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The agriculture industry has for years been in the economic doldrums, but now driven by dramatic demand it is emerging with a new vitality and new markets.  The greater access to world markets especially in Asia and China and the largely unforeseen explosion in bio fuels have given a much needed new lease of life and resuscitating our bio economy. 
Post World War 2, production support policies at National and International levels were solely aimed at increasing the global food basket.  In practice this meant producing the greatest volumes at the least cost.  Government support mechanisms were in place to underpin this approach providing and safeguarding income of growers.  There is now a new world order.  More open market access and changing diets has lead to both an unprecedented demand for basic commodities and, for the more discerning and affluent, more specialist and diverse food products.
Whilst demand has increased and markets expanded, the route to market has continued to contract.  As a consequence there has been a migration of value from farmer to food store.   Against this background oats continue to be marginalised.  Mechanisation heralded the decline of the working horse population and with it the most valuable, (in terms of volume), consumer of oats.
Responding to the changing market conditions, oat breeders are increasingly looking at the unique properties in oats and exploiting these in the hope to secure an added attraction and with it an added value to the crop.  This strategy may deliver a higher unit value in more specialised and niche markets but in so doing there is the danger that the crop will become less competitive.  If this is the case then the spiral of decline will continue.
As with other cereals it is the animal feed sector that is the largest consumer and it is the feed price that is at the base of the value pyramid.  The oat value pyramid model demonstrates the relationship between values and volumes.  A critical aspect in global oat production is that many of the traditional oat growing areas where the crop is grown as an on farm feed are under threat as new markets and new buyers emerge.  Acreage will be lost to the higher yielding crops where longer term contracts are available, particularly for bio fuels.  The consequence will be that vast areas of oats will be taken out of production.  Crop critical mass will be lost and further polarisation and specialisation will be inevitable. 
So where is the value, which are the best target markets, can we arrest price migration by adding value? 

A data trawl of oat research reveals a focus on food as opposed to feed.  Perhaps now is the time for greater effort in adding the value at the base of the pyramid, as after all that is where the first price is established?  This paper addresses these issues and dilemmas.    
