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FISCAL YEAR -END INVENTORYé€ €& .0Only one more month in this fiscal year

and with that comes the year-end inventory which will be observed by our auditors. The process of

taking inventory is important regardless of what month it is, but inventory reconciliation is just as

i mportant. Bryan Bl um, FSC6s Controller, has wri
and reconciliation process:

The summer months have been going by quickly and it is now time to start thinking about

fiscal year end inventory.  Our auditors, Meriwether, Wilson & Company, will be on- P
site Monday, August 31 to oversee year end counts. Even though that is less than a s 2’
month away, the process of counting and reconciling inventory should begin now. For ;
each location, the first step is making sure all items have been received and billed. o
There should be nothing left in deferred billing. Once this is complete, a thorough %J

count of all items should be taken. This is a good time to organize inventory so you

and the auditors will have an easier time checking counts. Once the counts have been taken,
compare them to the inventory balances in the Control system. If the physical count matches the
computer count, good job! But, if you find you are long or short on certain items, this is where the
reconciliation process begins. Itis not acceptable to adjust the computer count to match the physical
count. You are expected to search for the reason the differences exist. Here are some questions you
may want to ask yourself: Was the purchase order correct and was the receiving handled properly?
Was the item billed out correctly or even billed out at all? Are you long or short on another or similar
item? Were some items returned from the customer? Could theft of the item have occurred? As you
can see, there are many things which can affect vy
your part to make it as accurate as it can be.

NEW EMPLOYEES/ NEW RE S P OWN SelcoBel Jdreiny Hdff EnSLEke

Johnson at Leinends and Terry Keiser in Agronomy.

EMPLOYMENT ANN I V E R AdRolvidg $8C employees achieve an

employment anniversary during the month of July:

Employee Hire Date Location

Ron Kenkel 7/1/1974 General Office
Michael Lantz 7/10/2008 Ida Grove

Larry Schaben 7/11/2006 Energy

Julie Langenfeld 7/11/2008 Energy

Lisa Jones 7/21/2003 Progressive Nutrition

Thank you for your years of service to FSC!!

'  WORKERS COMP AND AUTO CLAIMS € é Through June 30 we have 7

reportable workers compensation claims and 1 auto claim. Our goal for the year is no more
¥ than 7 workers comp and 4 auto claims.

FSC Mission Statement:
AProviding quality supplies, services and marketing at a competitive price for the
economic benefit of i tdés members anld
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EMAILADDRESSESé é i n | ast monthdés newsletter we ment .|
gather email addresses from our customers so we can notify them of timely news, sales, etc. For those

who provide us with their email address by August 31, 2009 we will put their name in a drawing for a

Dell computer. Please encourage customers to go to our website to provide us with their mail address.

Sorry, employees, directors, and their immediate families are not eligible for the drawing.

SEED MA R K E TSeelfafeting is a major focus in August and September. Salesmen
utilize this timeframe to evaluate current varieties and study new varieties. The months of August and
September show variety yield potential, standability and plant health. Sales calls during this timeframe
focus on seed placement to meet individual field situations.

BOARD TOURSEé € .The FSC Board has scheduled their annual tour of facilities for this year. On
August 12 they will tour the south facilities and the north facilities will be toured on September 9th.
Schedules for those days have been sent to Branch Managers.

THE CO-OP RETIREMENT PLANE é .Earlier this month you should have -

received your annual statement of accrued benefits in the Co-op Retirement Plan. The Co- {{
op Retirement Plan is a defined benefit plan that offers you a lifetime retirement benefit.
Your monthly retirement benef it is determine by t he
account your wage history and your vyears of creditabl e

THERE ARE MANY ADVANTAGES TO THE CO -OP RETIRMENT PLANS, SUCH AS:

T YOUR MONTHLY PENSI ON BENEIFT I'S FI XED AND DETERMI
FORMULA. Your benefit does not depend on stock market performance.

f THE BENEFIT IS ALIFETIME BENEFIT. You canét outlive your monthly pe

T THE PLANOS FI NAL AVERAGE PAY FORMULA CAN RFR®ROWUQE L
pension benefit is based on wages at the end of your career with an employer participating in the Co-op
Retirement Pl an, not on wages for our entire career
plans. If your wages with a participating employer increase throughout your career, your monthly pension
benefit will be larger.

1 THE BENEFIT IS PORTABLE AMONG PARTICIPATING EMPLOYERS. If you transfer employment to
another employer in the Co-op Retirement Plan, you continue to earn additional pension benefits.

T PART OF THE PLANG6S BENEFI TS ARE | NSURED BBenefitHuaderF E D
defined benefit plans like the Co-op Retirement Plan are, up to certain legal limits, insured by the federal
Pension Benefit Guaranty Corporation.

Please take the time to read and understand your statement and thank the FSC Board of Directors for providing
this valuable benefit to you.

lowa State Fair  August 13 -23, 2009
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Moment s 0 f Moméntdbofttrum &cur each time a customer encounters an
employee at our Cooperative. At that exact moment they form some kind of an opinion or impression which
influences their buying decision. This impression is followed by constantly examining and reexamining the
quality of our products and services and how they are treated.

So how do we manage the AMoments of Trutho?

When the Customer é Manage the Moment é
Appears, calls or inquires 1. Greet politely (by name), fAHCc
Is angry or defensive 2. Respond with kindness and empathy
Has special requests 3. Customize to fit the need

Candét make up t hde Give specific tbcommendations, be patient
Raises objectives to buying Understand objection, reinforce benefit
Gives buying signals 6. Reinforce value and make it easy to buy
Buys 7. Deliver more than you promise
Refuses to buy 8. Part with polite appreciation

9
1

o

Complains . Respond with quick appropriate action
0. Is going to be disappointed 0. Soften the disappointment with positives
Ask yourselféHow can | make this customer glad h

BoOooe~NoO~wONE

CALF CREEP SEASON | S | Nwederhdwd FarnSsiiiceN G é .

Cooperative is offering pelleted creep feed again th
maximize gain on the calves and still be efficient with the cost per pound of gain. Our main seller is the

16% Calf Creep with Gainpro. This product can be free choice fed to calves on pasture with their mothers.

We also carry other medication choices but prefer that the customer gives us 48 hours notice. Ida Grove is

the main location to order beef feeds, but the crew at Denison or Harlan would be happy to assist in placing

your orders. With lots of ethanol plants all over lowa, there is a plentiful supply of corn by products

available. Many of our beef formulas contain distillers dried grains (DDGS) to meet protein and energy

needs. There are also minerals designed to balance out other phases of livestock that are utilizing co-

products from the local ethanol plants. Dave Hamilton or Kenny Crawford would be happy to assist you in

choosing the right program for your livestock. We also have Ron Drey assisting producers in our northern

territory. Fi nal ly, dondét forget our | ocal youth who wil!/ h
Service Cooperative will offer our 4-H incentive program as we have in past years. We have an updated

show feed line for most species of livestock. | would ask that you work with the feed locations at Denison,

Harlan and Ida Grove for more information on our show feeds.

WHY UPGRADE FROM #2 DIESEL TO Ruby Fieldmaster®?....... Ruby

Fieldmaster® is formulated expressly for the rugged demands of agriculture. It has been proven to deliver
through field tests. Using Ruby Fieldmaster® in Ag equipment provides 4.5% more power than conventional
diesel fuels.

9 Up to 4.5% increased power and performance
9 Better fuel economy

9 Engine protection & lower maintenance costs
9 Smoother, quicker starts

I 9.1 % Fewer emissions

Save More Money with Ruby Fieldmaster

Fuel Price Per Gallon Savings Cost over #2 Net per Gallon Savings
$2.00 $0.0900 $0.04 $0.0500
$2.15 $0.0968 $0.04 $0.0568
$2.30 $0.1035 $0.04 $0.0635

$2.50 $0.1125 $0.04 $0.0725




Hereds a comparison of Sales through June.
Lei nen, |l ncoOs from December 1, 200

June 2009 June 2008
LP Gas (in gallons) 1,559,204 1,321,382
Gasoline (in gallons) 253,423 231,162
Fuels (in gallons) 2,590,731 2,342,697
Cardtrols (in gallons) 768,978 822,314
Bulk Oil (in gallons) 50,496 40,880
Feed (in tons) 27,568 34,753
Feed Service (in dollars) 261,364 501,148
Dry Fertilizer (in tons) 18,848 26,041
Liquid Fertilizer (in tons) 16,857 12,079
NH3 (in tons) 18,260 18,630
Ag Lime (in dollars) 1,717,505 1,279,918
Agronomy Application (in dollars) 2,635,293 2,112,822
Grid Sampling (in dollars) 383,421 327,284
Seed Corn (in Bags) 20,775 24,953
Seed Beans (in bags) 53,133 56,535
Tires (in dollars) 405,175 495,050
Computer Sales (in dollars) 763,118 862,199

Demand Capital . . .

Accounts will remain unchanged at 2.5% effective August 1, 2009.

United to better serve
our customers.

The interest rate on Demand Capital Accounts and Employee Reserve

NUTRITION



