
OUR last column was about get-
ting people to see (or agree) that 
the communication process is 

important in a family business. Once 
family members agree that talking about 
their business and family is important, 
what must happen to ensure a produc-
tive conversation?

Several steps should be taken before 
jumping into family meetings. 

Who participates?
First, defi ne who should participate 
and at what point. For example, if the 
main focus of communication is on op-
erational business issues, it may be ap-
propriate for only the family members 
working in the business to participate.

However, if the issues to be discussed 
relate to current or future ownership of 
the business, it may be important to in-
clude spouses and maybe even off-farm 
heirs. My general rule of thumb is to 
include people who could really throw 
a wrench in the plans you are making 
so that people who are important to the 
solution have the best chance of psy-
chologically owning the answer.

Make an agenda
Setting an agenda is key so participants 
understand the range of items to be 
discussed. Tension often occurs when 
people come to a meeting expecting 
to talk about something that matters 
to them, but they don’t have a chance 
to bring up those issues. On the other 
hand, a “surprise attack” on a family 
member can result in a premature 
ending of family communication. Solicit 
input from all parties for agenda items; 
then give all participants a chance to see 
the agenda before they arrive. This helps 
set a positive tone for the meeting. 

Key Points
■ Get family members to talk effectively 

about business by following a few steps.
■ Setting an agenda ahead of time gives 

participants a chance to offer input.
■ Lay ground rules to make sure the 

meeting stays on track.
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YOU’RE used to getting good news 
and bad news from the Internal 

Revenue Service. And this certainly 
qualifi es as good news: The 2008 op-
tional standard mileage rates used to 
calculate deductible costs of operating 
vehicles for business was bumped up to 
50.5 cents per mile driven, effective Jan. 
1. It applies for business use of cars, 
vans, pickups and panel trucks. 

The bad news? The standard 
mileage deduction for medical or moving 
purposes was dropped to 19 cents a 
mile. The rate remains at 14 cents per 
mile driven for charitable organizations.

Changes are based on an annual 
study of fi xed and variable costs of op-
erating an automobile, although the rate 
for charitable rules is set by law.

Note: The IRS says you may not use 
the business standard mileage rate for 
a vehicle after using any depreciation 
method under the Modifi ed Accelerated 
Cost Recovery System, after claiming a 
Section 179 deduction for that vehicle, 
for any for-hire vehicle or for more than 
four vehicles used simultaneously.

Business mileage 
deduction rises

Finally, set boundaries and ground 
rules prior to the meeting, such as 
meeting time, length, location, partici-
pants and a facilitator. Ground rules I 

often suggest: 1) stay “future focused” 
on upcoming decisions and don’t dwell 
on the past; 2) everyone participates; 3) 
no one person dominates the meeting; 
4) disagree openly, instead of after the 
meeting behind someone’s back; and 5) 
work to articulate others’ positions.

Stay on track
I encourage families to hold each other 
accountable to these rules so when 
someone in the group strays from them, 
getting back on track is not seen as an 

attempt to limit that person’s participa-
tion — it is only about staying focused 
on the meeting and ground rules.

I often hear from families who want 
to get the communication process 
started but are not sure about hiring an 
outside facilitator. By following some of 
the suggestions above, a family has a 
good chance of making communication 
headway on important business topics.

Woodbury works at the Garden City 
offi ce of Kennedy and Coe. For more in-
formation, visit www.kcoe.com.
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ABUNDANT RESOURCES.ABUNDANT RESOURCES.ABUNDANT RESOURCES.

Bank of the West is one of the nation’s leading commercial lenders to agribusiness, with years of experience in the industry. Our specialized
teams understand the ups and downs of agricultural commodities and are well-prepared to face the conditions that can alter your operation.
This knowledge allows us to offer a full line of products based on the growing needs of your business. From grain storage to crop development
to equipment leasing, we can help. To see how, call (888) 232-7241 or visit www.bankofthewest.com today. We’re not just a lender, we’re a
trusted advisor.

OUR AG EXPERTS OFFER A WIDE RANGE OF SOLUTIONS TO KEEP YOUR BUSINESS GROWING.

[ AGRIBUSINESS LENDING ]

You can’t always be here.
But ASA can.

Some of the most important decisions affecting your soybean operation are made by 
people who have never set foot in a soybean field.  Membership in the American Soybean 

Association makes sure these policymakers understand what really goes on in the country.  While 

you’re working hard on your farm, ASA and your state soybean association are working hard to 

create policy that increases demand for your soybeans and protects your profitability:  •  Soybean 

prices are significantly higher today thanks to ASA success in creating biodiesel tax incentives.

   Trade agreements influenced by ASA have brought millions of dollars in new exports of U.S. 

soybeans and soybean meal.    There would be no 

safety net in the Farm Bill if ASA didn’t help build it. 

The law says your soybean checkoff can’t do these 
things. But ASA can. And does—every day. If you 

believe we’re doing important work, join us. Your 

membership will  make our voice even stronger. If you believe, belong.
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