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1) JIM ROCHE SELECTED AS 2012 OPE WINNER OF “MOST INFLUENTIAL PEOPLE IN THE GREEN 

INDUSTRY” 

www.outdoorpowerequipment.com  

 

January 16, 2013 – “Green Media, a division of M2MEDIA360 -- publisher of Outdoor Power Equipment, Landscape and 

Irrigation, Arbor Age and SportsTurf -- is proud to present the 2012 selections for “Most Influential People in the Green 

Industry.” 

 

Green Media’s “Most Influential People in the Green Industry” were nominated by their peers for their ongoing 

contributions to the Green Industry. The professionals selected for this honor were chosen from throughout the Green 

Industry, and exemplify a commitment to the industry and a widespread influence on their peers. 

 

Green Media congratulates all of those selected as “Most Influential People in the Green Industry.” 

 

Jim Roche 

Executive Director 

Equipment & Engine Training Council, Inc. 

 

As executive director of the Equipment & Engine Training Council, Inc. (EETC) since 2000, Jim Roche has been 

responsible for handing out dozens of awards to his peers for their outstanding contributions to the EETC, a non-profit 

association whose mission is to address the shortage of qualified service technicians in the outdoor power equipment 

industry through education, certification and training. 

 

So, after all that Roche has accomplished with the EETC -- as well as at the dealer, distributor and manufacturer levels 

during his nearly 35-year career in the OPE industry -- it is rather fitting that he was selected as one of the “Most 

Influential People in the Green Industry,” shortly before he retired on Dec. 17. 

 

"Jim Roche brought professionalism to the EETC in his role as Executive Director,” said Jim Starmer, senior advisor, 

Servantage Dixie Sales. “He helped make the EETC an organization highly respected throughout the OPE industry, 

focused on the education and training of skilled technicians, for the benefit of all industry participants. It was a huge task, 

but Jim, with his wife Rachel at his side, succeeded in providing professional leadership to the EETC, strengthening an 

organization that will benefit our industry for years to come. As a former board member of the EETC, I am honored and 

proud to have known and worked with Jim and Rachel, to be able to call them friends, and to thank them for what they 

have accomplished for our industry." 

 

And Roche is quick to acknowledge that his wife, Rachel, had a tremendous amount to do with his success. “Let me just 

say that when I married her, I married up,” he said. “She is extremely intelligent. On top of that, she’s extremely 

supportive. I could have never done it without her.” 

 

The EETC was founded in 1996 and incorporated in 1997, with Virgil Russell serving as its first executive director until he 

underwent quadruple bypass surgery and stepped down in 2000. Roche stepped in and worked tirelessly to take the 

association to new heights. For starters, he developed a strategic plan for the EETC’s mission, led the development and 

implementation of the EETC’s school accreditation program, managed the EETC’s national technician certification 

program, and launched the EETC’s website, among many other things. 

 

Establishing the school accreditation program was not only one of Roche’s proudest accomplishments with the EETC, but 

it also set the tone for how he ultimately ran the association, which is a diverse group currently made up of approximately 

450 industry professionals -- including manufacturers, distributors, dealers, associations and educators. 

 

“It was a long, hard struggle because we had to have meetings with everybody, committee meetings, to kind of lay out 

what should be in that manual; and it took a lot of hard work and there was some ‘taking off of the hat,’ so to speak, and 

I’ll use that terminology loosely,” he said. “Each manufacturer or distributor walked in with his corporate hat on, and 

basically what we had to do was say, ‘OK, well, take off your corporate hat. We’re all working together for a common goal 

here. This common goal is going to help all of us, whether there’s people that are not here from certain manufacturers or 
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all of the people that are here. We’re sharing information for a positive purpose, and that is to promote our industry and to 

supply the industry that is constantly growing and developing new products to having technicians that can repair them.’ 

And so that was a big factor too is that everybody comes in, and you’re no longer ‘Bob from Husqvarna.’ You’re just ‘Bob,’ 

and everybody knows you, and it’s like, ‘Well, where does he work?’ Well, it doesn’t matter where he works. He’s here to 

support the organization.” 

 

Recognizing those who support the EETC and its mission has always been of the utmost importance to Roche, who 

established a formal awards reception/dinner, followed by live entertainment, on the final evening of the annual 

conference. Roche often became so overcome with emotion before or during the awards presentations that he would call 

on others to handle the honors on his behalf. 

 

When asked what makes the awards presentations such an emotional experience for him, Roche replied, “I’ve worked 

with these people for years. They’ve become family to me. And it gets me to the point, when I think about it, I get very 

emotional because I love these guys and because they deserve the award that they’re going to get. So, what ends up 

happening for me is that it all comes to the surface at that point. I’m very excited that they’ve been chosen to get the 

award, number one. But to deliver the award, it’s like I’m delivering the award to either one of my kids or my best friend in 

the whole world. We work with people in our entire business lives. We find some that we really can connect with. We find 

others that we don’t connect with very well. However, in the service industry, it seems to be a little bit different. It seems to 

be less dog-eat-dog, or I’m going towards the top -- I’m going to be the best of this and the best of that. That never seems 

to play into the side of service. The service guy’s attitude seems to be, ‘I’m going to do the best job I can for this 

manufacturer or this distributorship, and represent the product as best I can.’” 

 

Pre-EETC days 

 

Given Roche’s lifelong journey to become executive director of the EETC, it is easy to see why his emotions would get the 

best of him when presenting the awards. Born and raised in Milwaukee, Wis., he graduated from Washington High 

School. He attended a local tech college, the Milwaukee Institute of Technology, where he pursued Commercial Art as a 

career path, but found it really wasn’t enough for him. He then attended a four-year college, Stout State University (now 

known as the University of Wisconsin-Stout) in Menomonie, Wis., where he majored in Fine Arts. 

 

While attending college, Roche became a professional musician, singing and playing guitar among other instruments, and 

then traveled around the country, performing mostly folk music at different college campuses. Although he couldn’t make 

a living playing music, he said it helped him become comfortable standing up in front of people. 

 

When his first wife became pregnant, Roche needed to figure out a way to make a living, which prompted him to pursue a 

career as a service technician. He enrolled in the power equipment program at what is now known as Chippewa Valley 

Technical College in Eau Claire, Wis., and earned a two-year associate’s degree in Small Engine & Chassis Repair. 

Despite graduating in a first-place tie in his class, Roche had no luck finding a job in the power equipment industry, so he 

decided to open his own dealership, H&R Small Engine Repair, in Osseo, Wis. Roche ran the dealership for about three 

years before he and his first wife split up, and she and their two children moved to Chicago. 

 

“Ironically, she was looking for an apartment,” Roche said, “and the prospective landlord said, ‘Well, what does your 

husband do (for a living)?’ And she said, ‘Well, he’s in the small-engine business and has his own shop.’ And the guy 

said, ‘Wow. That’s very interesting because my company is looking for a guy just like that. Why don’t you have him call 

Ken Anderson (director of technical services) at Echo Incorporated?’And so, I did that, because I was planning to move to 

the Chicago area anyway, and ended up getting a job at Echo Incorporated.” 

 

Roche worked as the Eastern Regional Service Manager at Echo from 1981 to 1984, but found that he was missing a 

connection between the dealership and manufacturer levels, so he went to work for a distributor, Virginia Outdoor 

Equipment in Charlottesville, Va., as service manager from 1984 to 1985. He then decided to return to the Midwest and 

work for a manufacturer, landing a job as the North American Service Manager at Husqvarna, which was then based in 

Itasca, Ill., from 1985 to 1990. When Husqvarna announced that it was moving to Charlotte, N.C., Roche decided not to 

return to the South, opting to stay closer to his son and daughter. He became president of Service Center/USA Inc. in 

Glenview, Ill., from 1990 to 1992. Roche returned to his home state to serve as Technical Service Manager at Scag 



Power Equipment in Mayville, Wis., from 1992 to 2000 before he became the executive director of the EETC and 

influenced the lives of so many people. 

 

“Jim was always looking to promote an industry that he truly believes in,” said Dave Worden, SkillsUSA program director, 

EETC board member and long-time friend. “It allowed people like me to present and deliver information with a passion 

that is becoming rare. He gives, and will continue to give, you his best and support the cause and also look at how he can 

help out others. He is a mentor, a passionate leader, an honest man doing what he could to try and ‘pay it forward’ in an 

industry that was at times harsh and cold. He has a sense of humor and was always available. He looks out for others and 

is always ready to help advise and promote the association and the industry and its partners without the political stress 

showing.” 

 

Influential people 

 

When asked who have been the most influential people in his life, both personally and professionally, Roche was quick to 

name the man who gave him his first big break. “There’s been a lot of different teachers that I’ve had through my life that 

have influenced me a lot, but in business, it was Ken Anderson,” Roche said. “Ken Anderson taught me how to handle 

myself in front of groups. Ken Anderson taught me how to dress correctly for the job. He was truly, in my life, a mentor in 

this industry. There have been other people in the industry as well, but Ken Anderson really stands out as the first person 

that I met who wasn’t critical of who you were. He looked for your potential.” 

 

Roche said the second-most influential person in his professional career has been Andy Kuczmar, who currently works at 

Husqvarna but was the service manager at Echo when Roche worked there. “Andy Kuczmar was a tyrant when it came to 

doing things correctly and would let you know if you did it wrong,” Roche said. “And in no few words, he would tell you that 

‘You’re an idiot.’ And it took many, many years for me not to be an idiot in Andy’s eyes, but he was, and is still, probably 

one of the most influential people that I’ve ever come in contact with. He’s a genius. He knows his stuff. He knows 

everything about engines that could possibly be needed and constantly would test me on what I knew and what I didn’t 

know.” 

 

Future plans 

 

As for the future, the 66-year-old Roche said that one of his first plans is to get a dog in the spring. He also wants to get 

back to doing the things that he pushed aside for years because of his devotion to the EETC. He plans to spend more 

time playing music, which he currently does on Wednesday nights at a “local watering hole” in Oconomowoc, Wis., as well 

as devote more time to his artwork and other projects. 

 

When asked how he would like to be remembered by his peers, Roche responded, “as a good guy who was helpful to 

people.” He added, “I just hope people feel that I did a good job at the EETC and that they remember me for that. Like 

anything, we all move on. We let the younger people who have the energy to come in and take over, and I think that’s an 

important thing for our industry.” 

 

Final thoughts 

 

For those interested in pursuing a career in the OPE industry, Roche offered the following words of wisdom: “I think this is 

a great industry to be in. I think it’s extremely rewarding. I think it’s not too big where you get lost. And I think it is not 

pretentious in how it runs its business. It’s very down to earth. If you’re in this industry to make a living, you can make a 

good living and also be very satisfied. What I have found is that it’s all about the inner relationships. The power equipment 

industry is small enough that you know an awful lot of people that are in the industry, and if you burn your bridges as you 

go, you’re not going to be in the industry for very long. But if you become part of it, if it becomes part of your soul, you’re 

going to be extremely successful and you’re going to be rewarded financially as well. But if you don’t put your soul into it,  

if you don’t put your heart into it, you’re just spinning your wheels and kind of wasting your time. That’s always been my 

philosophy of the power equipment industry.” 

 

-- Steve Noe 
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2) MADE IN AMERICA: GENERATORS 

Robert Hanley      www.beta.fool.com  

 

Robert is a member of The Motley Fool Blog Network -- entries represent the personal opinions of our bloggers and are 

not formally edited. 

 

January 9 -- When the lights go out, most businesses idle their production until the electricity is restored by the power 

company.  However, a periodic disruption in utility service is exactly the time when the power generation industry’s 

products spring into service.  

Generators provide backup power to homes and businesses, generally delivering between 800 watts and 9 megawatts of 

power through diesel, propane, natural gas, or bio-fuel sources. The industry has attracted notable attention in recent 

years as increasingly frequent storms make generators an important infrastructure asset for a wide range of businesses.  

Best of all, many of the leading products are made right here in America. 

 

The #1 manufacturer of home generators is Wisconsin-based Generac (NYSE: GNRC).  Founded in 1959, the company 

makes a variety of standby and portable generators through four manufacturing plants located in Wisconsin and Georgia.  

 

While its products have historically been powered by diesel and propane fuels, Generac has been developing products 

that utilize cleaner-burning natural gas or bio-fuel in order to comply with government emissions rules.  In addition, the 

company has been diversifying into related markets through the acquisition channel, including the 2011 purchase of 

Magnum Products, a leading provider of light towers and mobile generators. 

 

In its latest fiscal year, Generac reported revenues and adjusted EBITDA of $792.0 million and $188.5 million, increases 

of 33.6% and 20.6%, respectively, versus the prior year.  The company's strong sales were aided by a greater level of 

purchases by U.S. customers who were affected by recent storm activity, as well as its limited exposure to weakening 

international economies.  

 

While operating margins slipped compared to the prior year level, the major cause of the decline was a shift to lower 

priced portable generators, rather than inefficiencies in its operations.  Gross margins have also been affected somewhat 

by rising commodity prices, but the company has been able to hedge their significant raw material needs and has found 

domestic sources for over half of its products’ components. 

 

In FY2012, Generac has continued to generate solid results, with increases in revenues and adjusted EBITDA of 59.0% 

and 102.0%, respectively, compared to the prior year period.  All of the company’s segments have enjoyed double digits 

gains in sales, led by the commercial unit’s 81.9% increase.  

 

While healthcare organizations have long recognized the need for generators, a wider range of businesses are adding 

power-related products to their mission-critical infrastructure.  Generac’s profits have also benefited from more favorable 

commodity prices, due to slower economic growth in emerging markets.  The higher profitability has led to strong 

operating cash flows, with $129.2 million generated in the first nine months of the year, which has allowed the company to 

return money to shareholders. 

 

Generac estimates that only 2.5% of U.S. residential homes have emergency generators, which represents a significant 

growth opportunity for the company.  Given the company’s narrow focus on the generator market, though, where can 

investors find industry investments with greater product diversity?  One avenue would be to look at the manufacturers of 

engines for power generation products.  Two of the leading companies in this area are Briggs & Stratton and Cummins. 

 

http://www.beta.fool.com/


Founded in 1908, Briggs & Stratton is the largest producer of air-cooled gas engines for outdoor power equipment, with 

leading positions in the portable generator and power washing product lines.  While the company continues to derive the 

majority of its business from engine sales, it moved into the generator business through the acquisition of Generac’s 

portable generator unit in 2000.  

 

Like Generac, Briggs & Stratton manufactures products in U.S. based facilities, although it has moved some production 

overseas.  In its latest fiscal year, the company reported declines in revenues and operating income of 2.1% and 14.5%, 

respectively, compared to the prior year period.  While sales of power generation products rose during the period, engine 

sales declined 13% due to Briggs & Stratton’s significant exposure to contracting European markets.  Despite weak 

current profit margins, Briggs & Stratton's restructuring activities should provide solid operating leverage for an eventual 

rebound in international economies. 

 

Founded in 1919, Cummins is a global manufacturer of commercial engines and related components, as well a developer 

of power generation products and systems.  The company has built a $13 billion business around the sale of diesel and 

natural gas engines, which generates over 60% of total sales, and Cummins has been a beneficiary of rising demand for 

construction equipment in the fast-growing economies of China, Brazil, and India.  

 

In FY2012, though, the company has been affected by the same global financial pressures and negative factors that have 

hurt Briggs & Stratton.  In the first six month of the year, Cummins reported declines in revenues and operating profit of 

0.6% and 7.6%, respectively, versus the prior year period.  Despite the current weakness in financial results, Cummins is 

valued at a cheap 12 P/E multiple and has similar strong leverage to an eventual rebound in worldwide econ 
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3) IS THE DRY SEASON OVER FOR BRIGGS & STRATTON? 

Steve Minter    www.industryweek.com   

 

The Milwaukee-based manufacturer hopes global diversification and a focus on higher margin products will help it escape 

the effects of drought and add green to its bottom line. 

 

January 17 -- Too little water, and then too much. That's a very abbreviated description of the conditions in the United 

States that tugged at Briggs & Stratton in 2012. For the outdoor power equipment company, drought and then flooding 

had very different results. 

 

Last year, a light snow season impacted Briggs & Stratton's sales of snow blowers and also helped set up the most 

severe drought to hit the country in 50 years. According to the Department of Agriculture, approximately 80% of the 

agricultural land in the country was impacted by drought conditions. 

 

Briggs & Stratton's CEO, Todd Teske, 47, notes that 2012 started off hopefully as there were signs that the U.S. housing 

market had begun to recover. That and a warm spring helped company sales get off to a good start. But then came the 

drought and lawnmower sales tanked. "I didn't mow my lawn for seven weeks," he recalls. 

 

Briggs & Stratton's second largest market, Western Europe, didn't fare much better. "Europe had been extremely strong 

for us up until 2012," says Teske, but austerity measures in Greece and other parts of the eurozone took a huge bite out 

of consumer confidence. Teske says sales in the European market were off 15% year over year.  

 

The company finished its fiscal year 2012 in July with sales of $2.1 billion, down 2.1% from fiscal 2011. The first quarter of 

fiscal 2013 fared even worse, as sales dropped 22.2% to $309 million. 
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Still there were bright spots last year for Briggs & Stratton in Australia and emerging markets such as Latin America. They 

reinforced Teske's decision to pursue global diversification as one element of a three-part strategy that also included 

growing the company's core engine business and focusing on higher margin products. That strategy, announced in April 

2012, prompted a series of restructuring moves. The company will no longer sell lawn and garden products at national 

mass retailers, though its engines will still be found in garden equipment OEMs who sell through those channels. Instead, 

Briggs & Stratton will focus on higher margin products sold through its Simplicity, Snapper and Ferris dealers. 

 

Teske also announced that Briggs & Stratton is reducing its white collar workforce by 10% (approximately 210 

employees), explaining that the company does not expect the lawn and garden market to return to the peaks seen in 

2004-05 "for the foreseeable future."  

 

Briggs & Stratton shifted production of horizontal shaft engines -- typically used in power generators and pressure 

washers -- from its Auburn, Ala., plant to its factory in Chongqing, China or to third parties in Southeast Asia. Those 

engines are sold in both China and the U.S. In 2007, Briggs & Stratton had moved manufacturing of smaller horizontal 

shaft engines to the Chongqing plant. The company laid off 250 employees as a result of the move. 

 

The company had already decided to close its plants in Newbern, Tenn., and Ostrava, Czech Republic. It also downsized 

the workforce by 210 and reconfigured its Poplar Bluff, Mo., factory. 

 

As a result of those restructuring moves, Briggs & Stratton expects to save $30 to $35 million in fiscal 2013 and $40 to 

$45 million in fiscal 2014. 

Teske says he has been communicating constantly inside and outside the company to make sure that workers and 

investors understand what the plant closings represent. "Simply because we are downsizing doesn't mean that we are in 

trouble. It means we are refocusing and making sure we are a really great company going forward," he says. "This is an 

exciting place to be." 

While drought severely impacted Briggs & Stratton in 2012, the company has benefited from damaging storms that 

knocked out power and boosted the sales for both portable and standby generators. Its fiscal 2012 results were helped by 

both Hurricane Irene and major snow storms that hit the east coast. 

 

Teske tells IndustryWeek the company typically keeps a "storm stock," an inventory of portable generators in strategic 

locations around the country. Working with its channel partners, those generators are put on trucks and shipped to where 

a storm is occurring. 

 

Superstorm Sandy followed a typical pattern in spurring portable generator sales, Teske observes. "We were moving 

generators from throughout the country to the affected areas on the east coast," he says. But he adds that it was unusual 

in that it was a late season storm, occurring when inventory stocks were typically being depleted so it did not have the 

same magnitude of impact on sales as an earlier storm would have had. 

 

Storms such as Sandy also prompt consumers to purchase standby generators, Teske says. "A lot of people say they 

want something that is more permanent. They say, 'I don't want to have to do anything when the power goes out. I want 

an automatic solution.' The standby generator sits next to your house, turns off and on once a week to make sure 

everything is good and when the power goes out, everything is automatic." 

 

Briggs & Stratton admits that the potential impact of drought and storms could "cause wide variability in our sales results 

for fiscal 2013." The company has projected sales at $1.95 to $2.15 billion for the current fiscal year. 

 

The company is trying to fight some of this unpredictability by expanding into growing markets. Last month, it announced 

that it had purchased Companhia Caetano Branco in Brazil for $57 million. Briggs & Stratton said Branco is a leading 

brand in the Brazilian light power equipment market, producing generators, water pumps and light construction 

equipment. The company sells its products through a network of 1,200 dealers throughout Brazil. 

 

"With Branco's brand strength, employees and customer base, we will have an established, well performing company in a 

country that has aggressive infrastructure needs and a history of higher growth opportunities, which can only add to the 

operating performance of our company," says Teske. 



 

The company is also betting heavily on innovation to drive improved results. In October 2010, Teske moved the 

company's research and development operations out of the individual business groups and had them report directly to 

him. 

"Over the last year, we have made tremendous headway in filling the innovation pipeline," says Teske. "This upcoming 

season, we are introducing 40 new models of lawn and garden and outdoor power equipment for our dealer channel. We 

have never done that much." 

 

Teske says the company doesn't typically take a blue sky approach to innovation. "We have user-driven innovation. We 

do a lot of consumer research. We also do a fair amount of going out and observing the users of our products and really 

trying to figure out the problems they are having. We come back and ask, 'How can we solve their problem?' That is how 

we look at product development." 

 

Teske says Briggs & Stratton also tries to be "as simple as we can in new product development." He notes that there are 

many companies "are viewed as innovative, but really what they are doing is taking what is out there already and 

repurposing or repackaging it. When you look at it, it was pretty simple but at the end of the day it was really innovative." 

"Focusing on the consumer of the goods is the key to product innovation," says Teske. 

 

While the company is focused on innovation, Teske says it holds to its traditional belief in the importance of U.S. 

manufacturing. On December 3, 2012, the company announced that it had produced its 70 millionth small engine at its 

Murray, Ky., plant since its opening in 1985. The 300,000-square-foot facility performs die casting, machining and 

assembly of engines and related components. 

 

Teske says the company's U.S. workforce is "very productive and very efficient." Still, like many other U.S. manufacturers, 

Briggs & Stratton has been investing in advanced tooling in an effort to boost its productivity. 

 

"It really comes down to helping our workers be more productive," Teske says. "I have been with company 16½ years. 

When I would tour one of our plants back in 1996 when I started, we would have a handful of robots. Now there are a lot 

more robots, perhaps more robots in one cell than we had in an entire plant back then. Obviously, the cost of robotics and 

automation has come down dramatically over the last several years and it makes it more economical. What that has 

caused us to do is enhance skill sets and go out and look for people who have different skill sets than we had in the past." 

 

Teske has been involved in a number of efforts at the local, state and national level to address the skills gap. "It's real," he 

says emphatically. "As technology becomes more important in our plants, we're doing a lot to train our workers and to 

work cooperatively with those who can help educate and develop those skills so we can have a pipeline of workers that 

meet the needs of today's manufacturing environment." 

 

After three years as a CEO, Teske says he has learned that constant, consistent communication is critical to his job. "It is 

really important to make sure our employees understand where we are headed and what we need them to do. Being 

available to our employees and making sure we are doing all the right things -- that is absolutely critical."  

 

Teske employs a variety of means to facilitate that communication. "We have quarterly meetings with our employees. We 

shut down the production floor for an hour or two and I talk to all of our employees. I do video blogs every two weeks on 

different topics. We post those on our Intranet. We have lunches where we'll get 10-15 employees together once a month, 

at random. We sit around and talk about what is going on and take their questions. It is one of those things where as a 

CEO from an internal perspective, you just can't communicate enough. And then also you need to meet with customers on 

the external side, to make sure you understand what is going on in the field." 

 

Now, at the start of a new year and new political season, Teske says he hopes there is "an understanding and realization 

by policymakers that manufacturing is really important. It is not just clean tech or high-tech. It is basic metal bending, 

metal forming, metal machining that makes this country great. Policies and regulation and legislation that support that are 

significantly important to the future of our country." 
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4) NO. 1 IN SNOW JOBS 
  Sanette Tanaka       www.professional.wsj.com  
 
In Syracuse, the forecast calls for shoveling. 
 
New York's fifth-largest city gets the most snow in the U.S., with 103 inches per year, according to AccuWeather. Erie, 
Pa., comes in second at 101 inches, and Flagstaff, Ariz., ranks third at 100 inches. 
 
These are the lands of frosty fingers and aching backs. Making the job a little easier, though, is a snowblower, which can 
reduce the strain and lifting of shoveling. Spread Sheet looked into snowblower sales to see which region ranks No. 1. 
Coming in first is the Northeast, where 40% of the country's snowblowers are sold, according to data from Sears 
Holdings . Next is the Midwest, where 28% of Sears's snowblowers are sold. The Northwest accounts for 20% of sales, 
and the South and Southwest get 12% of sales. 
 
Demand for snowblowers is highest in December, when 29% of all units are sold, with sales tapering down to 10% in 
January. 
 
Snowblowers have become easier to maneuver in recent years, says Dean Schwartz, vice president and general 
merchandise manager for lawn and garden at Sears Holdings. Two-stage snowblowers are the most powerful and 
effective, experts say. These work by first picking up snow with a metal auger and then shooting the snow out of a chute 
from a fast-spinning impeller. 
 
Of course, many still opt for the tried-and-true shovel. 
 
"Even if you have a really good snowblower, it can't get into the nooks and crannies, like steps and stairs," says Martin 
Tirado, a Milwaukee resident and executive director of Snow & Ice Management Association, a trade organization for the 
snow-removal industry. "Everyone has a shovel." 
 
Karen Benvin Ransom, associate broker at Houlihan Lawrence, owns a plastic shovel but rarely uses it. Instead, she hires 
a plow service to clear the 10,000-square-foot driveway at her Katonah, N.Y., home. "I don't even have to call them," she 
says. "They just show up." 
 
Each plowing costs just under $100, she says, adding that there were 26 snowstorms during her first winter at the house 
about 20 years ago. "That was a fortune, an absolute fortune," Ms. Benvin Ransom says. The snow has slowed since 
then—the service has only had to clear away snow twice this season. 
 
Paul Vanderzon, chief executive of Deneigement Vanderzon, a snow-clearing service just outside Montreal, has about 
3,400 residential clients within four square miles. Using commercial-grade snow-removal equipment, a skilled driver can 
clear 150 driveways in four hours, he says. 
 
Last year's mild winter caused his clientele to dip slightly, Mr. Vanderzon says. Although more people are signing up this 
year, he says "there are still those die-hards who decide not to sign on and whip out the shovel instead. 
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5) EETC SELECTS ERIK SIDES AS NEW EXECUTIVE DIRECTOR 
 www.outdoorpowerequipment.com 
 

        
 

January 22 -- The Board of Directors of the Equipment and Engine Training Council (EETC) recently announced the 
appointment of a new Executive Director. Erik Sides was chosen to succeed Jim Roche with the appointment effective 
upon Roche’s retirement Dec. 17. 
      
Sides has been in the power equipment industry for the past 15 years, working as a training manager for turf equipment 
manufacturer Jacobsen. In addition to developing technical training programs, manuals and videos for turf equipment, 
Sides worked closely with several engine manufacturers, including Kubota, Honda and Briggs and Stratton. He has also 
served as an active EETC board member for the past eight years. 
 
“Erik has been a very involved, influential and respected EETC board member,” said Roche. “With Erik serving as 
Executive Director, I believe I am leaving the EETC in great hands. He has the knowledge, experience and respect to keep 
the EETC moving in the right direction.” 
 
The EETC is grateful to Roche for his 12-year tenure as Executive Director. “Jim played a big role in getting the EETC 
where it is today,” said EETC President Ed Cole. “It was his vision that helped expand our reach and create the respected 
organization that the EETC has become today.” 
 

The EETC offices have been relocated to York, S.C. The EETC’s new contact information is: 3880 Press Wallace Drive; 

York, SC 29745; phone (803) 222-6149; and eetc@eetc.org. The EETC’s 17th annual conference will take place April 10-

13 in Bloomington, Minn. For more information, visit the EETC’s website at www.eetc.org. 
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6) BRIGGS REPORTS RESULTS FOR THE 2ND QUARTER AND FIRST SIX MONTHS OF FISCAL 2013 
 
MILWAUKEE, Jan. 24, 2013 -- Briggs and Stratton Corporation today announced financial results for its second fiscal 
quarter ended December 30, 2012. 
 
Highlights: 
 
• Second quarter fiscal 2013 consolidated net sales were $439.1 million, or 2.0% lower than the second quarter of 
fiscal 2012. 
• Fiscal 2013 second quarter consolidated net income excluding restructuring charges was $3.7 million, or $1.0 
million higher than the net income of $2.7 million in the second quarter of fiscal 2012. 
• The Company's restructuring program started in fiscal 2012 achieved pre-tax savings of $19.1 million during the 
first six months of fiscal 2013. 
• The Company recorded pre-tax restructuring charges of $6.6 million ($4.3 million after tax or $0.09 per diluted 
share) during the three months ended December 30, 2012. 
• Completed the acquisition of Companhia Caetano Branco, of Brazil ("Branco"), further expanding the Company's 
geographic footprint in the developing region of Brazil. 
 
"Sales of portable and standby generators in response to Hurricane Sandy were offset by lower sales of snow throwers 
and engines for snow throwers in the U.S. and a significantly weaker market for lawnmowers in Australia, our third largest 
market," said Todd Teske, Chairman, President and Chief Executive Officer of Briggs and Stratton Corporation. "Sales of 
lawnmower engines to our U.S. OEM customers continue to show growth over last year as dealers and retailers prepare 
for an anticipated improvement in this year's lawn and garden season after last year's drought in the U.S." continued 
Teske. "We continue to be pleased with the execution and the financial impact of the cost reduction activities that we 
began last year which are positively impacting the results of both our engines and products businesses." 
 
Consolidated Results: 
 
Consolidated net sales for the second quarter of fiscal 2013 were $439.1 million, a decrease of $8.9 million or 2.0% from 
the second quarter of fiscal 2012. Fiscal 2013 second quarter consolidated net loss including restructuring charges was 
$0.6 million, or $0.02 per diluted share. The second quarter of fiscal 2012 consolidated net income was $2.7 million, or 
$0.05 per diluted share. 
 
Included in the consolidated net loss for the second quarter of fiscal 2013 were pre-tax charges of $6.6 million ($4.3 
million after tax or $0.09 per diluted share) related to previously announced restructuring actions. After considering the 
impact of the restructuring charges, the adjusted consolidated net income for the second quarter of fiscal 2013 was $3.7 
million or $0.07 per diluted share, which was $1.0 million or $0.02 per diluted share higher compared to the second 
quarter fiscal 2012 consolidated net income of $2.7 million or $0.05 per diluted share. There were no restructuring costs 
incurred in the second quarter of fiscal 2012; however, the Company did record a net tax benefit of $5.5 mill ion in fiscal 
2012 related to a reduction in tax reserves that did not recur in fiscal 2013.   
 
For the first six months of fiscal 2013, consolidated net sales were $748.1 million, a decrease of $97.2 million or 11.5% 
when compared to the same period a year ago. The consolidated net loss for the first six months of fiscal 2013 was $17.2 
million or $0.37 per diluted share. The consolidated net loss for the first six months of fiscal 2012 was $2.5 million or $0.05 
per diluted share. 
 
Included in the consolidated net loss for the first six months of fiscal 2013 were pre-tax charges of $11.8 million ($7.6 
million after tax or $0.16 per diluted share) related to the aforementioned restructuring actions. After considering the 
impact of the restructuring charges, the adjusted consolidated net loss for the first six months of fiscal 2013 was $9.5 
million or $0.21 per diluted share, which was a decrease of $7.0 million or $0.16 per diluted share compared to the first six 
months of fiscal 2012 consolidated net loss of $2.5 million or $0.05 per diluted share. There were no restructuring costs 
incurred in the first six months of fiscal 2012. 
 
Engines Segment fiscal 2013 second quarter net sales were $274.2 million, which was $11.9 million or 4.2% lower than 
the second quarter of fiscal 2012. This decrease in net sales was driven by reduced shipments of engines used on snow 
thrower equipment in the North American market and walk mowers in the Australian market. Sales were also impacted by 
an unfavorable mix of engines sold that reflected proportionately lower sales of large engines and reduced pricing as a 
result of lower year-over-year material costs. 
 



The Engines Segment adjusted gross profit percentage for the second quarter of 2013 was 20.8%, which was 3.6% 
higher compared to the second quarter of fiscal 2012. The adjusted gross profit percentage was favorably impacted by 
4.2% due to lower manufacturing costs, partially offset by the planned price decrease. The lower manufacturing costs 
resulted from start-up costs incurred in fiscal 2012 associated with launching our phase III emissions compliant engines, 
lower material costs and $2.5 million of cost savings as a result of restructuring actions initiated in fiscal 2012. 
 
The Engines Segment engineering, selling, general and administrative expenses were $43.9 million in the second quarter 
of fiscal 2013, a decrease of $3.2 million from the second quarter of fiscal 2012 primarily due to lower compensation costs 
of $2.3 million as a result of the previously announced global salaried employee reduction and reduced selling expenses, 
partially offset by $0.7 million of increased pension expense compared to the same period last year.   
 
Engines Segment net sales for the first six months of fiscal 2013 were $438.7 million, which was $50.8 million or 10.4% 
lower than the same period a year ago. This decrease in net sales was primarily driven by reduced shipments of engines 
used on snow thrower equipment in the North American market as well as lower sales to OEM customers in the Australian 
and Asian markets, an unfavorable mix of engines sold that reflected proportionately lower sales of large engines and 
unfavorable foreign exchange of $1.6 million. 
 
The Engines Segment adjusted gross profit percentage for the first six months of 2013 was 18.9%, which was 1.3% 
higher compared to the first six months of fiscal 2012 due to lower manufacturing costs. The lower manufacturing costs 
improved gross margin by 1.1% due to $4.7 million of cost savings as a result of fiscal 2012 restructuring actions, 1.8% 
attributable to manufacturing cost improvements because of start-up costs incurred in fiscal 2012 associated with 
launching our phase III emissions compliant engines, partially offset by 1.6% due to the unfavorable absorption of fixed 
manufacturing costs as a result of a 6% reduction in engines built. 
 
The Engines Segment engineering, selling, general and administrative expenses were $86.1 million in the first six months 
of fiscal 2013, or $3.3 million lower compared to the first six months of fiscal 2012 primarily due to lower compensation 
costs of $4.6 million as a result of the previously announced global salaried employee reduction and reduced selling costs 
in response to the softness in the global markets, partially offset by $2.1 million of increased pension expense compared 
to the same period last year. 
 
Products Segment fiscal 2013 second quarter net sales were $197.5 million, a decrease of $17.9 million or 8.3% from the 
second quarter of fiscal 2012. The decrease in net sales was primarily due to reduced sales of snow thrower equipment 
and related service parts due to the lack of meaningful snowfall in the U.S. and reduced sales of lawn and garden 
equipment as a result of unusually dry conditions in the North American and Australian markets. This decrease was 
partially offset by higher shipments of portable and standby generators due to Hurricane Sandy and slightly improved 
pricing on lawn and garden equipment sold in the North American market. 
 
The Products Segment adjusted gross profit percentage for the second quarter of 2013 was 10.6%, which was 1.8% 
lower compared to the second quarter of fiscal 2012. The adjusted gross profit percentage decreased 4.0% due to 
unfavorable absorption and reduced efficiencies associated with a 49% decrease in production. The McDonough, Georgia 
manufacturing facility was temporarily idled for four weeks in the second quarter of fiscal 2013 to reduce inventory levels 
in response to a decline in market demand for snow and lawn and garden products and to re-tool the plant for new 
products to be launched for the upcoming spring season. This decrease was partially offset by a benefit of 2.2% due to 
cost savings of $4.4 million as a result of restructuring actions. The benefit of implementing price increases on domestic 
lawn and garden equipment sales was offset by an unfavorable mix of products sold that reflected fewer sales of higher 
margin service parts as well as lower sales of lawn and garden products in Australia. 
 
 
The Products Segment fiscal 2013 second quarter engineering, selling, general and administrative expenses were $25.4 
million, a decrease of $0.9 million from the second quarter of fiscal 2012. The decrease was attributable to lower 
compensation costs of $0.7 million as a result of the previously announced global salaried employee reduction and 
reduced selling costs in response to the softness in the global markets. 
 
Products Segment net sales for the first six months of fiscal 2013 were $370.8 million, a decrease of $79.9 million or 
17.7% from the same period a year ago. The decrease in net sales was primarily due to lower sales volumes of snow 
equipment due to a lack of meaningful snowfall in the U.S and reduced sales of lawn and garden equipment resulting from 
prolonged drought conditions in North America and as a result of our decision to exit the sale of lawn and garden 
equipment through national mass retailers. This decrease was partially offset by improved pricing. 
 
The Products Segment adjusted gross profit percentage for the first six months of 2013 was 11.8%, which was 0.3% 
lower compared to the first six months of fiscal 2012. The adjusted gross profit percentage benefited from cost savings of 
$8.4 million as a result of restructuring actions initiated in fiscal 2012 as well as increased pricing. Offsetting this was the 



unfavorable impact of reduced absorption and inefficiencies associated with a 43% decrease in production throughput. As 
previously indicated, we reduced production volumes in the first six months of fiscal 2013 in order to manage inventory 
levels in response to a decline in near-term market demand. 
 
The Products Segment engineering, selling, general and administrative expenses were $48.8 million in the first six months 
of fiscal 2013, a decrease of $2.7 million from the first six months of fiscal 2012. The decrease was attributable to lower 
compensation costs of $1.4 million as a result of the previously announced global salaried employee reduction and 
reduced selling expenses in response to the softness in the global markets. 
 
Corporate Items: 
 
Interest expense was lower compared to the prior year periods by $0.2 million and $0.1 million for the second quarter and 
first six months of fiscal 2013, respectively. 
 
The effective tax rate for the second quarter and first six months of fiscal 2013 was 156.2% and 27.8%, respectively, 
compared to 195.6% and 63.9% in the same respective periods last year. The second quarter and first six months of fiscal 
2013 include a tax expense of $1.0 million primarily driven by non-deductible acquisition costs and un-benefitted losses 
for certain foreign subsidiaries. The second quarter of fiscal 2012 reflected a tax benefit of $5.5 million in spite of a loss 
before taxes of $2.8 million due to the settlement of U.S. audits and the expiration of a non-U.S. statute of limitation period 
in the second quarter of fiscal 2012.  
 
Financial Position: 
 
Net debt at December 30, 2012 was $228.7 million (total debt of $246.9 million less $18.2 million of cash), slightly lower 
from the $229.1 million (total debt of $243.0 million less $13.9 million of cash) at January 1, 2012. Cash flows used in 
operating activities for the first six months of fiscal 2013 were $75.4 million compared to $165.0 million in the first six 
months of fiscal 2012. The improvement in operating cash flows was primarily related to lower working capital needs in 
the most recent period associated with decreased receivables, lower production levels and planned inventory reductions, 
partially offset by contributions to the pension plan of $16.2 million in fiscal 2013. 
 
Restructuring: 
 
The Company's execution of its previously announced restructuring actions remains largely on schedule. In the second 
quarter of fiscal 2013, the Company announced changes to its defined benefit pension plan that included freezing 
accruals for all non-bargaining employees effective January 1, 2014. This plan change resulted in the Company 
recognizing a pre-tax curtailment charge of $1.9 million in the second quarter of fiscal 2013. In addition to the benefit plan 
changes, the Company has made progress towards finalizing its exit from the Newbern, Tennessee and Ostrava, Czech 
Republic manufacturing facilities and the consolidation of its Auburn, Alabama plant. Given the incremental demand for 
engines and portable generators resulting from storms that occurred in the first six months of fiscal 2013, the Auburn plant 
consolidation will extend into fiscal 2014. As noted previously, pre-tax restructuring costs for the second quarter and first 
six months of fiscal 2013 were $6.6 million and $11.7 million, respectively. The total estimated pre-tax expense related to 
restructuring actions in fiscal 2013 is expected to be $12 million to $22 million. In addition, the Company continues to 
anticipate pre-tax savings associated with restructuring actions of $30 million to $35 million in fiscal 2013 and $40 million 
to $45 million in fiscal 2014. 
 
Share Repurchase Program: 
 
On August 10, 2011, the Board of Directors of the Company authorized up to $50 million in funds for use in a common 
share repurchase program with an expiration of June 30, 2013. On August 8, 2012 the Board of Directors of the Company 
authorized up to an additional $50 million in funds associated with the common share repurchase program and an 
extension of the expiration date to June 30, 2014.  The common share repurchase program authorizes the purchase of 
shares of the Company's common stock on the open market or in private transactions from time to time, depending on 
market conditions and certain governing loan covenants. During the first six months of fiscal 2013, the Company 
repurchased 1,053,125 shares on the open market at an average price of $18.26 per share. 
 
Branco Acquisition: 
 
The Company also announced on December 7, 2012, that it had completed the acquisition Branco for approximately $57 
million in cash, adjusted for certain liabilities. Branco is a leading brand in the Brazilian light power equipment market with 
a broad range of outdoor power equipment used primarily in light commercial applications in Brazil. Todd Teske 
commented on the acquisition stating, "The acquisition of Branco is another step forward in executing our strategic 
initiatives to grow in higher margin products in emerging regions of the world.  The Branco brand is the most recognized 



brand in light power equipment in Brazil. We welcome all of Branco's valued employees and dealers to Briggs and 
Stratton." Due to the timing of completing the acquisition, the sales and profitability were not significant to the Company's 
fiscal second quarter results.  
 
Outlook: 
 
For fiscal 2013, the Company continues to project net income to be in a range of $60 million to $75 million or $1.25 to 
$1.55 per diluted share prior to the impact of any additional share repurchases and costs related to our announced 
restructuring programs. The Company previously indicated that it would exit sales of lawn and garden products to national 
mass retailers. The estimated impact of exiting this business in fiscal 2013 is approximately $100 million of reduced sales.  
 
Although sales in the first six months of fiscal 2013 were favorably impacted by sales of generators in response to power 
outages during Hurricanes Isaac and Sandy, drought conditions and a lack of meaningful snowfall in a significant portion 
of the U.S. and a reduction in sales demand from many of our international markets have continued to negatively impact 
shipment volumes, offsetting the storm benefit. Our fiscal 2013 consolidated net sales are projected to be in a range of 
$1.95 billion to $2.15 billion.  
 
Operating income margins are expected to improve over fiscal 2012 and be in a range of 5.1% to 5.6% and reflect the 
positive impacts of the restructuring programs announced during fiscal 2012. Interest expense and other income are 
estimated to be approximately $18 million and $7 million, respectively. The effective tax rate is projected to be in a range 
of 31% to 34%, and capital expenditures are projected to be approximately $50 million to $60 million.    
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7) THOUGHTS FOR THE DAY 
 
 
Sometimes the smallest things 
Take up the most room in your heart. 
 

-  Piglet 
 
 
Never regret. 
If it’s good, it’s wonderful. 
If it’s bad, it’s experience. 
 

- Anonymous 
 
 
We accept the love we think we deserve. 
 

- Anonymous 
 
 
Stars can’t shine without darkness. 
 

- Anonymous 
 
 
If you see someone without a smile, 
Give them yours. 
 

- Anonymous 



 
Beauty and ugliness surround us. 
We decide what we see. 
 

- Anonymous 
 
 
I fall in love with people’s passion, 
The way their eyes light up when they 
Talk about the thing they love and 
The way they fill with light. 
 

-  Anonymous 
 
 
A life spent making mistakes is not only more honorable, 
But more useful than a life spent doing nothing. 
 
- George Bernard Shaw 
 
 
Your beliefs don’t make you a better person, 
Your behavior does. 
 
- Anonymous 
 
 
No one can go back and start a new beginning, 
But anyone can start today and make a new ending. 
 
- Maria Robinson 
 
 
You never lose by loving. 
You always lose by holding back. 
 
- Anonymous 
 
 
Without the rain 
There would be no rainbow. 
 
- Anonymous 
 
 
Giving up doesn’t always mean you are weak. 
Sometimes it just means that you are strong enough to let go. 
 
 Taylor Swift 
 
 
When somebody else’s happiness is you’re happiness, 
That is love. 
 
- Anonymous 
 
 
People build up walls, not to keep others out, 
But to see who cares enough to break them down. 
 
- Anonymous 
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8) A MESSAGE FROM OPEESA MEMBER STAN CRADER ABOUT HIS NEWEST NOVEL 
 
Attached is a copy of the cover of my latest novel.  The Longest Year features a fantastic cover. The art work on the cover 
is worth the price of the book. And all proceeds from book sales are being donated to www.resurrectinglives.org, so 
there’s no way you can lose with the purchase of 2013’s best novel depicting the year leading up to one’s driver’s test. 
 
If you’re one of those digital people, then a great deal awaits you at Amazon or Barnes & Noble. The eBook version of 
The Longest Year is now available for only $2.99. And it’s now possible to purchase an eBook and send as a gift. What 
will they think of next? 
 
The Longest Year begins while the band of boys anguish in those final days before the driver’s test and then follows them 
along during their adventures on the open road. The story has no political or religious agenda, just a simple nostalgic 
journey for the reader.   
 
It’s a story that will be good for the soul and the proceeds help our veterans.  
 
Cheers, 
Stan Crader – www.stancrader.com 
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9) TESKE RE-ELECTED AS CHAIRMAN, DAN ARIENS AS VICE-CHAIR OF WISCONSIN STATE CHAMBER OF 

COMMERCE 
www.biztimes.com  

 
Briggs & Stratton Corp. chairman, president and chief executive officer Todd Teske was re-elected chairman of Wisconsin 
Manufacturers & Commerce, the state’s chamber of commerce and largest business association, in a vote of the WMC 
Board today. 
 
Daniel Ariens, president and CEO of Ariens Company, was re-elected vice chair at the WMC annual board meeting at the 
Pfister Hotel in Milwaukee. 
 

http://www.biztimes.com/


“Wisconsin has made great strides in the past two years improving our business climate, but we can do even more,” said 
WMC president and CEO Kurt Bauer. “We have a real opportunity to build on our successes and get into the Top 10 pro-
business states in the nation.” 
 
WMC will continue to pursue a broad public policy agenda aimed at cutting taxes, reforming regulation relief, lawsuit 
reform, workforce development and infrastructure improvements, Bauer said. 
 
In addition, Tod Linstroth, senior partner and  member of the management committee at Michael Best & Friedrich LLP, 
was re-elected secretary of the WMC, and Timothy Christen, CEO of  Baker Tilly Virchow Krause, LLP, was re-elected 
treasurer. 
 
Others elected or re-elected to WMC’s board included: Randal Baker, P&H Mining Equipment Inc.; Robert Keller, J.J. 
Keller & Associates Inc.; Patrick McConnell, Flash, Inc.; James McIntyre, Greenheck Fan Corp.; Scott Mayer, QPS 
Employment Group; Gina Peter, Wells Fargo Bank Wisconsin; Karl Schmidt, Belmark Inc.; Kristine Seymour, Humana 
Inc.; Karen Szyman, The Chamber of Manitowoc County; S. Mark Tyler, OEM Fabricators; and David Yanda, Lakeside 
Foods, Inc. 
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10) MAINE SHOULD LIMIT ETHANOL IN GASOLINE 

By Kris Kiser, President OPEI, Special to the Bangor Daily News 
www.bangordailynews.com  

 
January 28 -- I read with interest the story about Maine eyeing to ban fuel with more than 10 percent ethanol in the Jan. 
11 article http://bangordailynews.com/2013/01/10/news/state/maine-dep-working-on-plan-to-ban-gas-blends-with-more-
than-10-percent-ethanol/  
 
Hats off to the Maine Department of Environmental Protection and hopefully Maine lawmakers in their quest to ensure 
consumer safety. 
 
As the head of the Outdoor Power Equipment Institute, an organization that has been battling the introduction of higher 
ethanol blend fuels for several years, Maine’s effort to protect consumers from the risky and harmful effects of ethanol 
15’s use should be lauded. 
 
Ethanol 15 (E15) was prematurely introduced into the marketplace. In a rush to introduce a renewable fuel, E15 now 
appears at gas pumps across the country, causing confusion, anxiety, anger — and engine failure. 
 
Too many citizens do not understand that E15 is only approved for use in 2001 and newer automobiles or flex-fuel 
vehicles, according to the Environmental Protection Agency. This means any other product with an engine is incompatible 
with E15, by law. 
 
The risks of misfueling with higher ethanol fuel blends are not trivial, especially for Maine. Engine failure from using E15 is 
no small matter. For one, the forest and paper industry are greatly impacted when the engines of their chainsaws, 
chippers and grinders fail. Boats, snowmobiles and utility vehicles have stranded their users when their engine quits. 
Expensive landscape, snow removal and other power equipment have been ruined. These scenarios are not only 
inconvenient, but dangerous. 
 
Even automobile makers are not convinced it is good for vehicle engines. We fully concur with AAA’s (Triple A) call that 
the sale and use of E15 “be suspended until additional gas pump labeling and consumer education efforts are 
implemented to mitigate problems for motorists and their vehicles.” 
 
We agree consumers should always have a choice. Our country should move toward energy independence, and other 
fuel sources should be investigated. But to introduce a fuel that is potentially dangerous and harmful to so many engine 
products is reckless. 

http://www.bangordailynews.com/
http://bangordailynews.com/2013/01/10/news/state/maine-dep-working-on-plan-to-ban-gas-blends-with-more-than-10-percent-ethanol/
http://bangordailynews.com/2013/01/10/news/state/maine-dep-working-on-plan-to-ban-gas-blends-with-more-than-10-percent-ethanol/


 
The totality of EPA’s education effort on E15 for the 150 million Americans using hundreds of millions of products is a 3-
by-3-inch label at the gas pump. We find this wholly inadequate and dangerous. 
 
OPEI is asking members of Congress to halt the sale of E15 and not ask consumers to bear the brunt of this hasty 
decision. Then, revisit our renewable fuel policy and make sure we introduce a biofuel that is safe and sustainable. If we 
truly believe in energy independence, it shouldn’t come at the price of putting our citizens at risk. 
 
Maine’s action to preempt the known problems of E15 should be a model for other states who wish to protect their citizens 
from the dangers of this new fuel blend. 
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11) HUSQVARNA TO INVEST SEK 1 BILLION IN CORE TECHNOLOGIES  
 
STOCKHOLM – February 13 -- Husqvarna Group has decided to invest in a new production facility for manufacturing of  
chainsaw chains in Huskvarna, Sweden, where the Group already manufactures  professional chainsaws, brush cutters 
and trimmers. The Group will also invest in expanded capacity for manufacturing of cylinders for two-stroke engines for 
chainsaws in the Group’s facilities in Nashville, U.S and in Huskvarna, Sweden.  
 
“The investments confirm our long-term commitment to be a global leader of handheld forestry products. Saw chains are 
critical for chainsaw performance. They are also one of the largest aftermarket product categories. Through the 
investment, we will leverage our technical expertise to develop, design and manufacture chains, thus optimizing the full 
performance of the chainsaw. The investment will also enable us to grow our offering in the replacement part market.  
 
Several sites globally were evaluated before deciding on Huskvarna. Critical needs were access to technical know-how, 
skilled labor and a strong infrastructure,” says Hans Linnarson, President and CEO of Husqvarna Group.  In 2015, the 
new facility in Huskvarna will employ more than 100 people.   
 
“The facilities in Nashville and Huskvarna manufacture handheld products, such as trimmers and chainsaws. By further 
insourcing cylinder manufacturing, we obtain better control of a core component for these products”, says Hans 
Linnarson.  
 
The investments will amount to around SEK 1bn during 2013 - 2015. 
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12) HUSQVARNA YEAR-END REPORT 2012 
Stockholm February 13, 2013 

 
Hans Linnarson, President and CEO: 
 
“Market conditions in Europe weakened significantly in the fourth quarter. Due to the macroeconomic uncertainty, trade 
partners were cautious about building inventory for the coming season. Sales of seasonal products such as snow 
throwers and chainsaws declined mainly as a result of the weak consumer demand. Sales were also negatively impacted 
by delays in some recently launched handheld products. Operating income was negatively affected by the lower sales 
volume, as well as product and sales channel mix. 
 
For Americas, sales of forest and garden products were slightly lower in the quarter, which mainly was a result of soft 
demand for snow throwers. Although the operating loss for Americas decreased during the year, the work with measures 
to further improve the result continues. 
 
Construction continued to benefit from a positive development in North America. Operating income for the business area 
continued to improve, although sales in the quarter declined due to falling demand in markets outside of North America. 
 
The Group enters the new season well prepared, as retail listings with our main trade partners are on satisfactory levels. 
 
Today the Group announced a SEK 1bn investment in core technologies. The investment in manufacturing of chainsaw 
chain and cylinders will further strengthen our leading position in chainsaws. By expanding into saw chain, we are also 
creating an opportunity to grow in the replacement part market, as chains represent the biggest aftermarket category. 
 
The near-term demand outlook for North America is positive, while the European markets are expected to remain 
challenging as the macroeconomic uncertainty remains. The cost structure improvement initiative which was announced 
in November is progressing according to plan and will support earnings in 2013.” 
 
Fourth quarter 
• Net sales amounted to SEK 4,476m (4,994). Adjusted for exchange rate effects, net sales declined -8%. 
• Operating income amounted to SEK -618m (-236). Excluding items affecting comparability, referring to already 
announced costs for staff reductions, operating income amounted to SEK -362m (-236). 
• Operating cash flow amounted to SEK -451m (-144). 
• Earnings per share amounted to SEK -0.87 (-0.39). 
Full-year 
• Net sales amounted to SEK 30,834m (30,357). Adjusted for exchange rate effects, net sales were unchanged. 
• Operating income increased to SEK 1,615m (1,551). Excluding items affecting comparability, operating income 
increased to 1,871m (1,615). 
• Operating cash flow improved to SEK 1,144m (-472). 
• Earnings per share increased to SEK 1.78 (1.73). 
• The Board proposes a dividend of SEK 1.50 (1.50) per share for 2012. 
 
FOURTH QUARTER 
 
Net sales 
Net sales for the fourth quarter decreased by -10% to SEK 4,476m (4,994). Adjusted for exchange rate effects, net sales 
for the Group declined by -8%, for Europe & Asia/Pacific by -12%, for Americas by -3% and for Construction by -2%. 
 
Operating income 
Operating income for the fourth quarter amounted to SEK -618m (-236) and the corresponding operating margin 
amounted to -13.8% (-4.7). Excluding items affecting comparability, which refer to already announced costs for staff 
reductions, operating income amounted to SEK -362m (-236). Construction’s operating income, excluding items affecting 
comparability, increased, and the operating loss for Americas decreased. Staff reduction measures and the associated 
cost is shown on page 6. 
 
Operating income, excluding items affecting comparability, was negatively affected mainly by the lower sales volume as 
well as product and sales channel mix. 
 
Changes in exchange rates had a total positive effect on operating income of approximately SEK 11m, compared with the 
fourth quarter 2011, of which transaction effects amounted to SEK -10m (-29), translation effects amounted to SEK 0m (-
12) and change in value of currency hedging contracts amounted to SEK -5m (15). 
 



In the fourth quarter 2011, operating income was negatively impacted by in total SEK -85m, referring to costs directly 
related to production disturbances amounting to SEK -30m and other non-recurring items with a combined net negative 
effect of SEK -55m. 
 
FULL-YEAR 
 
Net sales 
Net sales for 2012 increased by 2% to SEK 30,834m (30,357). Adjusted for exchange rate effects, sales for the Group 
were unchanged, Americas increased by 7%, Construction increased by 4%, while Europe & Asia/Pacific adjusted sales 
decreased by -6%. 
 
Operating income 
Operating income for 2012 amounted to SEK 1,615m (1,551). Excluding items affecting comparability, which refer to costs 
for staff reductions, operating income amounted to SEK 1,871m (1,615). 
 
Changes in exchange rates had a total positive effect on operating income of approximately SEK 46m, compared with 
2011, of which transaction effects amounted to SEK -205m (8), translation effects amounted to SEK 0m (-11) and change 
in value of currency hedging contracts amounted to SEK 129m (-119). 
 
Operating income, adjusted for changes in exchange rates and items affecting comparability, was positively affected by 
higher selling prices, lower material and production costs, while mainly mix effects had a negative impact. 
 
In 2011, operating income was negatively impacted by SEK -398m directly related to production disturbances in North 
America and other non-recurring items with a total net negative effect of SEK -76m. 
 
The Group operating margin amounted to 5.2% (5.1). Excluding items affecting comparability, Group operating margin 
amounted to 6.1% (5.3). 
 
Operating income, adjusted for items affecting comparability and changes in exchange rates, increased for Construction, 
declined for Europe & Asia/Pacific, while the operating loss for Americas was lower than in the previous year. 
 
FINANCIAL ITEMS NET 
Net financial items amounted to SEK -446m (-404) for the full year. The higher financial cost is explained mainly by higher 
borrowings and negative impact from revaluation of the interest rate component in foreign exchange agreements. The 
average interest rate on borrowings at the end of the year was 4.2% (4.7). 
 
INCOME AFTER FINANCIAL ITEMS 
Income after financial items for the fourth quarter decreased to SEK -757m (-363) corresponding to a margin of -16.9% (-
7.3). For the full-year, income after financial items amounted to SEK 1,169 (1,147) corresponding to a margin of 3.8% 
(3.8). 
 
TAXES 
Taxes for the full year amounted to SEK -146m (-150), corresponding to a tax rate of 12% (13) of income after 
financial items. 
 
The lowering of the company tax rate in Sweden from 26.3% to 22.0% had no material impact on the Group’s 
income tax in 2012. 
 
EARNINGS PER SHARE 
Income for the year amounted to SEK 1,023m (997), corresponding to SEK 1.78 (1.73) per share. 
 
OPERATING CASH FLOW 
Operating cash flow for the full year amounted to SEK 1,144m (-472). The improved operating cash flow was mainly 
related to a reduction of working capital and lower investments. Operating Cash-flow for the fourth quarter was impacted 
by higher pre-season production. 
 
Due to the seasonality of the Group’s operations, operating cash flow is normally negative in the first quarter followed by 
positive cash flow in the second and third quarters, while the operating cash-flow in the fourth quarter is dependent on the 
level of pre-season production. 
 
FINANCIAL POSITION 



Group equity as of December 31, 2012, excluding non-controlling interests, amounted to SEK 11,564m (12,332), 
corresponding to SEK 20.2 (21.5) per share. Group equity was negatively affected by exchange differences on translating 
foreign operations to SEK amounting to SEK -784m. 
 
Net debt at year-end amounted to SEK 6,793m (6,921) of which liquid funds amounted to SEK 1,573m (1,340) and 
interest bearing debt amounted to SEK 8,366m (8,261). The major currencies used for debt financing are SEK and USD. 
For the full-year, net debt decreased by SEK -75m as a result of changes in exchange rates.  
 
The net debt/equity ratio amounted to 0.59 (0.56) and the equity/assets ratio to 41% (43). 
 
On December 31, 2012, long-term loans including financial leases amounted to SEK 6,611m (6,941) and short-term loans 
including financial leases to SEK 1,470m (968). Long-term loans consist of SEK 4,075m (3,135) in issued bonds, and 
bank loans and financial leases of SEK 2,536m (3,556). Long term bonds and long term bank loans mature in 2014 and 
onwards. In November 2012, the Group issued bonds totaling SEK 1.5bn with five year maturity. The Group also has an 
unutilized SEK 6 bn syndicated revolving credit facility, with maturity in 2016. 
 
PERFORMANCE BY BUSINESS AREA 
 
Europe & Asia/Pacific 
 Net sales for Europe & Asia/Pacific in the fourth quarter decreased by -15%. Adjusted for exchange rate effects, net sales 
decreased by -12%. For the full-year, sales decreased by -6%. Adjusted for exchange rate effects, the decline was also -
6%. 
 
Consumer demand and confidence remained weak as the macroeconomic uncertainty continued in the fourth quarter. 
The decline in sales was mainly related to handheld products and snow-throwers in Europe, and a broad downturn in 
Australia. Sales were also negatively impacted by delays in some recently launched products. 
 
Market demand was weak also for the full-year, as a result of a combination of unfavorable weather and macroeconomic 
uncertainty. Trade inventory levels were conservatively managed and the Group’s sales declined in Europe as well as in 
the Asia/Pacific region. The decline in full-year sales is estimated to be in line with the drop in the total market. In terms of 
product categories, robotic lawn mowers had the best development while watering and handheld products, such as 
chainsaws, had the weakest development. 
 
Operating income for the full year amounted to SEK 1,709m (2,277) and the operating margin amounted to 11.1% (13.9). 
Operating income in the fourth quarter was charged with items affecting comparability amounting to SEK -187m, referring 
to costs related to staff reductions. Changes in exchange rates had a negative year-on-year effect of SEK -5m on 
operating income in the fourth quarter and a positive impact of SEK 67m for the full year. 
 
For the full-year, operating income excluding items affecting comparability and changes in exchange rates declined, 
mainly as a result of the lower sales volume and negative product mix, referring mainly to lower sales of watering products 
and chainsaws. For the fourth quarter, the lower operating income was mainly related to the lowers sales, and negative 
product and channel mix. 
 
Operating income for 2011 includes costs related to the production disturbances in North America amounting to SEK -
50m and a positive effect from the closure of a pension scheme of SEK 53m. 
 
Of the 2011 impact, the fourth quarter 2011 was affected by costs directly related to production disturbances 
amounting to SEK -5m and the positive effect from the closure of a pension scheme of SEK 53m. 
 
Americas 
Net sales for Americas in the fourth quarter decreased by -6%. Adjusted for exchange rate effects, net sales decreased by 
-3%. For the full-year, sales increased by 12%. Adjusted for exchange rate effects, the increase was 7%. 
 
The decline in sales in the fourth quarter was mainly related to snow throwers. 
 
Total market demand in North America over the full-year increased. The garden season started with an early spring, 
which positively impacted demand for lawn and garden products. The positive development in the first half of the year was 
partially offset by a sharp downturn in the third quarter, following serious drought weather conditions in large areas of the 
U.S. 
 
The Group’s market shares for forest and garden products in North America are estimated to have increased for 
consumer garden tractors and commercial ride-on mowers. Full-year sales increased in the U.S. and in Canada, while 



sales in Latin America were slightly lower. In terms of product categories, consumer garden tractors and ride-on mowers 
for commercial use had the best development. The number of dealers selling Husqvarna Group products increased and 
the total dealer channel sales also grew. 
 
Operating income for 2012 amounted to SEK -169m (-654) and the corresponding operating margin was -1.3% (-5.8). 
Operating income was charged with items affecting comparability amounting to SEK -36m, referring to a staff reduction 
program. Changes in exchange rates had a positive year-on-year effect of SEK 19m on operating income in the fourth 
quarter and a negative impact of SEK -11m for the full year. 
 
Operating income for 2011 was negatively impacted by SEK -431m referring to costs directly related to production 
disturbances amounting to SEK -348m and other non-recurring items with a total net negative effect of SEK -83m. 
 
Of the full-year 2011 impact, the fourth quarter 2011 was affected by costs directly related to production disturbances 
amounting to SEK -25m other nonrecurring items with a total net negative effect of SEK -83m. 
 
CONSTRUCTION 
Net sales for Construction in the fourth quarter decreased by -5%. Adjusted for exchange rate effects, the decrease was -
2%. For the full-year, sales increased by 5%. Adjusted for exchange rate effects, the increase was 4%. 
 
Total construction market activity during 2012 increased in North America while other markets had a negative 
development. The demand in the U.S. was also positively affected by a replacement need of construction equipment 
following a period of low investment levels. 
 
Many new products with innovative features, such as electric power cutters, wire saws and drilling systems, have been 
successfully launched in recent years, resulting in sales growth and increased market shares, especially in the U.S. 
 
For the full year as well as for the fourth quarter, sales increased in North America, while most other markets had declines 
in line with the drop in over-all market demand. 
 
Operating income for 2012 increased to SEK 233m (130) and the operating margin improved to 7.9% (4.7). 
 
Excluding items affecting comparability, operating income increased to SEK 258m (194) mainly due to the higher sales 
volume. 
 
Operating income 2012 was charged with items affecting comparability referring to costs for staff reductions amounting to 
SEK -25m, while income in 2011 was charged with costs referring to the closure of a production facility in Spain 
amounting to SEK -64m. Changes in exchange rates had a positive year-on-year effect of SEK 3m on operating income in 
the fourth quarter and a negative impact of SEK -9m for the full year. 
 
PARENT COMPANY 
Net sales in 2012 for the Parent Company, Husqvarna AB, amounted to SEK 10,564m (11,121), of which SEK 8,172m 
(8,486) referred to sales to Group companies and SEK 2,392m (2,635) to external customers. 
 
Income after financial items amounted to SEK 564m (1,414). Income for the period was SEK 908m (737). 
 
Investments in tangible and intangible assets amounted to SEK 1,517m (336). Cash and cash equivalents amounted to 
SEK 91m (28) at the end of the year. Undistributed earnings in the Parent Company amounted to SEK 17,384m (17,449). 
 
ORGANIZATIONAL CHANGES 
Effective January 1, 2013, the business unit ‘Sales and Service Europe & Asia/Pacific’ was divided into two new business 
units - ‘EMEA’ (Europe, Middle East, Africa), and ‘Asia/Pacific’. The change will not imply any changes in the external 
financial reporting.  
 
Effective January 1, 2013, the business unit ‘Sales and Service Europe & Asia/Pacific’ was divided into two new business 
units - ‘EMEA’ (Europe, Middle East, Africa), and ‘Asia/Pacific’. The change will currently not imply any changes in the 
external financial reporting.  
 
The split of 'Sales and Service Europe & Asia/Pacific' is ongoing and no financial information is available to assess if 
these units will exceed any of the quantitative thresholds according to IFRS8. If the units will exceed any of these 
thresholds, the Group will report these as external business areas. 
 



In conjunction, Frida Norrbom Sams, who most recently headed the Nordic and Baltic regions within Sales and Service 
Europe & Asia/Pacific, was appointed Executive Vice President and Head of EMEA and member of Group Management.  
 
Furthermore, Nicolas Lanus was appointed Executive Vice President and Head of business unit Asia/Pacific and new 
member of Group Management. 
 
As of January 23, 2013, Michael Jones, Head of business unit Americas, left the Group. Earl Bennett, Vice President and 
General Counsel for business unit Americas, was appointed acting Head of Americas and member of Group Management 
until a replacement has been recruited. 
 
STAFF REDUCTION MEASURES 
In November 2012, Husqvarna Group announced measures to improve the Group’s cost structure. The measures include 
layoffs of in total approximately 600 employees in several countries, whereof almost half in Sweden. The measures aim to 
improve efficiency, reduce the fixed cost base and further increase flexibility. 
 
The cut-backs will be implemented during the first six months of 2013. Cost savings will be achieved gradually and full 
annual effect of around SEK 220m will be reached during 2014. For 2013 cost savings are estimated at around SEK 
160m. Total costs for implementing the measures are SEK -256m, which were charged to the operating income for the 
fourth quarter of 2012. SEK -187m was charged to Europe & Asia/Pacific, SEK -36m to Americas, SEK -25m to 
Construction and SEK -8m are Group Common Costs. 
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13) GENERAC REPORTS RECORD FOURTH QUARTER AND FULL-YEAR 2012 RESULTS 
 
Fourth quarter results significantly exceed expectations - Strong broad based organic revenue growth and operational 
execution lead to record levels of revenue, adjusted EBITDA and cash flow in the quarter 
 
WAUKESHA, Wis.-- Feb. 14, 2013-- Generac Holdings Inc., a leading designer and manufacturer of generators and other 
engine powered products, today reported financial results for its fourth quarter and year ended December 31, 2012. 
Additionally, the Company provided its current outlook for 2013. 
 
Fourth Quarter 2012 Highlights 
 
Net sales increased year-over-year by 28.0% to $342.0 million as compared to $267.3 million in the fourth quarter of 
2011. 
 
Residential product sales increased 28.9% compared to the fourth quarter of 2011. 
 
Commercial & Industrial (C&I) product sales increased 29.4% compared to the prior year fourth quarter. 
 
The Ottomotores acquisition closed on December 8, 2012, building a more balanced, globally focused business. The 
entire $44.8 million net purchase price was funded using cash on hand. 
 
Net income during the fourth quarter of 2012 was $28.3 million, or $0.41 per diluted share. 
 
Adjusted net income, as defined in the accompanying reconciliation schedules, increased 17.1% over the prior year 
quarter to $60.7 million. Adjusted diluted net income per common share increased 15.3% to $0.87 per share. 
 
Adjusted EBITDA increased 34.5% over the prior year fourth quarter to $83.1 million. 
 
Cash flow from operations in the fourth quarter of 2012 was $106.4 million as compared to $80.7 million in the prior year 
quarter. Free cash flow was $97.4 million as compared to $73.1 million in the fourth quarter of 2011. 
 



As a result of this strong free cash flow conversion, on February 11, 2013, the Company prepaid $80.0 million of principal 
on its existing term loan, contributing to significantly improved leverage ratios since refinancing the Company’s credit 
facilities in the second quarter of 2012. 
 
Full-Year 2012 Highlights 
 
Net sales increased year-over-year by 48.5% to $1.176 billion as compared to $792.0 million in 2011. 
 
Residential product sales during 2012 increased 43.7% as compared to a strong 2011, which grew at a 31.7% rate over 
2010. 
 
C&I product sales increased 64.0% as compared to 2011. Excluding the impact of Magnum Products and the modest 
impact from the recent Ottomotores acquisition, C&I product sales increased 14.0% versus 2011 on an organic basis. 
 
Net income during 2012 was $93.2 million, or $1.35 per diluted share. 
 
Adjusted net income increased 50.0% over the prior year to $220.8 million. Adjusted diluted net income per common 
share increased 47.0% to $3.19. 
 
Adjusted EBITDA increased 53.8% over the prior year to $289.8 million. 
 
Cash flow from operations during 2012 was $235.6 million as compared to $169.7 million in the prior year. Free cash flow 
was $213.2 million as compared to $157.7 million in 2011, which represents 97% and 107% of the adjusted net income 
reported during the respective years. 
 
“2012 was a tremendous year for Generac as we achieved record financial results with significant growth across all 
product categories and regions of the United States,” said Aaron Jagdfeld, President and Chief Executive Officer.  
 
“With 49% growth in 2012 following 34% growth in 2011, we have nearly doubled the size of our business in the past two 
years and have used our positive momentum to reinvest heavily in our future over that time using our Powering Ahead 
strategy as our roadmap. Specifically, in the fourth quarter, we launched our AMP™ marketing tool which combines data 
from existing owners, third party demographic data and power outage tracking to identify and direct market to potential 
sales prospects more effectively. This tool, coupled with our new PowerPlay™ tablet based in-home selling solution which 
also launched in the fourth quarter, should improve sales lead flow and closure rates for home standby opportunities 
through our distribution partners.  
 
In 2012, we also accelerated our re-entry into the market for power washers and have recently launched our OneWash™ 
product, the industry’s first and only variable speed washer, which has helped us to gain valuable shelf space for the 
upcoming 2013 season.” 
 
“In addition to investments in our core markets in the U.S., our efforts to become a more global player took a major step 
forward with the acquisition of the Ottomotores businesses late in the fourth quarter of 2012,” continued Mr. Jagdfeld. 
“With over 500 employees and locations in Mexico and Brazil, Ottomotores is a leading market share player in the 
growing Latin American standby power market.  
 
This acquisition provides us with the essential elements of a local manufacturing presence, added distribution and access 
to higher-power products that we believe are critical for us to begin building a foundation to successfully compete in the 
global market for backup power generation.” 
 
Additional Fourth Quarter 2012 Highlights 
 
Residential product sales for the fourth quarter of 2012 increased 28.9% to $216.0 million from $167.5 million for the 
comparable period in 2011. The growth was primarily driven by increased demand for portable and home standby 
generators, and to a lesser extent power washers. The strength in shipments was driven by a combination of the 
significant awareness and demand created by major power outages in recent years, expanded distribution, and overall 
strong operational execution. 
 
Commercial & Industrial product sales for the fourth quarter of 2012 increased 29.4% to $110.6 million from $85.5 million 
for the comparable period in 2011. The increase in net sales was primarily driven by an increase in shipments to national 
account customers for both stationary standby and mobile power equipment. C&I net sales in the fourth quarter of 2012 
includes a modest contribution of revenue from the Ottomotores acquisition that closed in December 2012. The Magnum 



Products acquisition became fully annualized as of the fourth quarter of 2012, and accordingly, the full impact of its 
financial results are reflected in both the current and prior year quarterly periods. 
 
Gross profit margin for the fourth quarter of 2012 was 36.9% compared to 36.8% in the fourth quarter of 2011. The 
positive impact from improved pricing and a moderation in commodity costs was largely offset by changes in product mix 
during the current year quarter. 
 
Operating expenses for the fourth quarter of 2012 declined by $4.2 million or 6.8% as compared to the fourth quarter of 
2011. Additional operating expenses to support the strategic growth initiatives and higher baseline sales levels of the 
Company were more than offset by a non-recurring, non-cash impairment charge that was recorded in the prior year 
totaling $9.4 million. Operating expenses during the current-year quarter were also modestly impacted by the acquisition 
of Ottomotores in December 2012. 
 
Interest expense in the fourth quarter of 2012 increased to $16.6 million compared to $5.9 million in the same period last 
year. The increase was a result of the higher debt levels from the refinancing of the Company’s senior secured credit 
facilities in May 2012. 
 
Net income in the current year quarter includes an income tax provision of $21.4 million as compared to a $238.0 million 
income tax benefit in the fourth quarter of 2011. The large income tax benefit in the prior-year fourth quarter consisted 
primarily of the reversal of the full valuation allowance on the Company’s net deferred tax assets. 
 
2013 Outlook 
 
The Company is initiating guidance for 2013 with solid revenue growth expected off a very strong 2012. For the full-year 
2013, the Company currently expects net sales to increase approximately 10% as compared to the prior year. This top-
line guidance assumes no material changes in the current macroeconomic environment and no major power outage 
events for the remainder of 2013. 
 
Gross margins are expected to decline by approximately 80 to 100 basis points during 2013 as compared to the prior year 
primarily as a result of the addition of Ottomotores partially offset by the expected favorable impact from cost reduction 
initiatives.  
 
Operating expenses as a percentage of net sales, excluding amortization of intangibles, are expected to be slightly up 
compared to 2012, as the Company continues to invest in its infrastructure to support strategic growth initiatives and an 
overall higher level of baseline sales. 
 
As a result, Adjusted EBITDA for the full-year 2013 is expected to increase in the mid single-digit percentage range as 
compared to 2012. 
 
Cash flow conversion is expected to remain strong during 2013 and be consistent with the cumulative average during the 
past four years of free cash flow representing between 90-95% of adjusted net income. 
 
Mr. Jagdfeld concluded, “Over the course of the past two years, we have significantly increased our product development 
efforts by doubling the size of the Company’s engineering functions and investing heavily in our capabilities. We expect to 
bring more new products to market in 2013 than at any other time in the history of Generac which we believe will both add 
to our leadership positions in the markets for portable and home standby generators and significantly broaden our 
commercial and industrial product lines.  
 
As we focus on driving the adoption of back-up power generation for homes and businesses and diversifying our product 
offerings, our distribution channels and the geographies we serve, we are transforming Generac into a larger, more 
balanced company with improved global focus. Through innovation and solid execution in 2013, we expect to accelerate 
the penetration rate for home standby generators, increase our share of the commercial and industrial markets, and 
further diversify our business through new products and geographies. As a recognized leader in the market for back-up 
power, we believe Generac is incredibly well positioned to capitalize on the macro opportunities that are in front of us.” 
 
About Generac 
 
Since 1959, Generac has been a leading designer and manufacturer of a wide range of generators and other engine 
powered products. As a leader in power equipment serving residential, light commercial, industrial and construction 
markets, Generac's power products are available internationally through a broad network of independent dealers, 
retailers, wholesalers and equipment rental companies. 
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14) 2013 – 2014 OPE INDUSTRY MEETING AND EVENTS CALENDAR 
 

2013 - 2014 OPE INDUSTRY MEETING AND EVENTS CALENDAR 
 

January 21-23, 2014 
 BTME-BIGGA, British Turf Management and the British International Golf & 

Greenkeepers Association Show, Harrogate International Center, England 

   

January 21-24, 2014  World of Concrete, Las Vegas Convention Center, Las Vegas, NV 

   

February 5-6, 2014  GIS, Golf Industry Show, Orange County Convention Center, Orlando, FL 

   

February 9-12, 2014 
 The Rental Show, American Rental Association Conference and Trade Show, Orange 

County Convention Center, Orlando, FL 

   

February 16-19, 2013 
 OPEAA, Outdoor Power Equipment Aftermarket Association Annual Meeting,  

PGA Resort and Spa, Palm Beach Gardens, Florida 

   

March 3-6, 2013 
 OPEESA, Outdoor Power Equipment and Engine Service Association, Annual 

Members Meeting, Don CeSar Hotel, St. Pete Beach, Florida 

   

March 10, 2013  Daylight Savings Time Begins 

   

April 10-13, 2013 
 EETC, Equipment and Engine Training Council 17

th
 Annual Conference, The Radisson 

Hotel, Bloomington, MN  

   

May 7-9, 2013 
 National Hardware Show, Las Vegas Convention Center and Sands Convention 

Center, Las Vegas, NV 

   

June 18-21, 2013  OPEI, Outdoor Power Equipment Institute Annual Meeting, Williamsburg, VA 

   

June 23-29, 2013 

 
 Skills USA, National Leadership and Skills Conference, Kansas City, MO 

   

September 2-4, 2013 
 SPOGA+GAFA, International Garden Trade Fair with the International Trade Fair for 

Sport, Camping and Garden Lifestyle, Cologne, Germany           

   

September 3-5, 2013 
 IOG SALTEX, Grounds Care, Sports Facilities, Amenities, Landscaping And Estate 

Management Outdoor Trade Show, Windsor Race Track, Windsor, Berkshire, England 

  . 

September 16-18, 2013  GLEE, International Garden and Leisure Show, NEC Birmingham, England 

   

October 30 – Nov. 2, 2013  FFA, Future Farmers of America Annual Convention, Louisville, KY 

   

October 23-25, 2013 
 GIE+EXPO, Combining GIE+EXPO and the Hardscape North America Shows, Louisville, 

KY 

   

November 3, 2013  Daylight Savings Time Ends 

 

http://www.harrogateweek.org.uk/
http://www.worldofconcrete.com/
http://www.golfindustryshow.com/
http://www.therentalshow.com/
http://www.opeaa.org/
http://www.opeesa.com/
http://www.eetc.org/
http://www.nationalhardwareshow.com/
http://www.opei.org/
http://www.skillsusa.org/events/nlsc.shtml
http://www.spogagafa.com/en/spogagafa/home/index.php
http://www.iog.org/shows-and-events/iog-saltex
http://www.gleebirmingham.com/
https://www.ffa.org/
http://www.gie-expo.com/
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15) OPEESA OFFICERS, BOARD, EXECUTIVE DIRECTOR CONTACT INFORMATION 
 

First Last Name Company Email Position/Ter

m 

Pete  Yunker Power Equipment Systems 

1645 Salem Industrial Dr.  

Salem  OR  97301 

petey@pesnet.com President 

Todd Winstead Tidewater Power Equipment 

5796 Thurston Ave. 

Virginia Beach  VA 

23455 

twinstead@tpeco.com Vice 

President 

Annual 

Meeting 

Ron Monroe Hayward Distributing Co. 

4061 Perimeter Drive 

Columbus  OH 

43228 

rmonroe@haydist.com Sec/Treas. 

Robert  Graham EWI 

7415 Empire Central 

Houston  TX  77040 

robert.graham@engwarehouse.com Past 

President 

Mike Rounsavall Servantage Dixie Sales Co. 

5920 Summit Ave. 

Browns Summit  NC   27214 

mrounsavall@dixiesales.com 2013 

Denis Bedard Husqvarna Professional Products 

9335 Harris Corners Parkway 

Charlotte  NC  28269 

denis.bedard@husqvarna.com 2013 
Manufacturer/ 

Affiliate Rep. 

Robert  Smith Smith’s South-Central Sales Co. 

1802 S. Arkansas St 

Springhill  LA  71075 

rsmith@smithssc.com 2014 

Rick  Bryan IV Bryan Equipment 457 Wards Corner 

Road 

Loveland  OH  45140 

rbiv@bryanequipment.com 2014 

Jeff Plotka Precision Work 

75 Harbor Road 

Port Washington  NY    11050 

jeff@precisionworkinc.com 2014 

Mike  Horak GE Commercial Dist. Finance 

5595 Trillium Blvd. 

Hoffman Estates, IL 60192  

mike.horak@ge.com 2014 
Manufacturer/ 

Affiliate Rep. 

Ted  Finn Gardner, Inc. 

3641 Interchange Road 

Columbus, OH  43204 

tedf@gardnerinc.com 2015 

Nancy Cueroni OPEESA 

37 Pratt Street26 

Essex  CT  064 

Info@opeesa.com Executive 

Director 
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