to the data? 

Source: Shannon L. Ferrell 
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Changes character of risk 
• Not an issue of ‘if increase risk’ 

Primary use of data not majority of value  
• Secondary uses and re-uses of data 

Privacy notices  
• ‘notice and informed consent’  

Asymmetric information 
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