




















MEMBERSHIP

Dairy Farms Continue
to Attract Young Producers

Two Land O'Lakes Young Cooperators share what attracted them to dairy farming

he average age of a U.S. farmer is

57%, but dairying still is an attrac-

tive profession for younger pro-

ducers, including Land O’Lakes
Young Cooperators. “We think the cool-
est thing about being dairy producers is
that we’re feeding people,” said Sadie
Frericks. Her husband Glen agrees it’s a
big responsibility and one that they take
seriously at their Blue Diamond Dairy,
especially because kids consume a lot of
milk and dairy products.

The Frerickses’ 31/z-year-old son Dan
thought that the milk truck brought chocolate
milk to their farm, so his parents showed him
that the truck actually picked up their milk to
take to other boys and girls. The couple, who
milk 75 cows on a farm near Melrose, Minn.,
also have a daughter, Monika, 1.

Tim Crouse, a 26-year old producer
from Lebanon, Pa., says that one of the
most interesting things about his dairy ca-
reer is the unique way he entered the pro-
fession. Crouse, who’s not from a dairy
farm, worked on a dairy operation after
graduating from Penn State. One of his
college roommates, Joel Krall, called one
day to ask if he was interested in becoming
part of the Krall family’s operation. “This
wasn't part of my plan,” said Crouse, “but
I'was blessed with this opportunity.”
*According to the 2007 Census of Agriculture, USDA/NASS
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Crouse and Krall formed a partnership
in January 2008, Furnace Hill Holsteins,
which owns the dairy herd. Furnace Hill

“We think the coolest thing
about being dairy producers is
that we're feeding people.”

- Sadie Frericks

rents facilities and buys all of its forage
from Joel’s parents, Tom and Shirley,
who also help feed calves and milk the
third shift. Since the formation of their

The Frericks family on their farm with their cows.

partnership, the herd has grown from
120 to 150 milking cows. Their genetics
program has seen success with embryos
marketed abroad and males sold to bull
studs. Bringing in a non-family partner
allowed Furnace Hill to increase their
herd size and increase the flexibility of
their schedule to the benefit of everyone
involved, according to Crouse.

Both Crouse and the Frerickses cite the
same two reasons they love dairying: cows
and working outside. Sadie said, “We feel
a connection to the cows and to the land.



JoelKrall (left) invited Tim Crouse to become a partner in Furnace Hill Holsteins, giving Crouse an

opportunity to enter the dairy business.

It’s a privilege to be self-employed. The
work is new and different every day. I
like how we can determine how our day
will go. We can also share it with our kids
and spend time outside.” Added Glen,
“The best jobs I've had were ones where
I could walk to work.”

Crouse manages the young stock and
says he enjoys watching animals develop.
“I'love learning about cow families and
bulls. It’s rewarding to see your breeding
program yield better offspring than the
previous generation.”

After graduating from the University of
Minnesota, Glen was a meat inspector and
Sadie worked for the Farm Service Agency
while theylived in the Twin Cities area. “But
farming was our shared dream,” Sadie said.
So0in 2005, they traded desk jobs for dairy
jobs, and both went to work on Sadie’s
home farm in Aitkin County, Minn.

Finally in 2007, the “right” farm came up
for sale—one previously owned by Glen’s
great aunt and uncle. The Frerickses now
own a 20-acre farm site. They grow crops
to feed the herd on 200 acres of rented

land, and they rent 90 acres of pasture.
Glen’s father Vernon and his brother Phil
farm nearby and also help on the farm.
In addition to her farm and family re-
sponsibilities, Sadie is a freelance writer
for the Dairy Star newspaper located in

“I love learning about
cow families and bulls.
It's rewarding to see your
breeding program yield
better offspring than the
previous generation.’

- Tim Crouse

Sauk Centre, MN, and an “agricultural ad-
vocate,” speaking on behalf of agricultural
producers at events and even testifying be-
fore the Minnesota state legislature.
These young producers say operat-
ing a dairy business is exciting, stressful
at times, and almost a calling for them.
Sadie believes, “You need a passion for
the profession.” For Crouse, becoming

a member of Furnace Hill’s leadership
team taught him to respect other opin-
ions and ideas. “It’s helped make our
farm stronger. We're not afraid to try new
things, but we check them out thoroughly
first,” Crouse added.

Looking long term, Crouse is keeping
his options open. He plans to pay down
debt to improve his equity position by
maximizing milk production.

Glen credits their Milk Production
Specialist Arvid Fristad with helping
Blue Diamond achieve high quality milk
production, and says their next goal is
to increase output. Long term, they’re
interested in buying land and convert-
ing to a less labor-intensive operation,
probably with a parlor and loose hous-
ing. “We want this to be an option for our
kids,” said Sadie. Son Dan already says
he wants to be a farmer, but according to
Glen, last week he also said he wanted to
be a pirate. I

NMPF's Young Cooperator
Program

The Frerickses and Tim Crouse,
along with Adam and Missy Hagel from
Bonduel, Wis., represented Land O'Lakes
at the National Milk Producers Federa-
tion's Young Cooperator programin June.
According to Sadie, participating at the
national level“gives us a chance to see
the big picture. It helps us see what's past
the end of our driveway, and how it affects
our industry!" A highlight for the YCs was
having dinner with Land O'Lakes CEO
Chris Policinski. Crouse says of Policinski,
“He's sincerely concerned about the
future of our industry and is doing what
he can so that we have a bright future”

- To Find Out More

Check out Sadie's blog about family farm
life at: http://dairystar.blogspot.com/
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MEMBERSHIP

2010 Corporate Board Elections

It is election time again! Learn about

your Corporate Board candidates before
voting at your Fall Region meeting.

WORK HISTORY

- To Learn More

Toread complete biographies, go to
http://www.landolakesinc.com/members/MEMBERMEETINGS/FALL

LEADERSHIP PHILOSOPHY

CANDIDATE BIO
AG REGION 2
Doug Reimer
Guttenberg, IA
B.S.Farm

Operations, lowa
State University

Managing Partner of Deer Ridge
S.EW.Markets more than 50,000
S.EW. pigs per year. Owns a custom
hog feeding business, where
individual farmer customers feed
20,000 pigs per year.

“I have been involved in the co-op system since
| started farming. | have served on the local board,
district (regional) boards, and now serve as
secretary for the corporate board of Land O'Lakes.
I have been very fortunate to have served in
leadership roles onall levels”

Galen Breuer
Hull, A

Producer, currently farms 250
acres of row crops. Also mentors
ayoung family that took over
his dairy operation.

“During my nine year tenure on the Hull Co-op
Assaciation board (serving eight of those years
as president), the co-op has almost tripled in size,
maintaining its single location while keeping all
financialratios intact. | was also a direct part of the
reorganization of AMPI in the late 1990s where
I learned a lot about co-op structure and law!

AGREGION 3

George LaCour
Morganza, LA
Welding certificate; Mechanical

Engineering and Education,
University of Southwestern Louisiana

Producer for more than 25 years.
Currently farms approximately
5,000 acres in Pointe Coupee Parish,
Louisiana, including 1,000 acres of
cotton, 1,200 acres of corn, 2,600
acres of soybeans, and 200 acres on
which he raises crawfish. Has a joint
venture in the sugarcane business
with1,500 acres. Farmuses precision
technology and does dry land farming
and furrow irrigation.

“One of the most valuable skills that | possess comes
from the board training program managed by the
National Rural Electric Co-op Association. | have

obtained my Board Leadership certification and my
Credentialed Cooperative Director certification,
which have been very valuable to me as a board
member for several different co-ops. | have also
completed the Texas A&M Executive Program
for Agricultural Producers”

Myron Voth
Walton, KS

B.A. History,
Bethel College

Dairy producer, Upland Farms, a
diversified family-sized dairy with
approximately 100 Holsteins and
1,000 acres of wheat, soybeans
and corn.

“My experience as an independent business owner,
and my long-term involvement in agricultural
cooperatives as amember, local director and

Land O'Lakes director, have been formative of my
views on the importance of the cooperative system.

My focus in all of these businesses has been to build

balance sheet strength through profitable operation

and to invest in the future through product research,
service diversification and sound asset replacement”
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AG REGION 4

Mark
Sunderman
Deshler, OH

B.S. Business
Management,
Grove City College

Manager, Deshler Farmers Elevator
Company, a co-op in northwest Ohio
with about $40 million in sales, with
60 percent of sales from grain and
40 percent from full service agronomy.
The operation has four locations, three
are grain and one is an agronomy plant.
Deshler Farmers Elevator Company
is involved in grain marketing, custom
application, precision farming, seed
sales, chemicals, fertilizer and
crop insurance.

“I'have a grass roots agriculture background
in the co-op system. | worked for a total of
10 years at a co-op in different management
roles and was involved in grain, feed and
agronomy. In January 2006, | became CEO
at Deshler Farmers Elevator Company, and
have led the organization to new levels of
earnings, asset growth, started an equity
redemption plan, and added progressive
services for our members!

Jeff Troike

Crawfordsville, IN

B.S. Agriculture,
Purdue University

President and CEO, Ceres Solutions,
adiverse agriculture, grain and supply
partnership that was launched in
February 2007 by bringing together
three cooperatives. This partnership
maximizes opportunities for sourcing
products and services, hiring
and retaining the best people,
and continuing to maintain
profitability long-term.

“I'have had the pleasure and opportunity to
manage and lead a local cooperative since
1986. With the help of outstanding directors
and employees, we were able to merge two
times, allowing us to grow and become a
strong and viable cooperative able to meet
the changing needs of our customer base.

I have had the opportunity to be a trustee on
the Cooperative Pension and Savings Plan and
the Cooperative Health Plan, and am currently
the chairman of each board”

DAIRY REGION 51

Dairy producer with a Holstein herd
that consists of 110 milking cows and
about 80 replacement heifers. Uses
Al breeding with a rigid reproduction

“I'try to keep informed daily on current farm
issues. | have represented our local farmers
when an occasion arose that required attention.
In many of the organizations that | am involved

Cornell University

B.S. Animal Science,

LQVI Ransom planin place. Heifers are custom-raised | with, | have held leadership positions. | have had
Nicholson, PA . . . . . .
by a local heifer grower from age nine the privilege of being a Unit Delegate in
months through breeding age. Grows Land O'Lakes for many years, now serving as
cornand grass silage and, at times, uses | chairman of Region 51, as well as serving on the
custom harvesting. Policy and Resolutions Committee”
“I'have developed leadership skills through
Dairy producer, Carl-A-Farms in central ave developed ‘eadership Sitis tiioug
e various elected offices and have had the
Pennsylvania, with one-hundred cows . . o
opportunity to work with many groups within
S Snvd andmore than 300 acres. Currently has a the dairy industry. As a manager of a successful
.teve nyder registered Holstein herd with an extensive Y >y & .
Pitman, PA 100-cow dairy, | have first-hand experience

embryo transfer program that provides an
opportunity to work with many artificial
insemination organizations, as well as
Holstein clubs looking for registered
Holstein consignments.

with the dairy industry and | understand
and appreciate the industry challenges. My
experience as a salesperson for Purina Feed
has given me additional insight into the
dairy nutrition industry

www.landolakesinc.com FALL 2010 T1



MEMBERSHIP

CANDIDATE BIO
DAIRY REGION 68

WORK HISTORY

PHILOSOPHY

Pete
Kappelman
Two Rivers, WI
B.S. Agriculture,
University of
Wisconsin-Madison

Dairy producer, Meadow Brook Dairy
Farms, LLC, a fourth-generation
family farm with 420 registered
cows (mostly Holstein and a few
Brown Swiss) and 1,200 acres of

alfalfa, corn, wheat, barley, forage,
sorghum and winter rye.

“My most fulfilling leadership experience to
date was leading the Land O'Lakes Board and
the CEO Search Committee through our search
during 2005. Furthermore, a keen desire to learn
and grow has given me experiences with other
organizations (through the U.S. Dairy Export
Council and the NMPF International Trade
Committee) that bring benefit to our Board
Room at Land O'Lakes!

Rick Weber
Colby, WI

Dairy producer, Weber Farms, a
third generation cash crop/dairy
farmin Colby, Wisconsin, with 850
owned and rented acres; 498 acres
of the 850 are currently enrolled
in the Conservation Security
Program. Currently moving heifers
to Marathon, WI, to a fifth generation
dairy that has been in the same
family since 1859.

“I'have 21 years experience serving on various
boards and currently serve as the vice
president of the Colby School Board and also
chair the board's Facilities and Transportation
Committee. | have attended WASB workshops
on employee management, interest arbitration,
health, health insurance costs, union contracts,
labor and open meeting laws!

DAIRY REGION 80

James Netto
Hanford, CA

AgBusiness,
Reedly College

Dairy producer, Double N Dairy,

a subsidiary of Netto Ag Inc.
established in 1992 with the purchase
of a 280-cow dairy farm. Currently
milking more than1,050 Holstein
cows and farming 1,600 acres of corn,
wheat, hay and pistachios.

“I currently serve as both Vice President at
Penny-Newman Grain Co, in charge of production
facilities for transloading, including import and
export distribution, and president of Netto AgInc.,
where I'm charged with making strategic short
and long-term plans, helping with day-to-day
management and overseeing the dairy operation”

Save the date.

The 2011 annual meeting is scheduled for March 2.
Look for more details in the next issue of growingtogether.

- To Read More

For a complete meeting schedule, please visit our
website at www.landolakesinc.com and click on
‘Members, then choose ‘Fall' under ‘Member Meetings'

HELP FOR DAIRY
MEMBERS

ASSISTANCE PROGRAM 24/7

(888) 371-1125

Land O'Lakes has established a 24-
hour, seven-day-a-week telephone
assistance program available to all
direct dairy producer-members.

Members and their immediate
family can call anytime to receive
counseling, support, service referrals
and crisis intervention on a wide

range of topics: from child to senior
care; parenting to education; financial
services to identity theft;and evena
free 30-minute legal consultation.

Just by making a phone call,
members will receive advice and
local community resources for any
work/life needs.
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Strong Sales Despite
Economic Challenges

Land O'Lakes provides record cash to members, but challenges dampen earnings

and O’Lakes achieved strong first-

half sales across most of its busi-

nesses, with net sales improved by

more than 4 percent over the first
six months of 2009.

While operating earnings (which exclude the
impact of unrealized hedging gains / losses)
strengthened in the second quarter, first-half
earnings lagged 2009 due to challenging eco-
nomic conditions. Other 2010 first-half high-
lights include continued balance sheet strength
and record-high cash returns to members.

Land O’Lakes President and CEO Chris
Policinski noted that first-half results were
driven by strong performance in branded
product lines, particularly innovative new
products that appeal to consumers and
business customers, as well as operating ef-
ficiency and balance sheet strength, which
support Land O’Lakes ability to grow.

“I'm pleased that our branded and propri-
etary product lines — particularly our new, in-
novative products — are performing well. This
demonstrates that Land O’Lakes is meeting
consumers’ changing preferences, as well as
business customers’ needs,” Policinski noted.
“These strongresults helped offset challenges
in our Feed and Industrial (dairy processing)
Foods businesses, as well as the impact of a
difficult economic environment.”

Net Sales Strong or Improved
First-half sales totaled $6.02 billionin 2010,
up 4.5 percent from the first six months of

2009 ($5.76 billion). Sales were strong in the
first and second quarters, with first-quarter
sales up 4.1 percent over the first quarter of
2009, and second-quarter sales up 5.1 per-
cent over the same period one year ago.
First-half sales were up in the Dairy Foods,
Seed and Crop Protection Products busi-
nesses, flat in the Egg business, and lower in
the Feed business, which continues to be af-
fected by stress across the dairy and livestock
industries and reduced numbers of commer-

cially fed animals across the country.

Second-Quarter Operating Earnings
Improve; Year-to-Date Earnings Down

Second—quarter net earnings were $65
million, versus $82 million for the second
quarter of 2009. However, 2009 earn-
ings were enhanced by unrealized pretax
hedging gains of $45 million, versus an
unrealized hedging gain of only $2 mil-
lion in 2010. Excluding unrealized hedg-
ing, 2010 second-quarter net earnings
were $64 million, up $10 million from the
second quarter of 2009.

Land O’Lakes reported first-half net earn-
ings of $96 million, down from $164 million
for the first half of 2009. These results reflect
unrealized hedging impacts, as well as a 2010
legal settlement of $25 million. Excluding
these impacts, first-half net earnings were $111
million, down from $138 million in 2009.

First-half earnings were improved on an
operating basis (versus 2009) in the Dairy

QUARTERLY

FINANCIALS

and Eggs segments, while running lower
than year-ago in the Feed and Crop Inputs
businesses. Crop Inputs earnings were
strong, despite running behind 2009’s re-
cord-high performance.

Balance Sheet Strong, Record
Cash Returned to Members

Total debt at the end of the first half was
$893 million, down approximately $75 mil-
lion from June 30, 2009, and key balance
sheet measures remained strong.

Land O’Lakes indicated it would return a
record $127 million in cash to members in
2010, with $122 million already distribut-
ed. Policinski said the returns to members
were particularly important “given current
economic conditions and the stress we con-

tinue to see across agriculture.”

Land O’Lakes Financials

First Half 2010 Results (s in Millions)

YEAR 2010 | 2009

Net Sales 6,024.6| 5,761.8

Pretax earnings
Feed (ma) | 251
Crop Inputs 118.9 | 1511
Layers/Eggs (24.7) | 4.3
Dairy Foods 10.4 0.1
Other (1.8) 4.6
Total Pretax 91.7 | 185.2

INCOME TAX EXPENSE

(BENEFIT) (49) | 242

LESS: NET EARNINGS (LOSS)

ATTRIBUTABLE TO 0.3 (3.1)

NONCONTROLLING INTERESTS

NET EARNINGS ATTRIBUTABLE

TO LAND O'LAKES INC. 963 | 164.
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by Steven Krikava

LEGISLATIVE

COLUMN

Land O’Lakes Director of Government Relations
Steven has served the cooperative system since
1976 when he was hired at Midland Cooperatives.

.

hrough the first several months

of 2010, the House and Senate

Ag Committees held a series of

hearings on farm policy. The ex-
plicit goal of those hearings was to be-
gin planning and preparation for writ-
ing a new farm bill. This occurred even
though the current law doesn’t expire
until September 2012.

That caused a lot of farmers to won-
der: What’s the rush? Rep. Collin
Peterson, who called the hearings in
his position as Chairman of the House
Ag Committee, had several answers for
that question:

1. It will take more time to write the
next farm bill. So it’s important to start
work on it early. Why will it take more
time? Because ...
2. “I think it will be very difficult to
pass a status quo Farm Bill in 2012;
I think [status quo] is inadequate,”
Peterson said. So commodity organi-
zations and ag groups will need more
time to get creative about the provi-
sions and programs they want to see in
the bill. And why is a ‘status quo’ farm
bill unacceptable? Because ...

3. “Regardless of the positive impacts

of the Farm Bill, many Americans

continue to question the efficacy of
dedicating current levels of federal
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resources and support through Farm
Bill legislation.” That quote is from
Tom Vilsack, Secretary of Agriculture.
It will be harder to write the next farm
bill because Congress will want to re-
duce the overall cost of the bill.
Land O'Lakes Policies & Resolutions
Committee had a discussion about the
new farm bill at a meeting in August.

So commodity organizations
and ag groups will need
more time to get creative
about the provisions
and programs they want
to see in the bill.

Our Government Relations intern last
summer, Katie Zenk, prepared a re-
port for the Committee on the farm bill
hearings and the outlook for writing a
new law. Here are some highlights from
her report:

« The new law will be written in an en-
vironment of less money and more
criticism.

« Commodity programs will need to
be cost effective, consistent with in-
ternational trade agreements, fair to
producers of all sizes, and defensible

to the public.

2011: Year of the Farm Bill?

Work begins early to allow time for changes

« There will be a close examination
of crop insurance programs and in-
creased emphasis on risk manage-
ment, including revenue insurance.
« The dairy industry needs a unified and
comprehensive approach. Land O'Lakes
has endorsed the NMPF Foundation
for the Future as the framework for
future dairy policy.
« There will be a strong emphasis on rural
development, conservation and environ-
mental programs, and trade development.
Land O'Lakes members who have ideas
for the cooperative’s new resolution on
future ag policy should talk to their repre-
sentatives on the Policies & Resolutions
Committee, or to their Board representa-
tives. The Committee will draft a new res-
olution in December. That resolution will
be presented to delegates at the Annual
Meeting on March 2, 2011.

Contact Steven Krikava at
SPKrikava@landolakes.com.

- To Find Out More

Land O'Lakes members can follow news
about the farm bill and other issues that
affect them at www.landolakesinc.com; ﬁ
click on’‘Members'andread’lssues 4
& Actions’ and commentary at
‘View from Capitol Hill!
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Land O'Lakes Director of Dairy Policy and Economics
Tom holds amaster’s degree in applied economics and
has been with the cooperative since 2005.

by Tom Wegner

ECONOMIC
OUTLOOK

Global Factors Likely to

Pressure Dairy Margins in 2011

Growth in milk production has returned in all major export countries

armers understand that U.S. ag-
riculture has grown to become
a significant player in the global
market. Accordingly, global mar-
ket factors can have huge impacts on U.S.
dairy and feed grain prices. These global
factors will again combine with domes-
tic factors in shaping U.S. prices for milk
and corn in 2011. Let me provide some
insights into how these market factors
are stacking up as we move toward 2011.

Growth in milk production has re-
turned in all of the major dairy export-
ing countries. Analysts project this milk
growth to continue into 2011. Both the
U.S. and the European Union (EU) are
projected to grow around 1.5 percent in
2011. Most importantly, the largest ex-
porting country, New Zealand, is pro-
jected to grow its milk by as much as 8 to
15 percent in 2011!

The impact of this growth may be felt
as early as Fall 2010 by putting down-
ward pressure on dairy product pric-
es, especially milk powders, since New
Zealand produces a lot of the world’s
whole milk powder (WMP). Currently,
the U.S. Dairy Export Council, reports
New Zealand milk is up 5 percent. If
Chinese customers buy most of this ad-
ditional WMP, the impact on prices may
not be as drastic.

News of the drought-reduced wheat crop
in Russia and the Ukraine has moved wheat
prices significantly upward. Tightening of
the wheat supply has impacted other feed
grain prices, like corn, in anticipation of
heightened export demand. Combine this
with lower than projected U.S. corn yields
and we have had a major bullish move on
prices. As aresult, December corn futures

have hovered around $5 per bushel, while

These global factors will
again combine with domestic
factors in shaping U.S. prices

for milk and corn in 2011.

July 2011 futures have exceeded $5. Thus,
feeding costs for livestock farmers are pro-
jected to rise in 2011, raising major con-
cerns about margins getting squeezed, es-
pecially on dairy farms where milk prices
look to be significantly weakened by abun-
dant global supplies.

Dairy product inventories continue to
hang over the market. U.S. warehouses
have over 1 billion pounds of cheese in stor-
age, representing an increase of roughly 5
percent over July 2009 levels. U.S. inven-
tories of nonfat dry milk have grown to 175
million through June 2010, but more im-
portantly, the EU government has roughly

500 million pounds of dried milk powders
in storage that, depending on the sale price,
could have a major impact on the world
prices for powder.

On the demand side, U.S. exports of
wheat, corn and soybeans are all projected
to increase in 2011 due to higher global de-
mand. Export demand for U.S. dairy prod-
ucts is projected to decrease slightly from the
nice recovery of sales in 2010. The lifting of
tariffs on U.S. cheese exports into Mexico
could raise the volume of projected exports.
Additionally, a continued and accelerated rate
of economic recovery has the potential to sig-
nificantly improve dairy demand in 2011.

In summary, projected increased feed grain
demand coupled with a tightening supply
may continue to strengthen feed grain prices,
driving the cost of feeding livestock higher
in 2011. From a dairy perspective, projected
growing global milk supplies combined with
slowly growing demand may put downward
pressure on milk prices. In early September,
the USDA projected class III prices to aver-
age around $15 per cwt. in 2011—2011, with
class III futures coming in closer to $14 per
cwt. Combine this weakened milk price pro-
jectionwith corn prices projected around $5,
and 2011looks like ayear of very tight margins
for dairy farmers.

Contact Tom Wegner at
DWegner@landolakes.com.
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Thinking Pink to Raise
Breast Cancer Awareness

Feeding today for a difference tomorrow

and O’Lakes Purina Feed is thinking pink this fall with its

first ever Purina Pink 50 Campaign, an effort that unit-

ed animal lovers everywhere and raised awareness and

support for breast cancer research — a health issue that

affects one out of eight women in the United States and
their families each year.

With the help of local Purina Feed dealers, Purina’s Pink 50
Campaign included more than 50 events across the country from
September to November, with most taking place during October,
which is National Breast Cancer Awareness Month. Each event
had a common purpose — to promote breast cancer research and
provide support, particularly in rural communities where breast
cancer services aren’t often as readily available as compared to
metropolitan areas.

“The purpose of the Pink 50 Campaign is to reach out to women
inrural America — raising awareness about breast cancer, educating
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and sharing information,
and supporting one anoth-
er,” said Christy Goodwin,
Marketing Manager, Land O’Lakes Purina Feed.

In addition to the Pink 50 events that took place across the na-
tion, Purina turned its top animal feed packages pink, donat-
ing a portion of the proceeds from every pink bag sold to breast
cancer research. Select animal feeds included Equine Senior®,
Strategy® GX, and Omolene #200® horse feeds, Layena®
SunFresh® Recipe poultry feed, Rabbit Chow™ Complete
Natural AdvantEdge® rabbit food and Goat Chow® goat feed.

“We wanted to put emphasis on women taking care of them-
selves,” said Anita Hood, Equine Specialist, Land O’Lakes Purina
Feed. “We have alot of ladies who don’t stop to think about them-
selves, and we’ve lost alot of customers, family and friends to breast
cancer. We wanted to do something to make a difference.”

PHOTOGRAPHY BY BOB MAHONEY



The events kicked off at Hollywood
Casino at Penn National Race Course with
the Pink 50 Dash for Hope in Grantville,
Pa. Breast cancer survivors and members
of the public gathered to raise awareness
and funding for research with a fun night
out with a pink twist at the Thoroughbred
races. “Not only did we bring Purina Feed
and the Hollywood Casino together, we also
involved the horsemen who were motivated
to get the word out and provide important
education about breast cancer,” said Cindy
Robinson, Land O’Lakes Purina Feed
Account and Track Specialist.

“Purina Pink 50 Dash for Hope” was
Penn National’s feature race that evening,
and the winner of the Dash for Hope re-
ceived a monogrammed Purina Pink 50
cooler. The winning trainer of each race
that evening received five bags of Purina
Feed, donated by Reifsnyder’s Ag Center.

In the Midwest, five dealers came to-
gether to host a weekend-long trail ride at
the Flying W Ranch outside Cottonwood
Falls, Kan., called the Dream Ride, to ar-
ticulate the dream of reducing breast can-
cer’s painful impact on horse lovers. The
event united more than 100 riders to sup-
port breast cancer research. Following the
Saturday ride, participants enjoyed food
and live music. Participants ended their
trail ride weekend on Sunday with Cowboy
Church, breakfast and a final ride in the
tallgrass prairie.

“Events like this are important because we
allknow someone affected by cancer,” said
Ernie Rodina, Land O’Lakes Purina Feed
Retail Business Manager. “If this ride can
help those folks, it will help all of us.”

One of the largest Pink 50 events was
held in Social Circle, Ga., south of Atlanta.
The team at Boss Brothers’ Country Store
hosted a trail ride early in October to kick
off a month-long promotion for breast
cancer awareness.

“Women put everyone else first, tak-
ing care of their children and their four-
legged animals, so we wanted to promote

women putting themselves first,” said
Susan Boss of Boss Brothers’ Country
Store. “If this kind of event benefits one
life in the long run, then our involvement
will be worth it. We are just one dealer,
but with Purina’s backing, this makes a
real statement about Purina’s commit-
ment to their customers and dealers.”
More than 150 riders enjoyed the out-
doors and bonded over a common pur-
pose— feeding their animals today in order

In addition to the Pink 50
events that took place across
the nation, Purina turned its

top animal feed packages

pink, donating a portion of the
proceeds from every pink bag
sold to breast cancer research.

to make a difference tomorrow. After the
ride, participants gathered around a bon-
fire to share stories and light luminaries for
those who either have lost their battle or are
continuing their fight against breast cancer.

The Boss Brothers’ Country Store also
held events throughout October. A mobile

mammogram unit was at their store to make
it convenient for women to get their year-
ly checkups. The store will continue their
commitment to breast cancer awareness by
bringing back the mobile mammogram unit
once each month through the end of the year.

The Pink 50 campaign was inspired by
Purina’s Equine Senior Horse Tales Contest,
held every other year to encourage horse
owners to share their heartfelt stories.

“We received several stories from horse
owners describing how their horses of-
fered an escape from cancer and other ill-
nesses and provided comfort to family mem-
bers as they stood by and helped mothers,
daughters, fathers and sons through treat-
ment,” said Goodwin. “We see the Pink 50
Campaign as a great way to give back to rural
women and their families, who have made a
difference in the lives of others, and as a way
to make a difference in the future by raising
awareness for breast cancer research.” Il

Contact Kassi Williams at
kassiw@swansonrussell.com.

- To Read More

For more info on Purina's Pink 50 Campaign,
log on to www.purinamills.com/Pink 50.

Kim Smith with her horse Cash at a Pink 50 ride in Social Circle, Ga.
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Alemondill butter tops a végetable medley of fresh asparagus and carrots.

Healthier Food Focus

"Better-For-You" choices meet changing consumer demand

s an idea-driven company, it is critical to be up-to-date

with the latest consumer trends, wants and needs. By

keeping a finger on the pulse of consumer and custom-

er desires, Land O’Lakes continually works to develop
products that best serve their needs, maintaining our position as
one of the premier dairy foods companies in the world.

With this in mind, over the past few years Land O’Lakes has been
producing a variety of “better-for-you” products that address a fast
growing national trend — consumers striving for healthier living.
Evidence of this trend can be seen in initiatives such as First Lady
Michelle Obama’s “Let’s Move” campaign, focused on improving

the health of children through nutrition and physical activity. Another
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example is ABC-TV’s “Food Revolution” program — a series hosted by
well-known chef Jamie Oliver that focuses on improving the nation’s
eating habits as a way to reduce obesity and its associated health risks.

Recognizing this trend as an opportunity to offer consumers
healthier products, Land O’Lakes retail Dairy Foods marketers
began conducting extensive research that revealed a large number
of consumers with the desire to live healthier — either by choice or
out of necessity.

“These are people trying to lead a healthier lifestyle through eating
right and exercising,” said Marketing Director of Retail Butter and
Spreads Heather Anfang. “We strive to provide different offerings
to each of these groups of consumers to meet their unique needs.”



Land O'Lakes produces a
variety of better-for-you
retail products, including:

*LAND O LAKES® 2% Milk American
Cheese

*LAND O LAKES® 30% Less Sodium
American Cheese, made with Sea Salt

* Alpine Lace®Reduced Fat Swiss Cheese

* Alpine Lace®Reduced Fat American
Cheese

* Alpine Lace® Reduced Sodium Muen-
ster Cheese

* Alpine Lace® Reduced Fat Provolone
Cheese

*LAND O LAKES® Light Butter

*LAND O LAKES® Light Butter with
Canola Qil

*LAND O LAKES® Spreadable Butter
with Canola Oil

*LAND O LAKES® Spreadable Butter
with Olive Oil

“These products meet a variety of di-
etary needs — reduced fat, lower sodi-
um, less cholesterol — while still provid-
ing the quality and great taste consumers
and customers have come to expect from
Land O’Lakes,” said Consumer Cheese
Marketing Director Dewey Wahlin.

By putting the time and effort into pin-
pointing customers’ needs, Land O’Lakes
has developed a product line that is out-
performing expectations.

“Our spreadable line, specifically our
newest item Spreadable Butter with Olive
Oil, has been received very well,” Anfang
said. “This product combines the great
taste of butter with the healthy goodness of
olive oil, while also adding the convenience
of spreadability right from the refrigerator.”

Wahlin agreed, adding that the re-
cently introduced cheese items — 2%
Milk American and 30% Less Sodium
American — have also been doing ex-
ceptionally well. “These products have
achieved distribution with more than
80 percent of our key customers in
one year, while also achieving volume

projections and increasing overall deli
portfolio profit per pound,” he said.
Building on the success of these products,
and leveraging the company’s world-class
research and development capabilities,
Land O’Lakes will continue to introduce
products that meet the needs of consumers —
several of which are already in development.
“We are always looking at newways to bring
products to the marketplace that meet our

consumers’ needs and, because we provide

Test Your EGG-Q

dairy products, we are well-positioned in the
area of health and wellness,” Anfang said.
“As we look to the future and new product
development, there will continue to be an
emphasis on providing products that lever-
age the pure and natural goodness of dairy.”

For more information on the better-for-you
retail dairy items, or any other product, visit
the newly remodeled Land O’Lakes consum-
er website at www.landolakes.com.

Contact Jon Miller at JPMiller@landolakes.com.

Did you know? Along with traditional white and brown commodity eggs, MoArk produces
and markets several “specialty” or “lifestyle” egg varieties, including the following:

All-natural
farm fresh

eggs

Cage free
all-natural

All-natural eggs are produced by hens fed a premium vegetarian,
whole grain diet, rich in corn and soy proteins. These eggs are free
of animal fat, animal by-products, or antibiotics.

Cage free eggs are produced by hens housed in a cage free
protected area. They are free to exercise their natural behaviors

such as roam, perch, scratch and nest, and are fed our unique

eggs

Organic
all-natural

premium vegetarian diet.

Organic all-natural eggs are produced by free-roaming hens with
access to the outdoors, and fed our premium, USDA - certified

organic diet. Their special feed comes from grains produced on

eggs

land that is free from chemicals and pesticides.

Omega-3 fatty acids are very important in a healthy diet. All-

All-natural
eggs with
Omega-3

natural eggs with Omega-3 are produced by hens fed a specially
formulated vegetarian diet, enhanced with flax-seed and other
natural sources of Omega-3 fatty acids. As a result, each delicious

egg contains at least 350 mg of this valuable nutrient.

Egg-cetera - Interesting Egg Trivia

There's a lot more to each egg than a

shell, yolk and white. For example, did you
know that...

* Most eggs are laid between 7-11a.m.

* Ahenrequires 24 to 26 hours to pro-
duce an egg. Thirty minutes later, she
starts all over again.

* The difference between brown and
white-shelled eggs is the breed of
hen. Breeds with white earlobes (and
feathers) lay white eggs; breeds with
red earlobes (and brown feathers) lay
brown eggs. Both white and brown eggs
have the same nutritional qualities.

* As ahen ages, her eggs increase in size.
Small eggs come from young hens,
while jumbo eggs are laid by older hens.

* Occasionally, a hen will produce double-
yolked eggs. It is rare, but not unusual,
for ayoung hen to produce an egg with
noyolk at all.

* Yolk color depends on the diet of the
hen. Natural yellow-orange substances
such as marigold petals may be added
to light-colored feeds to enhance
colors. Artificial color additives are not
permitted.

www.landolakesinc.com FALL 2010 19



JibuPlots™ Field Agronomist Rose Munene leads farmers through cabbage showcase blocks at a Farmer Field Day in Bahati

Jibu Plots™

Answering agricultural questions in Kenya

or several years, Winfield Solutions

has been teaching American farm-

ers how to raise productivity through

a special, trademarked method-
ology known as Answer Plot® sites. Now,
Land O’Lakes International Development
Division (IDD) is working closely with
Winfield Solutions to pilot a similar approach
in Kenya under the name of Jibu Plots™ (jibu
is the Swahili word for “answer”).

Today, experts from Winfield Solutions
lead Answer Plot® Knowledge Events across
the United States that focus on improving
farm productivity by using the best possi-
ble technology for specific agro-ecological
conditions, combined with improved farm
management practices. The Answer Plot®
program is the largest of its kind in North
America, training agronomists and growers
in their local environment.
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After the IDD staff visited an Answer
Plot® location in Henderson, Minnesota,
in July 2009, the team developed an idea
about how to address low productivity
among African farmers. “It was fascinat-
ing watching the Winfield Solutions staff
demonstrate different planting techniques
and fertilizer applications for windy or arid
areas,” recalled Dr. Tom Herlehy, who
leads IDD’s Agricultural Productivity and
Competitiveness Practice Area. “They were
addressing many of the same problems we
see in Africa.”

Winfield Solutions agreed to do-
nate the time of key staff to pilot the
Jibu Plots™ project in Kenya. During
the first joint trip in February 2010, Dr.
Herlehy and Winfield Solutions agrono-
mists J. Byron Witty and Joe Olson trav-
elled to Kenya to hire the project staff,

engage the cooperation of several private
sector input supply companies and help se-
lect the best sites for the three Jibu Plots.™
Agnes Kavatha, a Land O’Lakes Kenya
agronomist with more than six years experi-
ence working on IDD projects, was select-
ed to lead the local Jibu Plots™ team.

After meeting with private sector in-
put supply companies and explaining the
concept, Monsanto, Syngenta, the Kenya
Seed Company, MEA Ltd. (for fertilizer)
and Farmchem (for seeds and herbicides)
agreed to cooperate and donate the neces-
sary inputs. Project staff also began engag-
ing local Ministry of Agriculture officials
and extension agents to ensure their buy-in
and further reinforce access to sustainable
agronomy services.

The team chose three small Jibu Plots™
sites (about 1.2 acres each) that only rely on




rainfall to grow crops, since these are the
typical farming conditions for 94 percent
of farmers in Kenya. At each site, the team
took measurements and captured GPS po-
sitioning data. Using the Winfield Solutions
Answer Plot® model, Witty and Olson laid
out showcase blocks where the private sec-
tor cooperating companies could demon-
strate their new technologies, including
hybrid seeds for maize and vegetables, fer-
tilizers, and crop protection products. They
also demonstrated traditional farming prac-
tices — including seed depth, plant spacing
and row spacing — alongside the more mod-
ern methods recommended by the private
sector companies.

“We knew that putting fertilizer in the same
hole as a seed would probably kill the seed.
But, since some farmers were doing that, we
setup ablock within the Jibu Plots™ to show
the results of that practice, compared with
planting the seed in one hole and putting the
fertilizer alongside the seed in another hole,”
explained Dr. Herlehy.

The next step was getting these private
sector companies to collaborate in encour-
aging Kenyan farmers to adopt productiv-
ity-enhancing technologies and modern
farming practices.

Winfield Solutions experts recommended
focusing on five issues during the first year:
seed depth, fertilizer application, seed spac-
ing within a row, row spacing, and the appro-
priate application of crop protection prod-
ucts (especially herbicides). Some of these
are simple, good farm management prac-
tices, regardless of whether a farmer uses
self-germinating or hybrid seeds — although
the impact on productivity is more dramatic
when using new technologies.

During the next few weeks, Kavatha
worked with other IDD staff in Kenya to
recruit three field-based agronomists who
would manage each Jibu Plots™ site. Each
agronomist is also responsible for visiting
local farms near their site and providing
advice to improve farmers’ productivity.

Once the hybrid maize and vegetables be-
gan growing, Dr. Herlehy returned to Kenya
with Winfield Solutions agronomist, Dr.
Robert Beck. Dr. Beck focused on training
the local agronomists working at each of the
Jibu Plots™ on how to interact with local
farmers, provide them with the right in-
formation about sound farm management
practices, and how to tap into the exper-
tise of the five private sector partner com-

“It was fascinating watching
the Winfield Solutions staff
demonstrate different
planting techniques and
fertilizer applications for

windy or arid areas.’
-Dr. Tom Herlehy

panies. He also helped manage the first
Farmer Field Day in Kimende, which was
attended by more than 70 smallholder
farmers and representatives from the pri-
vate sector companies.

Although demonstration farms are often
used by agricultural research institutions,
private sector companies, and even by oth-
er donor-funded projects in Africa, sever-
al elements make the Jibu Plots™ unique.
“We are not selling anything in Kenya,
so Land O’Lakes is a trusted, impartial
source of information. We are serving as
a facilitator for these five companies to in-
troduce their new technology, while pro-
viding information on sound farm manage-
ment and productivity practices,” noted
Dr. Herlehy.

The Jibu Plots™ approach enables farm-
ers to figure out which new technologies
and practices they want to adopt, he said.
“We want farmers to begin viewing farm-
ing as a business, not as a way of life, and
to think differently about how to budget
and allocate resources,” said Dr. Herlehy.
“Farmers are able to see that they might be
able to adopt just one new technology or
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farm management practice that could reap
profits right away.”

In July, Dr. Herlehy returned to Kenya for
the third series of Farmer Field Days and to
meet with the cooperating companies on how
to ensure the financial sustainability of the
Jibu Plots™ approach. About 200 farmers
attended the Farmer Field Day in the town of
Bahati. Taking copious notes about the tech-
nologies that were being described by the
Jibu Plots™ field agronomists, participants
marveled at the growth of the maize plants
— many of which stretched over 10 feet high
and bore up to three ears of corn each, in ad-
dition to looking at the flourishing cabbage,
kale, spinach and green bean plants.

The farmers said they learned a great deal
about how to better budget their limited re-
sources. One female farmer explained, “I
always thought my yields would be better if
I put four or five saved seeds in each hole.
I now see for myself that I've been wasting
my money. I'll do so much better for myself
if T buy hybrid seeds, and just put one seed
in each hole.”

Following this successful first phase, the
next phase of the Jibu Plots™ pilot will
focus on solidifying a long-term, private
sector-driven model that can sustainably
enhance farmers’ access to agronomy ser-
vices and inputs.

Contact Jennifer Hyman at
JLHyman@landolakes.com.

AKenyan farmer takes notes about improved agricultural
inputs and technology at the Bahati Jibu Plots™ site.
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BUSINESS DEVELOPMENT SERVICES

Driving Growth

Land O'Lakes Business Development Services facilitates “win-win”
partnerships with merging co-ops

n today’s challenging business environ-

ment, cooperatives are looking for ef-

fective ways to build competitive advan-

tage and drive bottom line growth. In
some cases, that may involve merging with
other cooperatives to achieve a variety of
economic benefits and create a “win-win”
relationship for the merging cooperatives
and their members.

Over the past few years, the Land O’Lakes
Business Development Services (BDS)
team has worked with a growing number of
cooperatives to determine if unification of-
fers benefits that serve the best interests of
all those involved. In this valuable “facilitat-
ing” role, regional Business Development
Managers (BDM:s) help local cooperative
leaders objectively review key attributes of a
potential partnership: culture, common pa-
trons, financial and operational strengths,
and potential efficiencies.

“Our team has extensive experience, as
many of us are former co-op general man-
agers,” said Dean Matthies, BDM serving
South Dakota and Western Minnesota.
“This hands-on experience helps us under-
stand what cooperatives and their Boards
are looking for when it comes to value po-
sitioning, and that helps us work with both
parties to sort through the intricacies and
key issues of creating a new partnership.”

Throughout the unification process,
BDMs serve as facilitators, helping parties

22 growingtogether www.landolakesinc.com

engage in what can sometimes be challeng-
ing discussions covering both complex and
personal topics. “Our goal is to achieve
a positive partnership for all co-ops in-
volved. As a non-biased third-party, we
can offer guidance and complete objectiv-
ity throughout the process,” added Larry
Wojchik, BDM in Wisconsin.

According to Larry Hammond, CEO of
the newly merged TruPointe Cooperative in
Wapakoneta, Ohio (a merger formed in ear-

Throughout the unification
process, BDMs serve as
facilitators, helping parties
engage in what can sometimes
be challenging discussions
covering both complex and
personal topics.

ly September between Southwest Landmark
Cooperative, Xenia, Ohio, and Advanced
Agri-Solutions, Wapakoneta, Ohio), as the
two cooperatives started looking at their long-
range planning processes and evaluating what
was best for their organizations for the future,
they independently determined unification
was a positive alternative to consider.

“Our BDM helped us develop important
criteria to determine if a partnership was
alogical next step,” Hammond explained.

“He also helped facilitate important dis-
cussions during the early ‘get-to-know you’
stages. Even though I've known Gordon,
the general manager of the co-op we were
considering partnering with for more than
30years, the BDM served as a neutral facil-
itator as we discussed important business,
cultural and management topics. He also
helped lead conversations between both
Boards and provided resources and com-
munications tools that other cooperatives
had successfully used in the past. We were
able to use these successful models to guide
us through our own process.”

When co-ops are considering unification,
BDM:s work with each party involved to de-
termine the overall economic value of com-
bining financial and operational activities.
The key to success is that all parties come to
the table with an open mind and agree not to
make a decision until all the facts have been
presented and all questions thoroughly re-
searched. Any issue is open for negotiation.
If the respective Boards and co-op manage-
ment teams determine that incremental val-
ue can be created through unification, the
BDS team continues to work with the orga-
nizations to help develop an overall process
for bringing the businesses together.

As an increasing number of co-ops consid-
er mergers as a growth option, the BDS team
is finding that many are looking for expertise
and analysis in a variety of areas, including



industry assessments, financial reviews, and
regulatory issues — just to name a few.

“We’re available to serve as a driving
force to keep the process moving forward
and make sure that co-ops don’t become
overwhelmed or complacent during the
process,” added Merle Lyons, BDM serv-
ing Nebraska and Colorado. “Given our ex-
perience, we can often see what challenges
might be coming next in the unification pro-
cess and lead conversations to help avoid
future problems or concerns.”

Arecent example is the joint venture where
Ag Plus, South Whitley, Ind., and North
Central Co-op, Wabash, Ind., combined their
feed operations to form Synergy Feeds, LLC,
South Whitley, Ind. According to Jeff Mize,

BDS Talent Management:
New Name to Kick Off New
Recruiting Season

Inresponse to demand from cooperatives,
Business Development Services is restruc-
turing its Ag Business Placement team and
renaming it the BDS Talent Management
team. Along with helping to source strong
candidates, the team is expanding its servic-
es to help co-ops with candidate selection,
on-boarding and development. The team will
use a variety of high-value tools to help co-
ops assess and select hiring practices, ori-
entation procedures and development plans
for new hires. The team'’s main objective will
be to help cooperatives hire the best talent,
help new hires get engaged in their positions
more quickly and build development plans to
help candidates become productive earlier
in their careers.

As the newly named Talent Management
team begins the college recruiting season, we
want to remind cooperatives to contact your
recruiter for any internship placement needs
for the upcoming 2011 summer season. Wheth-
er you are looking for an intern in Agronomy,

CEO of Ag Plus, his organization had been
working on creating an LLC for more than
four years. “Both co-ops worked with BDMs
Martin Hall and Mike Hirt to determine the
feasibility of the combination structure of
the joint venture and to facilitate the process.
Through BDS and Land O’Lakes Purina Feed,
we brought in Mike Hirt who helped create
the design and layout of a $2.8 million addi-
tion to be used for feed manufacturing and
ingredient storage for Synergy Feeds, LLC,”
added Mize. They expect to be up-and-run-
ning sometime in the fourth quarter of 2010.
“Our work in the area of mergers has be-
come a natural outgrowth of our close work-
ing relationship with local cooperatives and
their Boards,” said Larry Holst, BDM serving

Finance and Accounting, Communications,
Grain Merchandising or Human Resources,
we are the source for all of your intern place-
ment needs.

This fall, our recruiting team is actively
sourcing talent at more than 30 colleges
across the nation from the months of
September to November. The deadline to
request interns for the summer 2011 season
is December 31,2010. Contact your re-
cruiter to put in your internship placement
requests and to learn more about how our
services work.

25 Year Cooperative
CEO/General Manager
Award Program

The Land O'Lakes 25 Year Cooperative
CEO/General Manager Award program
recognizes the exceptional service of local
cooperative CEOs and General Managers.
These leaders have helped to strengthen
their businesses, Land O'Lakes and the
cooperative system as a whole. To be eligible
for this program, you must be a current CEQ/
General Manager of aLand O'Lakes member

-> Contact Business Development Services Today!

To learn more about how we can help your cooperative with consulting, training, or placement, call (800) 328-1341 or contact us at our
website www.landolakesinc.com. Under Quick Links, click ‘Business Development Services!

North Dakota and Montana. “With first-hand
knowledge of the unique environment that co-
operatives are working within, we can help co-
ops sort through the various timing and uni-
fication options in an effort to maximize the
partnership to the benefit of both parties.”

Members often achieve tremendous bene-
fits with merging two or more local coopera-
tives, given that the newly combined organi-
zation can provide more services to members,
generate cost efficiencies and serve a larger
geographical region. The bottom line is that
the new co-op partnership mustbe in the best
interest of the member owners — both now
and in the future — and each party must be
better off as a result of the partnership than
they were independently.

cooperative, have managed a cooperative
for the last 10 years, and have completed 25
years of service to the cooperative system
on or before Dec. 31, 2010.

If you're a match, contact your Business
Development Manager to help you complete
and submit the nomination form.

All award recipients will be honored at
the 2011 Land O'Lakes Annual Meeting,
during the Cooperative CEQ/General
Managers Luncheon.

Learning and Development
Update

Since January 2010, BDS Learning & Devel-
opment has provided learning opportunities
for close to 900 local cooperative employ-
ees representing over 100 co-ops. There are
many training opportunities available yet
this winter. Visit the BDS website for a full
list courses and dates.

Whether your cooperative is interested
inapublic program or a customized/on-site
offering, Business Development Services is
here for you. Contact your Business Devel-
opment Manager to get started.
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Land O'Lakes Foundation Continues
Partnership with Minnesota State Fair

LAND O LAKES® Stage located in the heart of the fairgrounds

he LAND O LAKES® Stage was
once again featured prominently
outside of the Moo Booth, in the
heart of the Minnesota State Fair.

The stage is the result of a seven-year
partnership between the Land O’Lakes
Foundation and the Minnesota State
Fair Foundation. The Land O’Lakes
Foundation made a financial contribu-
tion to the redesign of the Moo Booth — a
facility that includes a variety of hands-on
displays dedicated to educating fairgoers
about the modern dairy industry.

“This is a great opportunity for
Land O’Lakes to be a part of the ‘Great
Minnesota Get Together’ and serve
our industry at the same time” said
Foundation Director Lydia Botham.
“We are excited to have formed this
partnership and look forward to con-
tinuing to build a lasting relationship.”

Dating back to 1859, the Minnesota
State Fair’s commitment to agriculture
and community-building has paralleled
the values of Land O’Lakes. The fair’s
mission is to educate and involve guests
about advances in agriculture by pro-
viding a world-class showcase that is
innovative, entertaining and fun.

With these goals in mind, the
LAND O LAKES® Stage featured nu-
merous daily events throughout the
duration of the fair, including milking
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The fair strives to:
* Showcase Minnesota's finest
agriculture, art and industry;

* Present an unparalleled forum for
knowledge and ideas;

* Provide outstanding service;
* Offer exceptional value;

* Provide a safe, clean environment
that is accessible to all; and

* Create unique experiences.

demonstrations, the Milk Chug-a-lug
Contest, opportunities to “Talk to the
Animals,” a celebrity farm animal calling

The LAND O LAKES® Stage, located within the heart of the Minnesota State Fair grounds, features

contest, the Butter Carve-O-Rama and
the Great Minnesota Moo-Off.

Helping to increase Land O’Lakes pres-
ence at the Fair, more than 100 employees
and members came out and served as vol-
unteers for a variety of activities within the
Moo Booth. Additionally, Land O’Lakes
sponsored three separate sample days with
products provided free to fairgoers.

“This partnership allows Land O’Lakes
to contribute to a great organization that
aids in the promotion of modern agricul-
ture,” Botham said. “It also provides a fo-

rum to promote Land O’Lakes to the near-

ly 2 million people who visit the Fair.”

numerous daily activities aimed at educating fairgoers about the modern dairy industry.



Land O'Lakes Interns

As program grows, participants take on greater responsibility

l l hen you think of an in-
ternship, you think of
sitting behind a desk,
organizing paper clips
or separating pens into piles of blue or
black, but this has been much more than
that,” said Winfield Solutions Marketing
Intern Alicia Keller, reflecting the view of
most students at the conclusion of their
summer internship with Land O’Lakes.

In the last few years, the Land O’Lakes
internship program has grown to include
about 50 interns, both undergraduate
and graduate level, in positions in more
than 14 states. These interns are playing
an ever-increasing role in the current
and future success of the company.

“We have interns throughout the com-
pany serving in a variety of roles — from
corporate functions such as government
relations and finance, to specific busi-
ness roles like research and development
and Answer Plot® interns,” Land O’Lakes
College Relations Program Lead Nick
Koewler said. “I believe the growth
of the program is a reflection of the
great work our interns do year-in and
year-out.”

Throughout their 12 week experience,
Land O’Lakes interns are typically given a
specific project to make their own. These
projects are far from busy work and often
are important tasks that the department

simply didn’t have the time or personnel
to complete on its own.

Because of this, students walk away from
their internship knowing they made a sub-
stantial contribution to the overall suc-
cess of the company. “I definitely got a lot
of satisfaction out of seeing how the work
I’ve been doing all summer will be pro-
duced on a large scale and really help out
the company in the long run,” Dairy Foods
R&D Intern Dominque Sinopoli said.

Given the vital role many interns play, it
is imperative to find students with the skills
and drive to succeed in these positions. In
order to ensure each candidate is a good
fit, Koewler said recruiters work very close-
ly with hiring managers to determine each
position’s needs and required skill sets,
and then turn around and work with college
and university personnel to
target the students that fit
those requirements.

However, he also said
there is a certain skill re-
cruiters look for in all can-
didates. “We are really
looking for students that
are go-getters, we want
students to come in and re-
ally take their projects and
run with them,” he said.

In the end, internships
result in a positive and

EMPLOYEE

SPOTLIGHT

productive 12 weeks for both the student
and Land O’Lakes, as well as providing a
great way to evaluate potential future tal-
ent for the company.

“Internships are important for
Land O’Lakes because they give us a feeder
pool of talented individuals into alot of our en-
try level positions,” Koewler said. “They are a
great way for not only us as a company to see
how the intern does in a corporate setting, but
also for the intern to come in and see what the
company and culture are like.” ¥

- To Find Out More

For more information about Land O'Lakes
internships, or to see the upcoming
Campus Events Schedule, visit the Careers
page at www.landolakesinc.com/careers.

M.

) )

i 1'.:

Winfield Solutions Interns Kristy Mussman and Pam Dahlman at an
Answer Plot® in Santiago, Minn
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Co-op News Round-up

Supporting education, swine producer seminar and award,
and updates on acquisitions and policies

Land O'Lakes Introduces
New Corporate Social
Responsibility Report

Land O'Lakes announced the introduction
of its 2010 Corporate Social Responsibility
Report. The purpose of the Corporate Social
Responsibility (CSR) Report is to demonstrate
how Land O'Lakes - a farmer-owned food
and agriculture cooperative - is carrying out
its commitment to community and family,
protecting our natural resources, and working
to achieve our goals through cooperation and
highly responsible business practices.
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“This publicationis Land O'Lakes second CSR
Report, and | am proud of the strides we have
made - both in reporting on our commitments
and in the tangible progress we have achieved
throughout the organization;’said Chris Policinski,
President and CEO of Land O'Lakes. “Although
the report covers many aspects of CSR, one un-
derlying theme comes through - at Land O'Lakes
the principles of Corporate Social Responsibility
are focused and integral to the way we conduct
business and set our priorities”

Along with providing information about
Land O'Lakes and its businesses, the CSR Re-
port discusses the cooperative's environmen-
tal stewardship and sustainability efforts, how

#) LAND O LAKES. mc.
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the company supports members through fi-
nancial returns and responsible practices, and
its efforts to influence policies that promote
Land O’Lakes CSR goals. The report also
highlights examples of the cooperative's
philanthropy and community service, as well
as International Development efforts around
the world.

For more information, visit, http://www.
landolakesinc.com and click on the ‘News &
Publications’ tab

Politico Advertorial Highlights

Importance of Roundup
Ready® Alfalfa

In mid-September, an advertorial was pub-
lished in Politico, an influential Washington
D.C. publication targeted at policymakers, em-
phasizing the importance of bringing Roundup
Ready® alfalfa (RRA) back to the U.S. market.

The advertorial was provided to Politico by
Forage Genetics International, a Land O'Lakes
subsidiary that co-developed RRA. The article
highlighted the important role this technology
can play in feeding a growing global population,
as well as the environmental advantages and
the economic benefits for growers.

The advertorial also addressed co-existence
concerns, noting that the industry’'s adoption
of stewardship programs designed to enable
co-existence of RRA, conventional and organic
alfalfa production have been successful. With
250,000 acres of RRA hay planted (before a
California court took RRA off the U.S. market in
2007) and harvested since 2005, there has not
been a single reported case of gene movement
from an RRA hay field to another hay field.



The Politico advertorial makes an important
statement about enabling America's farmers to
choose to use RRA and other safe, beneficial
technologies that will help them continue to
feed the world. To see a copy of the advertorial,
visit www.landolakesinc.com and click on the
‘News & Publications'tab.

Land O’Lakes Partners with
Box Tops for Education®

Land O'Lakes recently announced that it is
participating in Box Tops for Education®, a
program that helps consumers earn cash for
participating schools. Land O'Lakes is the first
dairy products company to join the program.

Beginning in August, more than 80
LAND O LAKES® and Alpine Lace® products
will carry Box Tops for Education coupons,
including LAND O LAKES® Butter and Spreads,
LAND O LAKES® Cheese, Alpine Lace® Cheese
and LAND O LAKES® Eggs.

Consumers can clip the coupons and submit
them to more than 69,000 U.S. schools partici-
pating in Box Tops for Education. Schools then
redeem the coupons for cash and typically use
what they earn to rebuild playgrounds, fund
under-budgeted programs, and purchase class-
room equipment, library books, computers and
other much-needed supplies.

“Land O'Lakes is extremely proud to become
part of the Box Tops for Education community
and join together with so many other leading
U.S. companies to help create positive change in
our schools," says Joan Cowan, Director of Mar-
keting Services for Land O'Lakes Dairy Foods.

Land O'Lakes also announced that Dairy Foods
is abrand participant in the Box Tops for Educa-
tion sweepstakes: “The Difference One Makes,
which began July 26, 2010, and runs through
October 3,2010. Prizes include one Grand Prize
of 500,000 Bonus Box Tops, 10 First Prizes (one
issued weekly for 10 weeks) of 5,000 Bonus Box
Tops, and Instant Win Game Prizes that include
15,000 Second Prizes of 15 Bonus Box Tops,
10,000 Third Prizes of 10 Bonus Box Tops, and
25,000 Fourth Prizes of 5Bonus Box Tops.

Land O'Lakes Purina Feed Hosts Environmental

Seminar for Swine Producers

For the last four years, Land O'Lakes
Purina Feed has been committed to provid-
ing environmentally friendly feed for the
swine market through the EcoCare® feeding
program. Recently, the group held their first
Environmental Seminar in Des Moines with
collaboration from Winfield Solutions and
sponsorship from suppliers of EcoCare®
Feed technologies. The overall goal for the
day-long session was to share practical ideas
on how farming and the environment impact
each other.

The audience of swine producers, co-op
and dealer feed salespeople listened to in-
dustry experts who addressed a variety of
topics, such as the challenges and opportu-
nities of sustaining the environment during
swine production, the importance of good
ventilation practices, what the National
Pork Board is doing to help sustainability
efforts, precision farming by satellite, and
how changing feed and feeding practices
can affect total nutrient management in
swine operations.

Featured speakers included: Jerry Hatfield,
Ph.D., Laboratory Director, National Laborato-
ry for Agriculture and the Environment; Mike
Brumm, Ph.D., Brumm Swine Consultancy,
Inc.; Allan Stokes, Director of Environmental
Programs for the National Pork Board; Todd
Peterson, Ph.D., Precision Farming Informa-
tion Lead, Winfield Solutions LLC; and Mari-
ela Lachmann, Ph.D., Marketing Nutritionist,
Land O'Lakes Purina Feed LLC.

Swine producer Daniel Doty from Mont-
ezuma, lowa, found the day very informative,
providing a variety of
practical ideas to imple-
ment on his farm. “Each
speaker had an interest-
ing perspective to bring
to the table," said Doty.
“We're going through a
continued evolution in
farming when it comes
to integrating environ-
mental practices into
our daily work. As | learn
more, | enjoy making
some changes, not just
because it's environmen-
tally correct, but because

Peter Juergens (center) accepted the Land O'lLakes Purina Feed
‘Sustaining the Environment' Award from Suzanne Petersen,
Ph.D, Strategic Marketing Manager for Livestock Feed, (right)
and Loren llg, Land O'Lakes Purina Feed Account Manager (left).

it's the right way to run my operation and
helps my farm be more profitable”

As part of the one-day session,
Land O’Lakes Purina Feed named its ‘Sus-
taining the Environment’ Award winner.
The goal of this award is to recognize a
swine producer who serves as an example
of the hard work and serious commitment
it takes to help sustain the environment
and community for future generations.
Each nomination was reviewed based on
manure/nutrient management practices,
soil conservation, air quality efforts and
any additional preservation/conservation
management efforts made. Nominees were
also asked to describe what sustaining the
environment means to them.

On behalf of Land O'Lakes Purina Feed, Su-
zanne Petersen, Ph.D., Strategic Marketing
Manager for Livestock Feed, presented the
award, which was signed by the Land O'Lakes
Director of Sustainability, Tim Makens, to
Peter and Aaron Juergens from Carroll, lowa,
and their Land O’Lakes Purina Feed Account
Manager, Loren llg.

“Sustaining the environment goes beyond
just complying with regulations, said Peter
Juergens. “It means responsibly managing our
operations in a way that helps protect our air,
water, land and natural resources now and for
future generations. It means partnering with
other organizations and agencies to promote
environmental education and finding solutions
to environmental issues in our community’’

To find out more about EcoCare® Feed, visit
www.EcoCareFeed.com.
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Land O'Lakes Inc. and
Several Businesses Enhance
Online Presence

Inrecent weeks, Land O'Lakes, Inc. and sev-
eral business units have introduced a variety
of new tools to enhance online communica-
tions with key audiences including members,
customers, prospective employees and others.

Facebook Encourages Two-Way
Conversations:

On the social media front, both Land O'Lakes,
Inc. and the Dairy Foods business have debuted
new Facebook pages. The corporate page canbe
found at www.facebook.com/LandOLakesInc
and the Dairy Foods page can be found at
www.facebook.com/LandOLakes.

On the corporate side, Land O'Lakes is using
its Facebook page to showcase the unique
characteristics of Land O'Lakes as a “member-
owned, idea-driven” agricultural cooperative.
The corporate page includes information on
a variety of topics - including Land O'Lakes
news; the company’s philanthropic, commu-
nity and international development efforts;
Land O'Lakes farmer-members and employees;
innovation in the company's businesses; and
corporate social responsibility efforts.

“What is most exciting about our expanded
presence in social media is that it provides the
opportunity to have a two-way dialogue with a

On the corporate side,
Land O’Lakes is using its
Facebook page to showcase
the unique characteristics
of Land O'Lakes as a
“member-owned, idea-driven”
agricultural cooperative.

wide range of key audiences. We believe these
interactions will help us build stronger relation-
ships with the people who are key to our busi-
ness success, said Chris Policinski, President
and CEO of Land O'Lakes.
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“Increasingly companies - including
Land O'Lakes - view an active presence in
social media as a way to gain a business ad-
vantage in a highly competitive marketplace. |
want to emphasize that there is areal business
purpose for our activity in social media. In
today's world, information and insights are ex-
tremely valuable, he added. “They enable us to
understand what our constituents - including
members, consumers and customers - require,
andrespond effectively. Having a dialogue with
constituents is a very important way to gain
information and insights. It's not enough just
to deliver information ... we want to exchange
information. And social media is a powerful tool
for initiating those conversations!

Visitors to the Dairy Foods Facebook
page will find a variety of consumer-related
information, including recipe ideas, links to
the latest Test Kitchen blog posts, how-to
videos, and a place to post discussion topics.
Individuals can also “follow” and interact with
Land O'Lakes Dairy Foods via their new Twitter
feed - www.LandOLakesKtchn.

New Websites Debut:

Land O'Lakes Dairy Foods also recently
introduced a revamped web site found at
www.landolakes.com that is packed with
colorful food graphics and tips and recom-
mendations from Test Kitchen experts.
Along with continuing to be a comprehen-

Check out the new Landolakes.com

Teat Kicchen Products.
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Learn from our Test Kitchen experts
Explore more recipe collections
Tips, photos and how-to videos



sive repository for delicious recipes, the
overall objective for updating the web
site was to present information, tips and
recommendations that help showcase
Land O'Lakes role as a trusted resource for
cooks and bakers of all levels.

Not only is the site a great resource for
family-favorite recipes, cooking and bak-
ing tips, and product information, it also
provides an opportunity for consumers to
increase their interaction with each other
- sharing tips, rating recipes and comment-
ing on a selection of blogs authored by Test
Kitchen and other cooking experts.

“We know that today's cooks and bakers
are increasingly interested in using technol-
ogy to learn from each other - sharing ideas
and recommendations that help inspire

Land O’Lakes Dairy Foods
also recently introduced a
revamped web site found at
www.landolakes.com that
is packed with colorful
food graphics and tips and
recommendations from
Test Kitchen experts.

their creativity in the kitchen, “ said Joan
Cowan, Director of Marketing Services for
Land O'Lakes Dairy Foods. “We're excited to use
our new web site to introduce consumers to the
broad expertise of our Test Kitchen experts who
are a trusted resource for those looking for the
latest cooking and baking trends”'

Purina Mills also recently updated the www.
purinamills.comsite, streamlining content to help
visitors use the site as a portal to the organiza-
tion's other species sites. A new feature to this
site is the Purina Difference™ REWARDS Program
that allows members to receive a personalized
membership card and a variety of offers related
to product coupons and give-aways, not to men-
tionaccess to e-newsletters, webinars and special
VIP events. A major goal of this program is to
encourage new REWARDS members to share
the benefits of the program with their friends via

social networks. This is accomplished by incorpo-
rating the “share this" button on the REWARDS
home andregistration pages.

The new web site also offers a place for
customers to post testimonials on the Purina-
branded feed products they use. The site also
includes a link to Purina Mills TV (www.youtube.
com/purinamillstv) and an extensive video
library housed on YouTube that includes more
than 300 videos, such as customer and member
testimonials, tips for animal care and training
and visits to farms and county fairs.

USAID Awards International
Development Division

New Cooperative
Development Program

Land O'Lakes International Development
Division (IDD) recently learned that USAID has
awarded IDD another Cooperative Development
Program (CDP). The goal of this $4.1 million, five-
year program is to help cooperative enterprises
and producer groups improve their members’
quality of life through the increased competitive-
ness of horizontally and vertically integrated
dairy cooperatives. This project has four phases:

* Phase One - The team will determine
the various factors that have enabled dairy
cooperatives to achieve scale and vertically
integrate, the key operational competencies
required by integrated cooperatives to main-
tain and/or increase competitiveness, and the
socio-economic benefits for member farmers
inintegrated cooperatives.

* Phase Two - Based on findings from the
initial analytic work, the team will launch an
International Dairy Enterprise Alliance (IDEA)
and will work with industry thought leaders to
generate knowledge, tools and services that
enable existing integrated cooperatives to
increase their competitiveness, emerging co-
operatives to build economies of scale, and all
cooperatives to increase the socio-economic
benefits they provide.

* Phase Three - The team will launch a
robust learning platform for disseminating
information and solutions to cooperatives and
cooperative development service providers.

* Phase Four - The team will apply learn-
ing and solutions from the initial phases to
increase the competiveness of both existing
and up-and-coming integrated dairy coop-
eratives to implement change strategies
based on scale and integration. Initial imple-
mentation activities will take place in Kenya
and Uganda, and will later move to two
additional countries - potentially Tanzania
and Ethiopia.

This CDP program officially began on
September 9,2010.Land O'Lakes IDD recently
wrapped up an earlier Cooperative Develop-
ment Program award, which was a 5-year, $2.7
million effort that helped develop coopera-
tive business systems to promote economic
growth in the Dominican Republic, South
Africa, Tanzania and Uganda.

Winfield Solutions Acquires
Assets of Estes Supply

Winfield Solutions, LLC, has acquired selected
assets comprising the agronomic inputs busi-
ness of Estes, Inc. (now Estes Supply, LLC).

Estesis along-standing, privately-held Tex-
as-based company that functions primarily as
awholesale distributor of agricultural, range
and pasture, and specialty crop protection
products. Estes Supply serves customers in
Texas, Oklahoma, Arkansas and Colorado.

This planned expansion of the business will
enable Winfield Solutions to grow primar-
ily in Oklahoma and Texas, while deepening
its ag and professional Crop Protection
Products (CPP) businesses and continuing
to build the AgriSolutions and CROPLAN
GENETICS®brands.

“This is an exciting step for both Winfield
Solutions and Estes," said Rod Schroeder,
Winfield Solutions Executive Vice President
and COQ, Crop Protection Products. “We're
very pleased to be expanding in the market-
place where Estes has operated so success-
fully for many years. Estes employees bring
expertise and a deep understanding of the
products and the marketplace to Winfield
Solutions, and we look forward to a very
promising future together!
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=i Harvest Recipes

1 (3-to 4-pound) whole roasting chicken
Makes 4 servings.

|
Nutrition Facts (1 serving)
| HerbRub Colories 670+ Fat 34g * Cholesterol 285mg » Sodium 640
Vs  cupLAND O LAKES® Butter, softened alories 670+ Fat 34« Cholesterol 285mg SodlumB40me

HERB BUTTER ROASTED CH|CKEN VARIATION: Herb Butter Roasted Chicken with Vegetables: |
| Rosemary, freshparsley and garlic create asavory roasted chicken. Double ingredients for Herb Rub. Rub half of mixture onto chicken; |
reserve remaining half. Place 6 new red potatoes, cutinhalf;
! Preparation time: 15 minutes 6 carrots, cut in half crosswise and 3 medium onions, cut into '
| Bakingtime:1hour 15minutes quarters, onto bottom of pan around chicken. Spoon reserved |
| herb rub evenly over vegetables. Baste chicken and vegetables i
Chicken occasionally during baking time.

1 |

i

i

| Carbohydrate 1g * Dietary Fiber Og * Protein 85g I
2 tablespoons chopped fresh parsley )
. . ©1993 Land O'Lakes, Inc.
| 1 teaspoon dried rosemary, crushed® N . |
. *Substitute 2 tablespoons chopped fresh rosemary.
| 1 teaspoon finely chopped fresh garlic I
%,  teaspoonsalt
I »  teaspoon pepper |
| i
| Pear, plum and/or apricot slices, |
if desired
1 i
| Heat oven to 350°F. Secure wings i
| andlegsto body of chicken. i
Combine all herb rub ingredients in small
| 8 |
bowl: mix well. Rub onto chicken.
| Place chicken, breast-side up, onto rack |
| inroastingpan.Bake for 75 to 90 minutes, |
| basting occasionally, until meat thermom- i
eter inserted into inner thigh reaches at
I least165°F and juices run clear when '
| piercedwitha fork. i
I Add pear, plum and apricot slices to i
I roasting pan10 minutes before end of i
baking time, if desired. Serve with
I roasted chicken. '
1 i
F____——___—-___—____—____— _.)
I SPICED RICE PILAF Melt butter in 2-quart saucepan until sizzling; addriceand
| This delightful mixture of rice, apricots, herbs and nuts makes onions. Cook over medium heat, stirring occasionally, until onions I
| ¢ delicious accompaniment to any meal. (pictured above) are softened and rice is lightly browned (8 to10 minutes). !
Lo ion time: 1S minut Add all remaining ingredients except walnuts. Increase heat i
reparation time: 15 minutes o o : ;
Cooking time: 31 minutes to high; cook until mixture comes toafullboil (3to5 minutes).
! Reduce heat to low. Cover; cook until rice is tender and liquid |
| 2 tablespoons LAND O LAKES® Butter is absorbed (20 to 25 minutes). Stir in walnuts. |
| 3,  cupuncooked longgrainrice i
I 1 large (1 cup) onion, chopped Makes 4 (¥4-cup) servings. |
2/, cupcoarsely chopped dried apricots Nutrition Facts (1 serving)
| 1 (14-ounce) can low sodium chicken broth ) 5 : [
. Calories 300 * Fat10g » Cholesterol15mg Sodium 490mg
l 1 teaspoon dried thyme leaves ) . ) |
Vv,  teaspoonsalt Carbohydrate 48g * Dietary Fiber 3g * Protein 6g
1 Y  teaspoongroundsage ©1996 Land O'Lakes, Inc. 1
| 3 tablespoons chopped walnuts i
|._________________________________.l
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Preparation time: 20 minutes
Baking time: 30 minutes

V2 cups sugar

Y cupLAND O LAKES® Butter, softened
1 (15-ounce) can (134 cups) pumpkin

4 eggs

2% cupsall purpose flour

2 teaspoons baking powder
1 teaspoon baking soda
teaspoon salt

teaspoon ground cinnamon

Powdered sugar

Heat oven to 350°F. Combine sugar, butter, pumpki i
large bowl. Beat at medium speed, scraping t;()pwl oatézaggti%vg;llm
mixed. Rgduce speed to low; add flour, baking powder, t;akin soda
salt and.cmnamon. Beat, scraping bowl often, until weil mixeﬁ '

Pour into ungreased 15x1 Ox1-inch jelly-roll pan. Bake for 30.to 40

minutes or until toothpick inserted in c
enter co
Cool completely. mes out clean.

Place paper doily over cooled i i
pumpkin bars; sprink i
powdered sugar. Carefully remove doFi)ly. prinebars it

Makes 60 bars.
Nutrition Facts (1 bar)

Calories 60+ Fat 2,50« Cholest . i
Dietory Fioer - Pr%tein . sterol 20mg * Sodium 70mg » Carbohydrate 9g

©2001 Land O'Lakes, Inc.

PISTACHIO SPRINKLED GREEN BEANS

Pistachio nuts are a great flavor complement to green beans.

Preparation time: 15 minutes
Cooking time: 11 minutes

pounds fresh greenbeans, trimmed*

12

3 tablespoons LAND O LAKES® Butter

Y4  teaspoon pepper . .

Y, cup(2ounces)coarsely chopped salted pistachio nuts

Place green beans in 3-quart saucepan; add enough water to cover.

Cook over medium-high heat until water comes to a full boil.
Reduce heat to medium. Cook until green beans are crisply tender
(10 to 15 minutes). Drain.

Return beans to pan; add butter

and pepper. Continue cooking,
ionally, until butter is melted (1to 2 minutes).

stirring occas
Sprinkle with pistachio nuts.

Makes 8 servings.

Nutrition Facts (1 serving) .
Calories 90  Fat 6g * Cholesterol10mg * Sodium 50mg *

Dietary Fiber 3g * Protein2g

©2010 Land O'Lakes, Inc.
*Sybstitute 3 (10-ounce) packages frozen gree
package directions.

Carbohydrate 8g

nbeans. Cook according to

= |
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One of the biggest challenges you face is

transitioning baby pigs onto solid feed.
Introducing UltraCare® FIRST STEP" creep feed

Get baby pigs gaining early on dry feed and they'll perform better
all the way to market — studies prove it. Boost early growth with new
UltraCare® First Step™ creep feed. It tastes so good, pigs won't be able
to keep their noses out of it.

r Effect of FIRST STEP" on nursery performance
| weoning

day 36
0.3 Ib advantage 17 1b advantage

*
57.9 596

9.1 407
* o, 1
45 261
| * 186 198

FIRST STEP |

] weaning day7  day13  day25 day36
1* BABY PRC514-25 DAYS

s Values are means of 30 pens of 3 0 5 pigs each
M control M First Step™ <001 ‘

* Means on the same day differ P-

J @2 LwnoLues 5 PURINA

| See your Land O’ Lakes Purina Feed
representative for details or visit:
|I www.ultracarefeed.com or www.purinapigstarters.com.
)
r



