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Company Profile

Naturally Iowa, Inc.,  (NLIA) operating through its wholly-owned subsidiary Nat-
urally Iowa, LLC, processes and produces organic and all-natural milk, ice cream 
and yogurt packaged in environmentally friendly, biodegradable materials. All of its 
dairy products are certified either “organic” via the Iowa Department of Agriculture 
& Land Stewardship’s Organic Certification Program or “natural” (rBST free milk). 
The Company purchases milk from a consortium of farmer/producers within a tri-
state region of the Midwest.

Market Data

Exchange / Symbol
Coverage Initiated
Current Price
Rating
Price Target
Outstanding Shares
Market Cap.
52-Week Range

OTC PK: NLIA
03-OCT-07

$0.25
Speculative Buy

$0.64
189,463,556
47.5 million

N/A

NLIA daily 10/02/07

volume

1.2

1.1

1.0

0.9

0.8

0.7

0.6

0.5

0.4

0.3

0.2

400

300

200

100

0

Th
ou

sa
nd

s

28    Oct    2

The Company packages its products in revolutionary packaging made from 
corn that biodegrades completely in industrial grade compost pile or land-
fill. The technology, called NatureWorks® PLA, has been scientifically proven, 
market tested and used successfully in a variety of applications around the 
world. NLIA has the world’s first dairy processing plant utilizing PLA technol-
ogy and  has no direct competition in offering state-of-the-art, biodegradable, 
environmentally friendly packaging for its dairy products.

4     5      6      7      10    11    12   13     14    17    18    19    20    21    24    25   26    27

The Company is located in Clarinda, Iowa and began operations in January, 
2003. 
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Business model capitalizing on environmental benefits

Investment Highlights

NLIA’s business model capitalizes on two competitive advantages: 
organic and all-natural dairy products and environmentally friendly 
packaging. The Company provides consumers with the option of 
purchasing products that offer both health and environmental ben-
efits. 

The Company is the first dairy producer in the world to offer organic, 
biodegradable packaging made from corn. Its vision is to deliver su-
perior organic and all-natural dairy products to the global market-
place while contributing to a cleaner, safer environment. 

Enormous market opportunity

Consumer trends favoring healthy organic and natural foods will 
fuel demand for NLIA’s product line. The organic food market is ben-
efiting from increased demand and consumer acceptance. According 
to the Organic Trade Association (OTA) 2006 Manufacturer’s survey, 
this market is projected to produce double-digit growth rates over 
the next decade. While traditional food producers are reporting mod-
est 2-3% annual growth, organic food companies are experiencing 
annual growth exceeding 20%. Even with this rapid growth, organic 
food’s penetration is still modest - approximately 3.5% of total food 
sales. 

Annual US sales of organic foods have risen more than $13 billion since 2000 to create a $20 billion industry. The 
organic dairy segment generates annual revenues of approximately $3 billion. According to The Nutrition Busi-
ness Journal, sales of organic dairy products are likely to grow 15% annually through 2010, outpacing the growth 
of the overall organic food market.

Increasing environmental concerns are encouraging the use of biodegradable plastic packaging, which currently 
accounts for 0.8% of the tonnage of all plastic packaging but has the potential to capture about 10% of the present 
plastic market. Biodegradable packaging is a huge growth opportunity which is further benefiting from govern-
ment incentives and evolving environmental regulation.

Technology innovations allow delivery of superior products at lower costs.

NLIA uses the cold separation method for processing raw milk along with the proven, age-old low temperature, 
short-time method of pasteurization. The raw milk is heated to 178°F for 6 seconds, well below boiling, thereby 
killing all of the harmful bacteria while preserving most of the “good” bacteria and beneficial enzymes. By using 
this method, NLIA retains a high level of nutritional value, superior taste and quality in its dairy products. 
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Most commercial organic dairies use ultra-high temperature pasteurization, which heats the raw milk for several 
seconds at temperatures of 275°F. This process kills harmful bacteria but also destroys most of the good bacteria 
and enzymes as well. 

A mature product portfolio adhering to the stringent rules of Organic operation

NLIA produces organic and all-natural milk, ice cream, and drinkable yogurt. As a result of its processing meth-
ods, NLIA’s products have the natural, wholesome taste of fresh milk directly from the farm and retain the
naturally healthful benefits of organic and all-natural milk. Moreover, since its organic and all-natural ice cream 
and yogurt products are derived from NLIA processed milk, these product lines offer the same health benefits 
and quality.

In addition to earning the Certificate of Organic Operation, a Food Safety Systems & Sanitation Audit conducted 
by a respected third party, Randolph Associates, Inc., awarded NLIA a very high score - 94.5 out 100.  The pass-
ing score is 85. NLIA is the only dairy in the world to have IMS (Interstate Milk Shippers) certification and 
approval to manufacture PLA bottles in its production facility. It is also the only dairy in the world that is IMS-
certified to ship milk products across state lines and internationally in PLA packaging.  Additionally, NLIA is 
an ICIX Certified company, which identifies it as a producer of high quality, organic dairy products. This gives 
the Company a competitive advantage in the marketplace due to the length of time and high costs involved in 
becoming organic-certified.

Organic packaging adds to NLIA’s revenue generating potential

In addition to being a market leader in sustainable packaging, the Company has the ability to generate additional 
cash flow by using its excess production capacity to co-pack for other organic and “all-natural” brands.  The pro-
duction and sale of PLA bottles is an additional potential source of revenues for NLIA in 2008.

Health benefits could make NLIA‘s drinkable yogurt a blockbuster product

NLIA’s organic and all-natural drinkable yogurt products have the potential to become a major commercial suc-
cess due to the product’s proprietary formula and unique blend of probiotics that give it one of the longest shelf 
lives in the industry today. The company’s drinkable yogurt products have a 49-day shelf live and can last for up 
to 60 days, considerably longer than the shelf life of competitor’s organic yogurt products.  

Already generating revenues 

The Company generated 2006 revenues of $1.6 million and we believe it is on track to produce revenues exceed-
ing $2.0 million in 2007.  Through a distribution agreement with Organic Logistics, LLC NLIA gains the ability 
to distribute its organic and all-natural dairy products nationwide.  With growing demand for organic products, 
superior processing methods and nationwide distribution, NLIA is ideally positioned for continued double-digit 
revenue growth over the next few years. 

The rapid ramp-up in revenues is enabling NLIA to leverage its fixed costs and achieve significant margin gains. Assum-
ing 2007 revenues of approximately $2.0 million, we believe NLIA is likely to achieve operating breakeven in 2008.
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Experienced management team

NLIA is led by an experienced management team who together represent over 100 years of industry experience 
and deep expertise in organic farming, dairy production, ice cream formulation, and dairy product marketing. 
Most Company executives have spent the majority of their careers in the dairy and agricultural industry and 
have proven track records for establishing and managing food industry companies.

-  President/CEO William Horner, the co-founder on NLIA, has a lifetime of experience developing and man-
aging successful, socially responsible, innovative businesses in the fields of agriculture, organic dairy industry 
and education. For the past 16 years, Mr. Horner has partnered in multiple international agricultural marketing 
ventures throughout the Caribbean, Asia, and Africa. 

-  VP of Sales and Marketing Daniel Strong formerly served as Director of Sales for the entire United States for Ben 
& Jerry’s ice cream and was instrumental in growing that company from $18 million to $131 million in sales. 

-  CFO Paul Horner’s previous position was as a Vice President at Central States Indemnity, a Berkshire-Hatha-
way Company. 

-  Richard Jensen, the Company’s Operations Manager, has over 20 years of experience in production manage-
ment, manufacturing layouts, development engineering. Mr. Jensen possesses in-depth, broad experience in the 
areas of procurement, packaging, food safety, inventory control, maintaining customer databases, and develop-
ing routing and scheduling of deliveries to a customer base, 

-  Bill Lambert, a consultant for the Company, has over 50 years experience in the dairy industry, consulting 
with existing and start-up dairies worldwide. Mr. Lambert has designed dairy processing facilities and trained 
personnel in their operations in the Middle East and the former Soviet Union. Before his “retirement”, he served 
as General Manager for Anderson-Erickson’s Ice Cream Division. He is responsible for formulating all of NLIA’s 
ice cream products.
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Business model

Company Overview

NLIA is the only producer of organic and all-natural dairy products who packages its products in biodegrad-
able, environmentally friendly packaging made from corn. 

The Company’s business model is designed to capitalize on demand for organic and all-natural dairy products 
and packaging that is safe for the environment. The Company addresses growing environmental concerns by 
giving consumers the option of buying healthy organic and all-natural products in environmentally friendly 
packaging.

In fact, NLIA ‘s corporate  slogan is “we milk the cows…and grow the bottles”.

The Company’s objective is to deliver superior organic and all-natural dairy products to the global marketplace 
while continuing to innovate with environmentally friendly packaging, manufacturing and production tech-
niques. NLIA strives to deliver the healthiest, best-tasting dairy products while contributing to a cleaner, safer 
environment. 

NLIA bridges the gap between the small dairy farmer and the consumer by adding value to the family farmer’s 
superior organic and/or “all natural” products through its production processes and providing national distri-
bution channels. 

Naturally Iowa’s manufacturing facility, located in Clarinda, Iowa, is a fully certified dairy processing plant that 
meets all organic and IMS (Interstate Milk Shippers) criteria for the processing of milk, yogurt, and ice cream as 
well as the manufacturing of PLA bottles. The equipment set-up enables high volume dairy product production 
from milk intake through packaging and storage.

Products 

The Company specializes in three categories of organic and all-natural dairy products: fluid milk, ice cream, 
and drinkable yogurt. NLIA adheres to a strict policy of using only the cold separation method for processing 
its fluid milk, which allows for the highest quality end-product in terms of flavor and maintains the naturally 
healthful benefits of organic and all-natural milk.

Fluid Milk: 

NLIA’s milk comes from organic certified small dairy farms and all-natural farms and 
is cold-separated. Cold separating allows for a more flavorful product; the 2% milk 
tastes more like whole milk and skim milk tastes like 2% milk.

The Company pasteurizes its milk for a shorter time period than most organic commer-
cial dairies. By combining cold-separation with proven age-old methods of pasteuriza-
tion, NLIA produces organic and all-natural dairy products with a fresh, rich taste and 
the health benefits provided by “good” bacteria and enzymes while destroying the 
harmful bacteria.
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Most competitors pasteurize their organic milk at ultra high temperatures that give the milk a longer shelf life 
but alters the natural taste.

NLIA’s milk is packaged in biodegradable containers made from corn---PLA. This means that the bottles will 
biodegrade when placed in an industrial compost facility.

Ice Cream: 

NLIA’s ice cream is made from organic and all-natural milk, cream, and other high 
quality organic ingredients.  Bill Lambert, an industry veteran in ice cream for-
mulation with more than 50 years experience, develops the Company’s ice cream 
recipes.  

The Company’s ice cream packaged in pint and quart containers features a PLA 
shrink-wrap, yet another unique packaging innovation.  Naturally Iowa packs 
its organic and all-natural ice cream in three-gallon tubs, and its heritage brand, 
Falk’s Ice Cream (founded in 1933) in half-gallon containers. 

Naturally Iowa purchased the assets of Falk’s Ice Cream Company in 2004. The all-natural formula continues to 
be produced and sold in retail stores throughout the Midwest. Because the Company uses only the purest, all-
natural flavorings in its Original Lemon Custard, Pure Natural Vanilla, Fresh Strawberry Patch, Old Fashioned 
Coffee, Granny’s Fudge Chocolate, and Red Raspberry Rush, it can keep the butterfat content of its product 
lower than other premium brands, without sacrificing any of the taste.

Drinkable Yogurt: 

NLIA’s organic and all-natural drinkable yogurt products are the result of more 
than three years of research and development.  The Company’s yogurt products 
are available in mango, raspberry, blueberry, mixed berry, strawberry, and peach 
flavors.  These products are differentiated in the marketplace by their superior 
taste and texture, laboratory-proven, extended life probiotics and biodegradable 
shrink-wrap and packaging. In addition, they are offered at a lower price point 
per ounce than competitor’s products.  

NLIA’s management anticipates that the organic and all-natural drinkable yogurt product line will become a ma-
jor blockbuster product for the Company as a result of its proprietary formulation, health benefits and extended 
shelf life.  The Company uses a proprietary formula that keeps probiotic bacteria strains alive for up to 60 days 
so that the consumer reaps more  health benefits.
In lab tests conducted at Iowa State University, tests demonstrated that the probiotic blend in NLIA’s drinkable 
yogurt has a shelf life of up to 60 days, much longer than the industry average.

Probiotics are known to be beneficial to the digestive process.  Adding probiotics to the diet has been shown to 
reduce the incidence and severity of diarrhea illnesses and relieve the symptoms associated with irritable bowel 
syndrome, allergies, and even some side-effects on cancer.  Despite proven health benefits, the American Acad-
emy of Microbiology recently noted that “at present, the quality of probiotics to consumers in food products 
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around the world is unreliable”. By offering a proven product with extended life probiotics, which has been 
laboratory tested, Naturally Iowa distinguishes itself from the competition.  

PLA Packaging: 

NLIA is the first dairy in the world to pack-
age its organic products in biodegradable 
containers made from corn. Natureworks 
LLC, a wholly-owned subsidiary of Cargill, 
pioneered this revolutionary compostable 
plastic resin ten years ago.

NLIA conducted the necessary research and 
development with the assistance of its stra-
tegic partner Norland International, took the 
resin produced by Natureworks, and cre-
ated molds that produce  bottles ranging in 
size from eight ounces to a half gallon.

Naturally Iowa, through its exclusive agree-
ment with PLA Supply Company has the 
right of first refusal to all of PLA Supply 
Company’s allocation of resin. Additionally, 
it took Naturally Iowa three years of research 
and development to perfect the manufactur-
ing techniques to effectively produce PLA 
bottles. Cargill’s 10 years of research and de-
velopment, combined with Naturally Iowa’s

three years of research and development, in addition to the Company’s rights to PLA Supply Company’s resin 
allocation, represent a significant advantage in the marketplace.

Marketing and distribution

NLIA’s customers include mainstream grocery stores, specialty grocery stores, specialized health food stores, mass 
merchants and mass-market clubs, as well as schools, hospitals, restaurants and corporate customers. The target 
market for organic and all-natural dairy products is expanding rapidly and these products can generally now be 
found in most places where conventional dairy products are sold.

Growing consumer interest in organic foods is helping bring organic and all-natural dairy products into the main-
stream. As this market continues to evolve, all age groups, from infants to the elderly, become potential customers 
for NLIA’s products. 

The Company recently signed a distribution contract with Organic Logistics LLC which will enable it to cost-ef-
fectively distribute its organic and all-natural dairy products nationwide.  NLIA is planning to make weekly dis-
tribution available across the US and twice weekly shipments to major markets. The Company also plans to make 
weekly deliveries to organic, natural, and national grocery distributors, mass merchants, and mass market clubs.
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Organic food

Industry Outlook

Organic food is produced by farmers who are committed to the use of renewable resources and the conservation 
of soil and water, enhancing the quality of the environment for future generations.  Organic meat, poultry, eggs, 
and dairy products come from animals that are given no antibiotics or growth hormones.

Organic food is becoming very popular. The market for organic food has been growing at double-digit rates for 
nearly a decade. The Organic Monitor estimated the 2006 global market for organic foods at $36.7 billion, up 
13.6% from 2005. By 2011, the market is forecast to reach $67.1 billion, an 83% increase since 2006. This contrasts 
with a total food market growing approximately 2% per year.

Source: http://www.redorbit.com/news/business/1031837/the_global_organic_food_market_grew_by_136_in_2006/index.html, Analyst estimates

The global organic food market, $ Bn
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Annual US sales of organic foods have increased more than $13 billion since 2000 and currently represent a $20 
billion market opportunity. According to the Organic Trade Association, organic foods’ share of total retail sales 
of food and beverages was about 3% in 2006 and is expected to exceed 3.4% in 2007.

US organic food market

2000
2001
2002
2003
2004
2005
2006
2007E

Organic Food 
Revenue, $ Bn

Organic Food 
Growth

$6.1 
$7.4 
$8.6 

$10.4 
$11.9 
$13.8 
$16.9 
$19.8 

21.0%
20.7%
17.3%
20.2%
14.6%
16.2%
22.0%
17.4%

Organic 
Penetration

1.2%
1.4%
1.6%
1.9%
2.2%
2.5%
3.0%
3.4%

Source: http://www.ota.com/pics/documents/short%20overview%20MMS.pdf, Analyst estimates
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According to the Nutrition Business Journal, compound annual growth exceeding 11% is forecast for the US 
organic food industry between 2007 and 2010. Many analysts consider this estimate quite conservative given 
organic food’s low penetration and increasing demand.

Dairy products

Global dairy consumption is growing at approximately 3% annually.  Emerging economies in Asia and Africa 
are experiencing greater demand for milk but local supplies can’t keep pace with demand. The US dairy indus-
try had experienced three consecutive years of greater than 2% growth. The US produced approximately 183.2 
billion pounds of milk in 2006 and 179.9 billion pounds in 2005.

Growth in the organic dairy sector has been impressive. During 2006, the organic dairy sector grew 27% and 
The Nutrition Business Journal conservatively forecasts 15% annual growth in demand for organic dairy foods 
through 2010.

The US market for organic dairy, $ Mn

Organic Food Segments 2005
      Sales % Growth

2006
      Sales % Growth

Dairy

Total organic food sales

2,140

13,831

23.6%

16.2%

2,717.8

16,874 

27.0%

22.0%

Source: http://www.organicconsumers.org/articles/article_5109.cfm

A media campaign championing organic milk caused the US Department of Agriculture to begin tracking or-
ganic milk sales in 2006. Through the first 10 months of 2006, organic milk represented 1.9% of total fluid sales.

Biodegradable packaging

Packaging is a complex and a constantly evolving multi-billion dollar industry with annual sales exceeding 
$185.8 billion.  High global growth rates for packaging reflect a strengthening world economy. 

The number of bioplastic product manufacturers is increasing rapidly. In some areas, technical developments 
have allowed bioplastic materials to achieve the quality of conventional products made from oil. The market 
for biodegradable packaging is growing and applications are multiplying. These new materials are continually 
evolving and emerging as a more environmentally friendly alternative to traditional packaging materials. 

There are several reasons why demand for biodegradable packaging is increasing: 
-     the global packaging industry is challenged by rising prices for non-renewable raw materials and 
      increasing consumer pressure for more environmentally friendly packaging; 
-    Demand is rising from China and India;  
-    Catastrophic events such as the Gulf Coast hurricanes curtailed US oil production and refining and 
     some areas have yet to fully recover; 
-    At present, over 50% of packaging is plastic and oil is a key component in plastics manufacturing, Oil prices 
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     have increased six-fold since the 1990’s and supplies are depleting. For every 4 barrels of oil consumed 
     today,  only 1 new barrel is discovered; 
-    Environmental awareness is growing and major chains such as Carrefour, Wal-Mart, Costco, Whole Foods 
      and Wild Oats are setting the pace for environmental activism by “encouraging” brand-owners and 
      manufacturers to become more environmentally conscious.

According to Pira International, 16,047 tons and 19,350 tons of biodegradable packaging were consumed in 
North America and Western Europe, respectively, in 2006. Currently, fresh food products account for 41% of bio-
degradable packaging use. Due to the short shelf life of food products, this category is particularly well-suited 
for biodegradable packaging. 

In Europe, biodegradable plastic packaging accounts for 0.8% of plastic packaging tonnage. Experts estimate 
that today’s bioplastics could potentially capture about 10% of the plastic packaging market or about 40 million 
tons.  Biodegradable packaging offers significant growth opportunities which are further enhanced by new en-
vironmental regulations.  On October 11, 2005, the French Parliament voted to prohibit the sale or distribution 
of non-biodegradable plastic bags or packaging in France beginning January 1, 2010. Another incentive for bio-
degradable packaging was introduced in Germany in May 2005 when authorities voted for tax exemptions for 
biopackaging companies. As a result of these and other incentives, the biodegradable packaging market is likely 
to grow 15-20% annually over the next several years.
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Revenues

Financial Analysis 

The Company’s revenues have rapidly increased as a result of growing acceptance of its product offerings.  We 
anticipate NLIA will produce 2007 revenues in a $2.0 million range.

Income statement 

Source: SEC filings

Net sales
Cost of sales:
Gross profit

Operating expenses
Plant expenses
Transportation expenses
Marketing expenses
Administrative expenses

Total other income (expense)
Net income (loss)

Gross margin
Net margin
Operating expenses, % of revenue

$ Thousands 2005

129 
84 
45 

498 
363 
15 
14 

106 

110 
 (344)

35.1%
-266.4%
386.5%

2006

 1,519 
 1,300 
 218 

 1,192 
 955 
 57 
 25 

 155 

 16 
(958)

14.4%
-63.1%
78.5%

Six months 
2007

  860 
 583 
 277 

 587 
 473 

7 
 12 
 95 

(51)
(360)

32.3%
-41.8%
68.2%

Rapid revenue growth is enabling NLIA to leverage its fixed costs and improve profit margins. The Company 
anticipates reaching breakeven in 2007. 

Liquidity and capital resources

The Company has limited cash reserves, negative operating cash flows and relies primarily on external financing 
to fund its operations. At June 30, 2007, NLIA had a working capital deficit of $1.4 million, down from $0.9 mil-
lion of working capital deficit at year-end 2006.  The decline reflects the use of funds for operating expenses.

Total assets
  including current assets

Total liabilities
  including debt
Total equity

Net Working Capital

$ Thousands 31-Dec-06

          994 
          463 

         
        1,623 
          855.8 
         (629)
              

         (858)

30-Jun-07

         1,713 
           521 
              -   

         2,239 
           1,331.2

          (525)
              -   

        (1,449)

Source: SEC filings 

NLIA plans to raise additional funding which will be used to further expand its product offerings, increase its 
visibility in the marketplace and enhance its distribution network. 
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Valuation

Organic food companies are benefiting from rising demand and consumer acceptance for their products. Mar-
ket experts forecast double-digit annual sales growth for the organic food market over the next decade. While 
traditional food producers are reporting modest 2-3% annual growth, organic food companies are experiencing 
annual growth exceeding 20%. Despite these impressive figures, market penetration for organic foods is still 
modest – approximately 3.5% of the total food market. 

NLIA entered the market in 2003 and has made significant progress rolling out its products, developing its 
manufacturing capabilities and building a distribution network. The Company generated 2006 revenues of $1.6 
million and we believe it is on track to exceed $2 million in sales in 2007.  With its differentiated products and 
expanded distribution channels, the Company is well-positioned for long-term double-digit annual growth.

Revenue forecast, $ Mn

Source: Management guidance, analyst estimates.
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8
4
-

1.5
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3.2 5.2
8.3

13.3
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28.0

36.4

43.7

We based our valuation analysis on management’s revenue guidance, the Company’s strong revenue perfor-
mance in the first six months of 2007 and the enormous growth potential of the organic dairy market. 

We made the following assumptions in building our Discounted Cash Flow (DCF) model:
 - Terminal growth rate 8%
 - WACC    14%
 - Tax rate               30%
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Free cash flow forecast, $ thousands

EBIT

EBIT (1-t)
Depreciation
Capital Investments
Changes in NWC
FCFC
Discounted FCFC

2007 2008 2009 2010 2011 2012 Terminal 
value

284

199
138
200
149
(12)
(12)

1,356

949
158
200
174
733
622

2,419

1,694
178

1000
261
611
455

4,138

2,897
278
200
417

2,557
1,670

6,408

4,485
298
200
534

4,049
2,320

8,971

6,279
318

1000
601

4,996
2,511

274,041
112,100

2013

11,662

8,163
418
200
561

7,820
3,448

2014

13,994

9,796
438
200
364

9,669
3,740

Source: Management guidance, analyst estimates.

Our DCF model derives a fair value for NLIA’s debt and equity of $112.1 million. Subtracting $1.3 million of net 
debt from the equity value, we derive a fair value for NLIA’s equity of $110.8 million, or $0.64 per share. 

Analyst summary

Naturally Iowa produces and markets organic and all-natural milk, ice 
cream and drinkable yogurt offered in biodegradable packaging.  Through 
processing innovations, NLIA is able to produce healthier, superior tast-
ing dairy products at competitive prices. In addition, the Company is the 
world’s first and only dairy to package its products in biodegradable con-
tainers made from corn. 

Through a distribution agreement with Organic Logistics, the Company is 
positioned to distribute its organic and all-natural dairy products nation-
ally, laying the groundwork for continued double-digit growth as it ben-
efits from increasing demand for organic dairy products and government 
incentives for biodegradable packaging. 

In addition, its packaging capabilities provide NLIA with an additional 
revenue stream from sales of PLA containers. The Company is using its 
untapped packaging capacity to co-pack for other organic brands and will 
generate revenues from packaging sales in 2007 and 2008.

Rising demand for organic foods, superior quality products and national 
distribution capabilities will facilitate rapid market acceptance for NLIA’s 
products and enable the Company to quickly gain meaningful market 
share. As a result, we are initiating coverage of NLIA with a Speculative Buy rating and a $0.64 price target. 
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Investment Risks

Ability to grow according to management guidance

NLIA’s success will depend on its ability to build brand awareness and customer sales. Despite an optimistic 
industry outlook and the advantages of the Company’s products and technology, no assurance can be given that 
NLIA will be able to generate consistent long-term growth.  

Additional financing required

The Company will require additional external financing to implement its business plan. IF NLIA can’t raise suf-
ficient funds, the implementation of its business plan could suffer, affecting our valuation model.

Competitive organic food market 

Strong growth within the organic food market will likely attract significant competition. A number of large 
American food companies are developing organic food offerings. Some of these companies have greater finan-
cial, marketing and distribution resources than NLIA. However, the Company has a significant competitive 
advantage based on its PLA packaging. Cargill spent ten years developing these bioplastic resins and NLIA 
through its exclusive agreement with PLA Supply Company has the right of first refusal to all of PLA Supply 
Company’s allocation of resin. It is highly unlikely another competitor will be able to develop a similar packag-
ing any time soon. 

Negative shareholders’ equity 

The Company has debt on its balance sheet, a working capital deficit and negative shareholders’ equity. More-
over, the amount of debt increased in the first six months of 2007 and currently exceeds the book value of as-
sets. 
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Management

William Horner, the co-founder on NLIA, has a lifetime of experience developing and man-
aging successful, socially responsible, innovative businesses in the fields of agriculture, or-
ganic dairy industry and education. For the past 16 years, Mr. Horner has partnered in 
multiple international agricultural marketing ventures throughout the Caribbean, Asia, and 
Africa. After extensive research into the economic viability of organic farming, Mr. Horner 
went on to own and successfully manage an organic dairy farm which is still in operation 
today. 

William Horner
President and CEO

An entrepreneur and educator in the agriculture and organic dairy markets, Mr. Horner has 
spent a lifetime establishing, and managing socially responsible organizations. 

Mr. Strong brings more than 28 years experience and numerous accomplishments in sales 
and marketing in the dairy/food sectors to NILA’s management team. One of Mr. Strong’s 
most notable accomplishments occurred during his tenure at Ben & Jerry’s Homemade Ice 
Cream. During a nine-year period when he rose from Regional Sales Manager to Division 
Sales and Marketing Director, and later Director of Sales for the entire US, Mr. Strong was 
instrumental in growing Ben & Jerry’s from a small regional business with approximately 
$18 million in sales to a national organization with over $131million in annual sales. He led 
two successful product rollouts, designing and implementing business plans for the two 
products, setting up distributors, and signing up national and regional accounts. 

Daniel A. Strong
VP of Sales and Marketing

Mr. Horner brings 20 years of experience in finance to the management team, from proj-
ect manager at RPI, Inc. to Vice President at Central States Indemnity, a Berkshire-Hatha-
way Company. After receiving an MBA in Finance from Loyola University of Chicago, Mr. 
Horner began his career working for RPI Inc., a business research firm in Chicago, where 
he directed client projects in areas such as corporate strategy, finance, marketing, competi-
tive analysis and product development. He established himself as the firm’s top revenue 
producer within his first year. After spending a year with the Culver Marketing Group/
Redstone Communications in Omaha, Nebraska, Mr. Horner took a position in 1996 with a 
Berkshire-Hathaway company - Central States Indemnity. His last position at Central States 
Indemnity was as a Vice President  overseeing a staff of analysts and programmers, devel-
oping custom models, assisting in pricing of contractual agreements, and  responsible for 
the financial management of marketing campaigns.

Paul Horner
Chief Financial Officer

Mr. Jensen’s career and experience in production management, manufacturing layouts, de-
velopment engineering, and development engineering management spans over 20 years. 
Mr. Jensen possesses in-depth, broad experience in the areas of procurement, packaging, 
food safety, inventory control, maintaining customer databases, and developing routing 
and scheduling of deliveries to a customer base. He has extensive knowledge of Department 
of Transportation regulation, as well as State, Federal, and USDA packaging and labeling 
requirements.

Richard Jensen
Operations Manager

Mr. Lambert has over 50 years experience in the dairy industry, consulting with existing 
and start-up dairies worldwide. Mr. Lambert has designed dairy processing facilities and 
trained personnel in their operations in the Middle East and the former Soviet Union. Before 
his “retirement”, he served as General Manager for Anderson-Erickson’s Ice Cream Divi-
sion. He is responsible for formulating all of NLIA’s ice cream products.

Bill Lambert
Consultant
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Beacon Equity Research (otherwise known as BER) is an independent research firm specializing in small and micro capitalization companies. 
BER has no investment banking or consultation conflicts thereby minimizing the inherent conflicts of interest between the research analysts and 
the companies they cover. BER is not a registered investment advisor or broker dealer. No information in this report should be construed as an 
endorsement to either buy or sell any securities mentioned in this report. The analyst(s) who prepared this report rely on publicly avail¬able 
information which neither the analyst, nor BER, can guarantee to be error-free or factually accurate. All conclusions in this report are deemed 
reasonable and appropriate by the author. The Private Securities Litigation Reform Act of 1995 provides investors a “safe harbor” in regard 
to forward-looking statements. To fully comply with the requirements of this law, BER cautions all investors that such forward-looking state-
ments in this report are not guarantees of future performance. Unknown risk, uncertainties, as well as other uncontrollable or unknown factors 
may cause actual results to materially differ from the results, performance or expectations expressed or implied by such forward-look¬ing 
statements. Investors should exercise good judgment and perform adequate due-diligence prior to making any investment. Beacon Equity 
Research and its affiliates have been directly compensated a total of seven thousand five hundred dollars  directly from Evergreen Marketing 
for enrollment of NLIA in its research program.Ratings and price targets in this report should not be construed as recommendations or stock 
price predictors. Readers of this report are urged to use due-diligence in any purchase of security listed herein. Readers should consult the 
Company’s SEC filings as well as our initial report on the firm to better understand the inherent risks associated with this security. There may 
be many uncontrollable or unknown factors which may cause actual results to materially differ from the results, performance or expectations 
expressed or implied by such forward-looking statements. Investors should exercise good judgment and perform adequate due-diligence prior 
to making any investment.

Disclaimer

All decisions are made solely by the analyst and independent of outside parties or influence. 

I, Victor Sula, Ph.D, the author of this report, certify that the material and views presented herein represent my personal opinion regarding the 
content and securities included in this report.  In no way has my opinion been influenced by outside parties, nor has my compensation been 
either directly or indirectly tied to the performance of any security listed.  I certify that I do not currently own, nor will own and shares or se-
curities in any of the companies featured in this report.

Victor Sula, Ph.D. - Senior Analyst 

Victor Sula, Ph.D. has held the position of Senior Analyst with several independent investment research firms since 2004. Prior to 2004, Mr. Sula 
held Senior Financial Consultant positions within the World Bank sponsored Agency for Restructuring and Enterprise Assistance and TACIS 
sponsored Center for Productivity and Competitiveness of Moldova, where he was involved in corporate reorganization and liquidation. He is 
also employed as Associate Professor at the Academy of Economic Studies of Moldova. Mr. Sula earned his Ph.D. degree in 2001 and bachelor’s 
degree in Finance in 1997 from the Academy of Economic Studies of Moldova. Mr. Sula is currently a level III candidate in the CFA program.


