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86th ANNUAL STOCKHOLDERS 
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Tuesday, March 14, 2006
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Welcome

Dorance Amos

HFB Board Chairman



Invocation



HFB Board of Directors

Dorance Amos, Chairman, Dist 4

Paul Koeman, Vice Chairman, Dist 1

Harvey Leep, Executive Comm., Dist 3

Bryan Kleinheksel, Dist 1

Dan Wedeven, Dist 1

Garry Dreyer, Dist 2

Jerry Kramer, At-Large Director



Chairmanõs Remarks
Dorance Amos



Board of Directors -

Representation 

by District



Board Elections

Vote for two candidates from District 1:

Ä Bob Dykhuis

Ä Matthew Hamlin

Ä Paul Koeman

Ä Dan Wedeven



BOB FENTON
Chief Executive Officer



HFB Managers

Wade Blowers ðChief Operating Officer
Harvey Elgersma ðChief Financial Officer

Scott ParkerðHamilton Agronomy South
Jeff LaymanðHamilton Agronomy North
Doug DiekemaðHamilton Eggs
Pam SchutðEnergy South 
Kevin KobbinsðEnergy North 
Gary BrinksðHamilton Feed
Bob NienhuisðWest Michigan Mills
Ron JonesðHamilton Lumber



Goals of the Management Presentation

1. Conduct an open and candid discussion regarding our 
performance.

2. Demonstrate that from a stockholderõs perspective the 
cooperative has increased in value in 2005.

3. Communicate that the leadership team does not feel we 
accomplished all of our goals in 2005.

4. Answer any questions that stockholders have on 
performance.

5. Express confidence that we can continue to offer compelling 
value to the local customer base.



Stockholderõs Viewpoint

Increase the long term value of the 

cooperative to enable the payment of patronage 

and the revolvement of equity.



2005 Results

ÂRevenues of $94,981,539

Â Earnings after tax of $1,977,130

Â Achieved Strategic Goals

ïMarketed the Hardware Store

ïRepositioned the Gas Station

ïSold the former Used Car property

ïEliminated feeder pig ownership by transitioning  
this network to local producers

ÂIncreased the stockholderõs value as a percentage 
of assets by 18%.



2005 Financial Results

Â Equity as a percent of assets increased from 

22.4% to 26.4%.
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Return on Equity
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Leadershipõs Viewpoint

Increase the value of the cooperative as 

measured by operating income relative 

to the size of the asset base. 



Focus on Growing Income From Operations

ÂCreate organic top line growth

ïCases

ïTons

ïGallons

ïCustomers

ÂDrive disciplined expense control

ÂIncrementally increase earnings



Focus on Growing Income From Operations

ÂCreate organic top line growth

ïEgg cases up 7.4%

ïHamilton tons up 11.7%

ïWMM tons up 1%

ïPropane customer count up 11.6%

ïTruss volume up 14% 

ÂDisciplined expense control ðup 1.6%

ÂIncrementally increase the earnings é 



2005 Financial Results

ÂRevenues of $94,981,539

Â Income after tax of $1,977,130

Â Income from operations of $1,226,426

ïDecrease of $198,511 vs. 2004

ïThe asset base increased by $2,184,002

ïBy definition, the return on total investment 
decreased year over year

ÂWe did not achieve our goal of increasing returns 
from operations.



Operating Income
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Operating Income as a Return

On Assets
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Why the decrease in 

income from operations?



ÂContinued investment in Energy North 

Operations

ÂLowered earnings at WMM

ÂPoor Agronomy South performance

ïMisjudged the marketplace

ïAllowed market share erosion

ïCleaned up vendor programs that affected our 

ability to offer customers choices in crop 

protection products.

Controllable Factors



Responses to Improve 

the  Operations in 2006

ÂAdjusted the toll mill rates

ÂMaintain expense controls

Â Increase market share by utilizing the 

customer needs uncovered in Project 

Discovery 



WADE BLOWERS
Chief Operating Officer



Key Strategic Considerations:

ÂProject Discovery

STRATEGY

http://www.usda.gov/oc/photo/01cs0116.htm


Project DiscoveryðWho was Surveyed:

Groups: Group 1: Loyalists

Group 2: Partial Loyalists

Group 3: Prospects

Group 4: Lost Customers

Business Units for Today's Discussion:

-Agronomy

- Feed

- Lumber

- Propane

STRATEGY



General Comments: Agronomy

Â òWe need agronomists that can get us the right 
answers in a timely fashion and currently HFB doesnõt 
have enough personnel to get this job done.ó

ÂòService is important, as the cropping technology is 
very complicated.  We need knowledgeable people who 
can help us make decisions.ó

ÂòThereõs so many options on seed and products, I need 
to rely on someone who cares and can help me get the 
best return from my ground.ó

ÂòPrice is an investment into the service and value we 
receive.  HFB has to provide the best service and value 
or ROI if they want our business.ó

STRATEGY



HFB Response

ÂHired three new Certified Crop Advisors for the row 
crop market, providing a net gain of two.

ÂHired two Specialty Crop Consultants for the fruit 
market.

Â 2006 investment in fruit and orchard service 
equipment, custom application equipment and 
technology, and seed weigh wagons for local plot data 
collection.

STRATEGY



Customer Segmentation

Behaviors Relationships
Price

Vs. Value
Size

Dealer Loyal Retailer Tradition
24% of growers

15% of acres

Generational

Legacy
Retailer

Finance                  

Offers

11% of growers

5% of acres

Personal Link
Retailer + 

Manufacturer
Reputation

23% of growers

18% of acres

Tech Link
Retailer + 

Manufacturer

Information,     

Efficiency

26% of growers

29% of acres

Price 

Conscious

Multiple 

Retailers

òThe Gameó

Best Value

16% of growers

33% of acres

STRATEGY


