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1) CEO Aaron Jagdfeld Plans for Generac Growth 

www.businessmanagementdaily.com    
 
May 14 -- Aaron Jagdfeld, 41, runs a fast-growing company with $1 billion in annual revenue. He’s president and CEO of 
Generac Holdings, a maker of automatic standby generators based in Waukesha, Wis. 
 
Jagdfeld joined Generac in 1994 and became its chief executive in 2008. In the past two years, its workforce has grown 
from about 1,400 to approximately 3,000 employees, largely due to acquisitions. 
 
EL: How did you become CEO at such a young age? 
 
Jagdfeld: I started here in finance and later became chief financial officer [in 2002]. I think it’s my deep understanding of 
the business, the products, the customers, the employees, even the supply chain. 
 
EL: If you were to pick one skill that drives your success, what would it be? 
 
Jagdfeld: Decision-making. You’ve got to make educated decisions through data as a leader. With big decisions, you want 
to solicit opinions from your team, the board of directors and other stakeholders and understand the impact any one 
decision will have.  
 
EL: But doesn’t gathering wide-ranging input make it harder to decide? 
 
Jagdfeld: I’ll pick a path, and the input process becomes a validation of that path. You can’t go out to people with an open 
question and just go in any or all directions they take you.   
 
EL: What lessons have you learned to make sound decisions? 
 
Jagdfeld: You need to act swiftly and decisively. Don’t wait for a problem to solve itself. People resolve problems. My 
clock speed runs faster. If I have the data, I’ll advance toward making a decision. 
 
EL: How about personnel decisions? 
 
Jagdfeld: If you see someone failing or flailing, give proper feedback quickly. 
 
EL: As CEO, what metrics do you track? 
 
Jagdfeld: We’re heavy into numbers. We use KPIs [key performance indicators] to make sure our team has the resources 
to execute properly. But to me, leadership is also about having energy: getting excited about our prospects and our 
growth. 
 
EL: How do you express that excitement? 
 
Jagdfeld: My role is to develop the team. You turn into a head coach, calling plays and executing plays. I get to be a 
cheerleader, coach and traffic cop. Confidence comes from the team saying, “We can do this.” 
 
EL: How do you set goals? 
 
Jagdfeld: There’s an art to giving teams the confidence, resources and drive to achieve goals. You want to set goals that 
don’t disillusion people. 
 
EL: How would you describe Generac’s culture? 
 
Jagdfeld: In 2008, we had a culture shaped by the company’s founder. When I became CEO, I had a blank slate to 
develop our culture going forward. We created a list of what we wanted to keep and what we wanted to change. 
 
We formed a “Culture Club” of employees to go through the list. We kept elements such as our speed, flexibility and work 
ethic. We changed to develop more team orientation. 
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2) SERVANTAGE® DIXIE SALES AND OUTDOOR DIVISION OF HENRY W. O’NEILL and ASSOCIATES JOIN 

FORCES  
 
Victor, NY business will operate as Servantage O’Neill Outdoor  
 
GREENSBORO, N.C. (April 9, 2013) — Servantage® Dixie Sales announces today that, as of April 15, it will acquire the 
Outdoor Division of Henry W. O’Neill and Associates. The O’Neill facility in Victor, NY will operate as Servantage O’Neill 
Outdoor.  
 
Servantage Dixie Sales is a distributor of a full range of products, parts and accessories from the top name brands in lawn 
and garden, power equipment and outdoor sporting goods. O’Neill Associates distributes lawn and garden equipment, 
parts and accessories as well as industrial and commercial products to 14 northeastern states.  
 
“The combination of Servantage Dixie Sales and O’Neill will allow us not only to capitalize on the rich legacy that O’Neill 
provides,” said Harold Reiter, CEO of Servantage Dixie Sales, “but also enables us to better develop the offerings 
provided by Servantage Dixie Sales, particularly in the North Eastern USA region. O’Neill brings with it a number of new 
opportunities for industry expansion.”  
 
“We are very eager about joining forces with the Servantage Dixie Sales team and look forward to continuing to build the 
combined business,” added Virginia O’Neill, president of O’Neill Associates.  
 
“As Dixie prepares to celebrate its 100-year anniversary and O’Neill Associates enters 61 years of operation, we are well 
positioned to provide a seamless brand experience for all of our business partners and customers,” said Mike Rounsavall, 
president of Servantage Dixie Sales. “We look forward to teaming up with O’Neill Outdoor as part of the Servantage 
network.”  
 
About Servantage® O’Neill Outdoor  
 
Servantage® Dixie Sales is an independent, full-service, value-added distributor of lawn and garden equipment that 
enhances end-user experiences with consumer products. The combined companies of Servantage Dixie Sales and 
O’Neill Outdoor have over 150 years of experience. The company’s core competencies are customer service, integrated 
distribution and logistics, and product-support service networks. As a trusted partner and reliable resource, manufacturers 
and multiple-store retailers depend on Servantage Dixie Sales to create a seamless brand experience for their customers. 
Headquartered in Greensboro, NC, the Servantage group now operates distribution centers in Greensboro, NC; Memphis, 
TN; Victor, NY and Toronto, Canada as well as two contact centers in the US and Canada providing customer support in 
English, French and Spanish. For more about Servantage Dixie Sales and Servantage O’Neill Outdoor, visit 
www.servantage.net  
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3) U.S. HOUSING RECOVERY BOOSTS TECHTRONIC INDUSTRIES EXPORTS 

www.forbes.com   
 
May 22 -- Horst Julius Pudwill, chairman of Hong Kong-based Techtronic Industries, has emerged as a new billionaire as 
shares of the power equipment supplier surged by more than 100% in the past year. With the bulk of its manufacturing 
facilities in southern China, the company delivered record revenues and profit in 2012, boosted by strong sales of power 
tools and floor care products in the U.S. and European markets. 
 
Benefiting from a nascent recovery in the U.S. housing market and strong cost controls, Techtronic’s group sales 
increased 8.4% to $3.67 billion in 2012. Profit grew 32% to $201 million.  The share price has climbed 111% in the past 
twelve months. Pudwill, 69, who owns a bit more than 20% of the company, has seen his net worth jump to over $1 billion, 
Forbes calculates. 

http://www.servantage.net/
http://www.forbes.com/


 
Pudwill first visited Hong Kong from Germany in the mid-1970s as a sales and marketing representative promoting 
Volkswagen vehicles. In 1985, along with business partner Roy Chung Chi-ping, he founded Techtronic Industries in 
Hong Kong, which had six employees and focused on producing rechargeable battery packs in hand tools. It later 
assembled tools for overseas brands. In the 1990s, it began buying up consumer brands. Today, the company has grown 
to be one of the world’s largest suppliers of cordless power tools and floor care appliances. It employs over 20,000 people 
worldwide. 
 
In 2000, Techtronic purchased North American power tool operations previously owned by Japan-based Ryobi Limited. It 
acquired Milwaukee power tools along with AEG, from a Swedish group in 2005 for $626 million. In 2007, Techtronic 
bought the ailing Hoover brand from Whirlpool WHR -0.34% for $107 million, and turned around the money-losing 
business. 
 
Pudwill retired as CEO in 2008 but remains chairman of the company. 
 
Techtronic is best known for brands like Milwaukee Electric Tools, Homelite outdoor products, and Dirt Devil and Hoover 
vacuum cleaners. Consumers in Europe and Australia might be more familiar with its Ryobi and Vax brands. Some 74% 
of revenues come from the U.S. market and 20% from Europe. 
 
Product demand in the US is benefiting from a recovery in housing and from the reconstruction efforts following Hurricane 
Sandy., J.P. Morgan Hong Kong analysts Leo Chik and Andrew Hsu said in a recently-released report. 
 
Fueled by the housing market growth, Techtronic’s largest customer, Home Depot HD -1.44%, just reported higher-than-
expected results for the first quarter of 2013, and raised its sales and profit outlook for the year. Similar to Home Depot, 
Techtronic has seen increased demand for tools and power generators after Hurricane Sandy.  Power tool sales in the 
U.S. grew 10% in the first half of 2012, the analysts said. Milwaukee, the primary professional brand for Techtronic, grew 
by 23.7% driven by strong demand from U.S. contractors for its new “Fuel” line of brushless motor products launched 
recently. In Europe, professional tool sales also grew double digits. 
 
The analysts expect lower material costs and an appreciating Euro could help raise 2012 and 2013 EBIT (earnings before 
interest and tax) margins to a five-year high of 6.7%, rising to 9.7% by 2015 with increased sales growth. However, the 
key risks to its businesses are rising cost of production in China and a slower-than-expected recovery in US demand. 
 
Headquartered in Hong Kong, Techtronic maintains manufacturing and research facilities in Asia and North America, as 
well as a customer servicing network in North America, Europe and Australasia.  But the bulk of its manufacturing is in 
southern Chinese city of Dongguan. 
 
Pudwill holds a master’s degree in engineering and a general commercial degree. He is married to Barbara Pudwill. Their 
son Stephan Horst Pudwill, 37, joined Techtronics in 2004 and now serves as president of strategic planning.  Pudwill 
lives in Hong Kong and enjoys golf and tennis. 
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4) THE TORO COMPANY REPORTS RECORD SECOND QUARTER RESULTS 
 
• Sales increase to record $704 million for the quarter 
• Quarterly net earnings per share up 17 percent to a record $1.32 
• Late spring impacts momentum in quarter 
• Company tempers sales growth expectations and maintains earnings outlook 
 
BLOOMINGTON, MN -- May. 23 -- The Toro Company today reported net earnings of $78.4 million, or $1.32 per share, 
on a net sales increase of 1.9 percent to $704.5 million for its fiscal second quarter ended May 3, 2013. In the comparable 
fiscal 2012 period, the company delivered net earnings of $68.8 million, or $1.13 per share, on net sales of $691.5 million. 
 



For the first six months, Toro reported net earnings of $109.8 million, or $1.85 per share, on a net sales increase of 3 
percent to $1,149.1 million. In the comparable fiscal 2012 period, the company posted net earnings of $88.7 million, or 
$1.46 per share, on net sales of $1,115.3 million. 
 
“We achieved record sales and earnings in the quarter, despite this year’s challenging weather pattern compared to a 
year ago,” said Michael J. Hoffman, Toro’s chairman and chief executive officer. “In 2012, we enjoyed ideal spring 
conditions with a warm, early start to the season, while this year much of North America and Europe have dealt with 
unusually cold weather. These conditions delayed sales, especially of our residential products which are more 
immediately impacted by weather. 
 
Improved market conditions for some of our professional customers, combined with new products and solid execution, 
fueled shipment growth that offset the delay of our residential shipments. Through the first six months, our golf and micro 
irrigation businesses have been strong, and our professional sales in Europe and Asia are ahead of last year. While our 
earnings benefited from mix and timing, I’m pleased to see our productivity efforts yielding results on the path to our 
Destination 2014 operating earnings goal.” 
 
“Even with a marginal winter season and late start to spring, we remain cautiously optimistic about the remainder of the 
year,” said Hoffman. “Retail activity in our residential business started to pick up in late April, and the momentum is 
continuing in May. Looking forward, we face favorable comparisons to last year, when much of the United States 
struggled with drought conditions during the summer months. Since we are not likely to make up all of the impact from the 
late start to spring, including a resulting increase in field inventory, we are tempering our revenue growth expectations for 
the year. Despite lower sales growth, we are maintaining our earnings outlook on the strength of productivity gains and 
favorable commodity trends, somewhat offset by anticipated pressures from mix and manufacturing utilization in the 
second half of the year.” 
 
The company now expects revenue growth for fiscal 2013 to be about 3 to 4 percent, and continues to expect net 
earnings to be about $2.40 to 2.45 per share, or an increase of about 12 to 15 percent over fiscal 2012. 
 
SEGMENT RESULTS 
 
Professional 
 
Professional segment net sales for the second quarter totaled $496.4 million, up 8.9 percent from the prior year period. 
Shipments of landscape contractor equipment increased on channel demand in anticipation of the upcoming season. 
Rental and construction equipment sales were up on strong rental customer demand and incremental sales from the 
Stone acquisition.  
 
Worldwide sales of golf equipment and irrigation increased on improved budgets that enabled customers to replace aging 
fleets and systems with new innovative products. Global micro irrigation sales increased on continued demand for more 
efficient irrigation solutions for agriculture. For the first six months, professional segment net sales were $825.6 million, up 
11.6 percent from the comparable fiscal 2012 period. 
 
Professional segment earnings for the second quarter totaled $112.3 million, up 13.8 percent from the prior year period. 
For the first six months, professional segment earnings were $173.0 million, up 22.9 percent from the comparable fiscal 
2012 period. 
 
Residential 
 
Residential segment net sales for the second quarter totaled $201.4 million, down 13.2 percent from the prior year period. 
Unfavorable weather delayed the start of the spring goods selling season, negatively impacting the sales of walk power 
mowers and riding products. For the first six months, residential segment net sales were $322.3 million, down 12.8 
percent from the comparable fiscal 2012 period. The year-to-date sales results were largely attributable to the unusually 
mild winter and the late start to spring. 
 
Residential segment earnings for the second quarter totaled $24.7 million, down 13.5 percent from the prior year period. 
For the first six months, residential segment earnings were $36.8 million, down 10.4 percent from the comparable fiscal 
2012 period. 
 
OPERATING RESULTS 
 



Gross margin for the second quarter improved 180 basis points to 35.8 percent due to segment mix, coupled with 
productivity gains and selective price increases. For the first six months, gross margin was up 210 basis points to 36.4 
percent. 
 
Selling, general and administrative (SGandA) expense as a percent of sales increased 50 basis points for the second 
quarter to 19.1 percent. For the first six months, SGandA expense increased 40 basis points as a percent of sales to 22.1 
percent. For both periods, the increase in SGandA as a percent of sales was a result of higher warehousing expense, 
incremental costs from acquisitions, increased engineering spending, and higher health insurance costs. 
 
Operating earnings as a percent of sales increased 130 basis points to 16.7 percent for the second quarter, and was up 
170 basis points to 14.3 percent for the year to date. 
 
The effective tax rate for the second quarter was 32.6 percent compared with 34.1 percent in the same period last year. 
For the year to date comparison, the tax rate decreased to 31.3 percent from 34 percent. The decrease in both periods 
was primarily the result of the reenactment of the Federal Research and Engineering Tax Credit. 
 
Accounts receivable at the end of the second quarter totaled $307.8 million, up 12.8 percent from the prior year period. 
Net inventories were $310 million, up 23.6 percent from last year’s second quarter. Trade payables were $203.7 million, 
up 3.7 percent compared with last year. 
 
About The Toro Company 
 
The Toro Company (NYSE: TTC) is a leading worldwide provider of innovative turf, landscape, rental and construction 
equipment, and irrigation and outdoor lighting solutions. With sales of more than $1.9 billion in fiscal 2012, Toro’s global 
presence extends to more than 90 countries through strong relationships built on integrity and trust, constant innovation, 
and a commitment to helping customers enrich the beauty, productivity and sustainability of the land.  
 
Since 1914, the company has built a tradition of excellence around a number of strong brands to help customers care for 
golf courses, sports fields, public green spaces, commercial and residential properties, and agricultural fields. More 
information is available at www.thetorocompany.com. 
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5) VENTRAC RECEIVES PRESIDENTIAL AWARD FOR EXPORT GROWTH 
 
WASHINGTON – May 20 -- U.S. Acting Secretary of Commerce Rebecca Blank today presented Venture Products, Inc. 
with the President’s “E” Award for Exports at a ceremony in Washington, D.C. The “E” Awards are the highest recognition 
any U.S. entity may receive for making a significant contribution to the expansion of U.S. exports. 
 
“I am delighted to be recognizing this year’s Presidential ‘E’ Award winners for their outstanding contributions to U.S. 
exports and congratulate Venture Products, Inc. on its outstanding export achievement,” said Acting Secretary Blank. “It is 
businesses like Venture Products that are strengthening the economies of local communities, creating jobs, and 
contributing to the worldwide demand for ‘Made in the USA’ goods and services.” 
 
“Exporting has enabled us to diversify our revenue streams and weather changes in the marketplace. It allows us to 
mitigate risk while boosting our competitiveness and bottom lines,” stated Dallas Steiner, President of Venture Products. 
He adds, “Our products are exported to over 20 countries, with the strongest countries of export being Sweden, Japan, 
South Korea and Australia.” 
 
Randy Kitzmiller, Director of Operations for Venture Products said, “Export sales over the past three years have grown 80 
percent. This growth has allowed us to double our work force and build a new manufacturing facility in Orrville, Ohio.”   
 
Venture Products, Inc., located in Orrville, Ohio, is the manufacturer of Ventrac compact tractors and commercial grade 
attachments. Ventrac tractors are unique; the design includes an articulating frame, front-mounted attachments, and all-
wheel drive traction in a compact design..  
 



U.S. exports hit an all-time record of $2.2 trillion in 2012, and supported nearly 10 million American jobs. President 
Obama’s National Export Initiative, which aims to double U.S. exports by the end of 2014 and support an additional 2 
million jobs in the United States, is opening new avenues for U.S. exporters through enhanced export assistance and a 
strengthened trade agenda that is targeting emerging markets and industry sectors across the globe. 
 
President Kennedy revived the World War II “E” symbol of excellence to honor and provide recognition to America's 
exporters. The “E” Award Program was established by Executive Order 10978 on December 5, 1961. A total of 57 U.S. 
companies were presented with the President’s “E” Award this year. 
 
U.S. companies are nominated for the “E” Award for Exports through the Department of Commerce’s U.S. and Foreign 
Commercial Service office network, located within the Department’s International Trade Administration, which has offices 
in 108 U.S. cities and more than 70 countries to help U.S. exporters.  Four years of successive export growth and an 
applicant’s demonstration of an innovative international marketing plan that led to the increase in exports is a significant 
factor in making the award. 
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6) ‘EXTREMELY ACTIVE’ 2013 HURRICANE SEASON EXPECTED 
 
May 23 -- A year after Superstorm Sandy, residents along the Atlantic and Gulf coasts should prepare for "an extremely 
active" 2013 hurricane season, U.S. forecasters say. 
 
There is a "70 percent likelihood" that will be three to six major hurricanes this year with winds above 111 mph, according 
to the 2013 hurricane outlook unveiled by the National Oceanic and Atmospheric Administration's Climate Prediction 
Center on Thursday. 
 
During the six-month hurricane season, which begins June 1, forecasters anticipate 13 to 20 named storms (winds of 39 
mph or higher). Of those, seven to 11 could become hurricanes (winds of 74 mph or higher). 
 
Those ranges are above normal. According to the National Hurricane Center, the seasonal average is 12 named storms, 
six hurricanes and three major hurricanes. Hurricane season ends Nov. 30. 
 
The dire forecast comes as many shoreline residents—particularly in New York and New Jersey—are still recovering from 
Sandy, which killed 147 people and caused more than $75 billion in damage in October 2012. It was the second-costliest 
hurricane in U.S. history. 
 
The 2012 hurricane season produced 19 named storms, including 10 hurricanes and two major hurricanes—Sandy and 
Michael, a Category 3 storm that stayed over the open Atlantic. The number of named storms and hurricanes were above 
average, but the two major hurricanes was below the average of three. 
 
Climate factors—including warmer-than-average water temperatures in the Atlantic Ocean—contributed to 2013's active 
forecast, the NOAA said. 
 
And homeowners should begin their storm preparations now. 
 
"Take time to refresh your hurricane preparedness plan," Kathryn Sullivan, NOAA acting administrator, said during a news 
conference in College Park, Md., on Thursday. "Bottom line is become weather-ready now—that means starting today." 
NOAA also unveiled plans for a new "supercomputer" that will run an "upgraded Hurricane Weather Research and 
Forecasting models." That, combined with new Doppler technology from NOAA's"hurricane hunter" aircraft, is expected to 
improve forecast accuracy "by 10 to 15 percent," the NOAA said. 
 
The seasonal hurricane outlook does not predict how many storms will hit land or where a storm will strike. For people 
living on the shorelines, Sullivan said, "this is your warning." 
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7) THOUGHTS FOR THE DAY 
 
 
“Be yourself;  
everyone else is already taken.”  
 

- Oscar Wilde 
 
 
They told me that to make her fall in love 
I had to make her laugh. 
But every time she laughs, 
I’m the one who falls in love. 
 

- Unknown 
 
 
Sometimes you will never know the true value of a moment until it becomes a memory. 
 

- Unknown 
 
 
Happiness is like a butterfly; 
The more you chase it, 
The more it will elude you,  
But if you turn your attention to other things, 
It will come and sit softly on your shoulder… 
 

- Thoreau 
 
 
Imperfection is beauty, 
Madness is genius, 
And it’s better to be absolutely ridiculous 
Than absolutely boring. 
 

- Unknown 
 
 
We come into this world alone. 
We leave this world alone. 
Everything else is optional. 
 

- Unknown 
 
 
You are confined only by the walls 
You build yourself. 
 

- Unknown 
 
 



“Success is not final, 
Failure is not fatal: 
It is the courage to continue that counts.” 
 

- Winston S. Churchill 
 
 
A reader lives a thousand lives before he dies. 
The man who never reads, lives only one. 
 

- Unknown 
 
 
“I have never in my life learned anything from any man who agreed with me.” 
 

 –  Dudley Field 
 
 
An arrow can only be shot by pulling it backward. 
When life is dragging you back with difficulties, 
It means it’s going to launch you into something great. 
So just focus and keep aiming. 
 

- Anonymous 
 
 
The person who says it cannot be done 
Should not interrupt the person doing it. 
 

- Chinese Proverb 
 
 
Best friends are people who make your problems their problems, 
Just so you don’t have to go through them alone. 
  

- Anonymous 
 
 
Have a heart that never hardens, 
A temper that never tires, 
And a touch that never hurts. 
 

- Anonymous 
 
 
“It takes courage to grow up and 
Become who you really are.” 
 

- e.e. cummings 
 
 
“Man is not what he thinks he is, 
He is what he hides.” 
 

- Andre Malraux 
 
 
“You will never reach your destination 
If you stop and throw stones  
At every dog that barks.” 
 

- Winston Churchill 



 
 
“Always be a little kinder than necessary.” 
 

- J.M. Barrie 
 
 
Missing somebody?            …Call 
Wan’na meet up?                 …Invite 
Wan’na be understood?       …Explain 
Have questions?                 …Ask 
Don’t like something?          …Say it 
Like something?                  …State it 
Want something?                …Ask for it 
Love someone?                  …Tell it 
  
We just have one Life. 
Keep it simple. 
 

- Anonymous 
 
 
Some people are so poor,  
All they have is money. 
 

- Anonymous 
 
 
Be kind to unkind people. 
They need it most. 
 

- Anonymous 
 
 
Surround yourself with the dreamers and the doers, 
The believers and thinkers, 
But most of all, 
Surround yourself with those who see greatness with you, 
Even when you don’t see it yourself. 
 

- Anonymous 
 
 
The only difference between a good day and a bad day is your attitude. 
 

- Anonymous 
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8) 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 and 
Greenkeepers Association Show, Harrogate International Center, England 

   

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

   

February 8-11, 2014 
 OPEAA, Outdoor Power Equipment Aftermarket Association Annual Meeting,  
Charleston Place, 205 Meeting Street, Charleston, SC 

   

February 9-12, 2014 
 The Rental Show, American Rental Association Conference and Trade 
Show, Orange County Convention Center, Orlando, FL 

   

February 23-26, 2014 
 OPEESA, Outdoor Power Equipment and Engine Service Association  Annual 
Members Meeting, Miramonte Resort and Spa, Palm Springs Valley, Indian 
Wells, Calif. 

   

March 9, 2014  Daylight Savings Time Begins 

   

April 9-12, 2014 
 EETC, Equipment and Engine Training Council 18

th
 Annual Conference, 

Charlotte, NC 

   

May 6-8, 2014 
 National Hardware Show, Las Vegas Convention Center and Sands 
Convention Center, Las Vegas, NV 

   

June 17-19, 2014 
 OPEI, Outdoor Power Equipment Institute Annual Meeting, The Breakers, 
Palm Beach, Florida 

   

June 22-28, 2014  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 23-25, 2013 
 GIE+EXPO, Combining GIE+EXPO and the Hardscape North America 
Shows, Louisville, KY 

   

Oct 30 - Nov 2, 2013  FFA, Future Farmers of America Annual Convention, Louisville, KY 

   

November 3, 2013  Daylight Savings Time Ends 

   

 
 
 
 
 

http://www.harrogateweek.org.uk/
http://www.worldofconcrete.com/
http://www.opeaa.org/
http://www.therentalshow.com/
http://www.opeesa.com/
http://www.eetc.org/
http://www.nationalhardwareshow.com/
http://www.opei.org/
http://www.skillsusa.org/
http://www.spogagafa.com/en/spogagafa/home/index.php
http://www.iog.org/shows-and-events/iog-saltex
http://www.gleebirmingham.com/
http://www.gie-expo.com/
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9) KOHLER CO. ADDING 300 JOBS IN SOUTHEASTERN WISCONSIN 

www.bizjournals.com   
 
May 29 -- Kohler Co. will add more than 300 jobs in southeastern Wisconsin over the next three years, the company 
announced Wednesday morning. 
 
The job creation is a result of an expansion of the Kohler-based company’s global power business. Kohler is a privately 
held company whose products include mobile and standby generators. 
 
The company will add an extension to its production facility in the town of Mosel in Sheboygan County. The jobs will be 
added at company locations in Mosel and the villages of Saukville and Kohler, the company said. 
 
“This investment reflects our commitment to provide homeowners and businesses with superior product and rapid 
delivery,” said Herb Kohler, chairman and CEO of Kohler Co. 
 
Since 2011, the demand for standby power has surged with more than 5,000 power outages and more than 50 million 
homes and businesses affected in North America alone, Kohler Co. said. 
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10) GENERAC COMPLETES AMENDED/RESTATED $1.2B SECURED FACILITY, WILL PAY $5.00 PER SHARE 

CASH DIVIDEND 
 
June 3 -- Generator maker Generac announced this morning it had completed the refinancing of its senior secured term 
loan credit facility and, as it previously promised, will use part of the proceeds to pay investors a special dividend of $5.00 
per share, payable on June 21 to stockholders of record on June 12.  
 
Generac said the refinancing resulted in it incurring $1.2 billion of senior secured term loans that replaced its prior term 
loan facilities. The new term loans will mature in 2020, with interest initially accruing at LIBOR plus 2.75% with a LIBOR 
floor of 0.75%. Moreover, beginning in the second quarter of 2014, the spread to LIBOR of the new term loans can be 
reduced to LIBOR plus 2.50% if its net debt leverage ratio falls below 3.0 times. 
 
Generac also obtained a one-year extension to the maturity date of its existing $150 million senior-secured, asset-based 
revolving credit facility. The extended revolving credit facility will terminate in 2018, but will continue to accrue interest on 
drawn proceeds using an "availability-based pricing grid" starting at LIBOR plus 2%. 
 
As previously announced, the generator maker intends to use approximately $342 million of the proceeds from the new 
term loans to fund a special cash dividend to its stockholders of $5.00 per share. The company does not pay a regular 
dividend on its common stock. The remaining funds will be used for general corporate purposes and to pay related 
financing fees and expenses. 
 
As a result of the closing on the $1.2 billion of senior secured term loans, the Company is updating its guidance for 
interest expense for the full-year 2013. Interest expense is now expected to be in the range of $55.0 to $57.0 million, 
which includes $50.0 to $51.0 million of debt service costs, at current LIBOR rates, plus $5.0 to $6.0 million for deferred 
financing cost and original issue discount amortization. Interest expense during the third quarter of 2013, the first full 
quarter under the new capital structure, is expected to be approximately $13.0 million, which includes approximately $2.0 
million of deferred financing costs and original issue discount amortization. 
 

http://www.bizjournals.com/
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11) ARIENS COMPANY CLOSING PLANT IN ALABAMA 

www.postcrescent.com   
 
BRILLION, WI — June 6 -- Ariens Co. said today it will close its manufacturing plant in Opp., Ala. 
 
The plant, which is about 80 miles south of Montgomery, Ala., employs 17 people, and will continue operating until July 
26.  
 
The company has operated the facility since 2006 when it acquired Locke Turf Co., a manufacturer of reel mowers and 
specialty turf equipment. It is located on the Kinston highway, and in Opp, personnel were tasked with manufacturing 
snow-blowing equipment, Opp Mayor John Bartholomew said. 
 
Corporate officials said the closure was done. in an effort to consolidate manufacturing operations for improved efficiency. 
Production will run through July 26. 
 
“This decision is not a reflection on the performance of the plant,” said Bob Bradford, senior vice president of operations. 
“I’d like to thank the employees for the remarkable improvements they made on their lean journey of continuous 
improvement which began the day we acquired the plant seven years ago. They would be an asset to any of our other 
manufacturing facilities and we have offered them the option to transfer.” 
 
The company, which makes snow throwers and other power equipment, said employees will be provided severance 
packages and outplacement assistance. 
 
Customers should not see an impact on product delivery, the company said. 
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12) JUDY ALTMAIER NAMED NEW VP AND GENERAL MANAGER OF EXMARK MANUFACTURING 

www.lawnandlandscape.com  
 
BEATRICE, NE – June 11 – Judy Altmaier has been named vice president and general manager of Exmark 
Manufacturing, based in Beatrice, Neb. She succeeds Rick Olson, who recently transitioned to vice president of The Toro 
Co.'s International Business. 
 
Altmaier joined The Toro Co. in 2009 from Eaton Corporation, and most recently served as vice president of operations 
and quality management. Her move to the Beatrice area is a homecoming of sorts, as Altmaier earned her bachelor of 
science in business administration from Kearney State College and an MBA from the University of Nebraska-Kearney, in 
Kearney, Neb. 
 
Prior to joining Toro, Altmaier held a number of high-level positions with Eaton, including serving as vice president and 
general manager of the company’s Global Engine Valve Division in Turin, Italy. She also held the position of vice 
president and general manager of operations for Eaton’s Automotive Group Americas in Marshall, Mich. 
 
“Judy is a seasoned, global leader with broad base experience serving a wide range of internal and external customers,” 
said Mike Happe, group vice president at The Toro Co. “She will lead a strong Exmark team of employees in Beatrice 
that’s ready to support her and continue to drive the Exmark business to higher levels of performance in the years to 
come. She understands our business model and will strive to outperform our customers’ expectations.” 

http://www.postcrescent.com/
http://www.lawnandlandscape.com/


 
 
 
 
BACK TO THE TOP 
 
 
 
 
13) HUSQVARNA GROUP APPOINTS ALAN SHAW AS HEAD OF AMERICAS  
 
Effective August 15, 2013, Alan Shaw has been appointed Executive Vice President, Head of business area Americas 
and will become member of Husqvarna Group Management.  
 
June 19 -- Alan Shaw has more than 25 years of global experience from consumer durables including barbeque grills and 
accessories, lawn and garden equipment and major home  appliances.  
 
Most recently, Alan comes from the barbeque grill and accessories company Char-Broil LLC, US, where he has been 
President and CEO since 2005. Between 2003 and 2005, he held the position as President and CEO of the consumer 
lawn and garden equipment manufacturer Murray Group, US. Between 1987 and 2003, he held numerous positions within 
the home appliance company Whirlpool Corporation. 
  
Alan Shaw holds an MBA from Indiana University and a BS from the University of Idaho.  
 
Earl Bennett, who has been Acting Head of Americas, since January 23, 2013, will resume his position as Vice President 
and General Counsel for Americas.  
 
“Together with my successor Kai Wärn, I would like to welcome Alan Shaw to the Group. In Alan Shaw we have found a 
strong leader with a solid track record of managing brand driven businesses,” says Hans Linnarson, President and CEO 
of Husqvarna Group. “I would also like to thank Earl Bennett for his valuable contributions while acting as Head of 
Americas for the past five months.” 
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14) BRIGGS and STRATTON TO SELL SNAPPER, SIMPLICITY PARTS ONLINE TO CONSUMERS 

www.greenindustrypros.com   
 
July 9 -- Briggs and Stratton's Snapper and Simplicity brands will begin selling certain lawnmower parts online to 
consumers. Briggs is citing increased demand from some consumers to shop for parts online, as opposed to the more 
traditional visit to an independently owned servicing dealership. 
 
“Briggs and Stratton wants to assure that its consumers who prefer to shop online have access to original branded 
equipment parts for their Simplicity and Snapper products,” says Troy Blewett, director of dealer channel marketing for 
Briggs and Stratton.  
 
Select parts will be available on both the Snapper and Simplicity websites starting July 17, 2013. 
 
According to a memo to dealers from a Briggs representative, each website will provide the opportunity for consumers to 
find their nearest dealer, along with an online option to purchase OEM parts. The dealer locator search function will 
assure that consumers understand that they have a local dealer for all of their parts and service needs, the memo states. 
 
“Briggs and Stratton continues to make every effort to drive consumers into its dealers’ brick and mortar stores,” says 
Blewett. “On each page of the online shopping module, a dealer locator is prominently displayed. In fact, it is our plan to 
use this selling tool to increase brand awareness thereby driving more footsteps into our dealerships.” 

http://www.greenindustrypros.com/


 
Generally speaking, dealers are not happy as they will likely lose some parts business; consumers already expressing a 
desire to buy parts online will forego the locate-a-dealer option. 
 
Many dealers already have robust online parts selling capability, but many do not. Briggs assures there is faith in dealers 
to meet demand and tools made available to support their individual online sales efforts. 
 
“We have great faith in our dealers’ abilities to sell our end products and our OEM parts in their local markets. Not all 
dealers, however, engage in online selling,” explains Blewett. “Additionally, for our dealers who are selling parts online (or 
who would like to start), Briggs and Stratton offers a variety of online tools they can use to increase their local search 
capabilities and drive more consumers to their own websites. In fact, our branded websites link directly to those of our 
dealers.” 
 
Some suppliers, such as Toro and Rotary (aftermarket parts), do sell parts to consumers online, but filter sales through 
the appropriate dealers. 
 
The Briggs memo also stated that it's important for the company to provide customers with the original branded equipment 
parts for trusted brands such as Snapper and Simplicity. Thus, an option to buy online is necessary. The company says 
dealers will maintain the most competitive pricing on parts. 
 
“Prices are full list plus freight charges and tax where required,” says Blewett. “Dealers will always be more competitive in  
terms of price. Again, our goal is to provide an avenue for original equipment parts sales for online consumers.”  
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15) OPEI ANNOUNCES 2013-2014 OFFICERS AND DIRECTORS 
 
The Outdoor Power Equipment Institute (OPEI) recently announced its 2013-2014 Officers and Board of Directors during 
the OPEI Annual Meeting in Williamsburg, VA, June 18-20, 2013. 
 
Officers for the 2013-2014 year include: 
 
OPEI chairman - Todd Teske, chairman, president and CEO, Briggs and Stratton 
OPEI vice chair - Paul Mullet, president, Excel Industries 
OPEI secretary/treasurer - Lee Sowell, president of outdoor products, Techtronic Industries, N.A., Inc. 
 
“OPEI is entering this new fiscal year stronger than ever, both organizationally and financially,” said Kris Kiser, president  
and CEO of OPEI. “The OPEI Board reflects the impressive scope and breadth of our membership. Our membership is at 
a record high, representing small engine manufacturers with a range of power sources, utility vehicle manufacturers, and 
a myriad of small engine equipment manufacturers and suppliers serving a broad range of industries and uses.” 
 
"OPEI’s long history and strong membership put us in a unique position to make sure we are bringing good quality high 
value products to the marketplace,” said OPEI chair, Todd Teske. “Our collective strength to influence legislation in order 
to protect our employees and consumers and to communicate accurate information about our industry will continue to be 
our focus into the future. For the over hundred million consumers who use our products, we want them to know we are 
working hard for them.” 
 
Continuing their service on the OPEI Board are:  
 
Immediate past chairman - Daniel Ariens, president and CEO, Ariens Company 
Marc Dufour, president, Club Car 
Peter Hampton, president, Active Exhaust Corporation 
Jean Hlay, president and chief operating officer, MTD Products Inc. 
Steven Bly, executive vice president, Echo Inc. 



Ed Cohen, vice president of Government and Industry Relations, Honda North America 
Michael Hoffman, chairman, chief executive officer, The Toro Company 
Tim Merrett, vice president, ATandT Global Platform Turf and Utility, Deere and Company 
Fred Whyte, president, Stihl Incorporated 
 
New to the board this year are: 
Tom Cromwell, president, Kohler Engines, Kohler Company 
John Cunningham, president, Consumer Products Group, Stanley Black and Decker, Inc. 
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16) HUSQVARNA INTERIM REPORT JANUARY – JUNE 2013 
 
Stockholm July 19, 2013 
Kai Wärn, President and CEO: 
 
“Group sales improved over the course of the quarter, albeit from a slow start of the season due to unusually cold weather 
in both Europe and North America. Sales for Europe and Asia/Pacific increased 2%, Construction 7% while Americas’ 
sales decreased -3%, mainly as a result of the Group’s continued sales channel management to prioritize margin. 
 
Group operating income for the quarter declined, impacted mainly by negative currency effects within Europe and 
Asia/Pacific. The operating income was also affected by under-absorption due to inventory reductions. The stable 
earnings improvement for Americas continued, benefiting from dealer channel growth and improved cost efficiency. The 
positive earnings trend for Construction was supported by higher sales volumes and improved mix. As a result of the 
inventory reductions, Group operating cash flow for the second quarter was strong. 
 
We have a continued cautious demand outlook for Europe, while the outlook for North America remains more positive for 
lawn and garden as well as for construction products. 
 
During the second half of the year we will review how we can further accelerate key improvement 
programs in order to realize our financial goals.” 
 
Second quarter 

• Net sales amounted to SEK 10,227m (10,706). Adjusted for exchange rate effects, net sales were 
unchanged. 

• Operating income amounted to SEK 1,022m (1,152). Adjusted for changes in exchange rates, operating 
income improved slightly. 

• Changes in exchange rates negatively impacted operating income by SEK -156m year over year. 
• Strong operating cash flow amounting to SEK 1,915m (2,535). 
• Earnings per share decreased to SEK 1.15 (1.36). 
• Kai Wärn new President and CEO as of July 1, 2013. 

 
 
SECOND QUARTER 
 
NET SALES 
Net sales for the second quarter decreased by -4% to SEK 10,227m (10,706). Adjusted for exchange rate effects, net 
sales for the Group were unchanged, increased by 2% for Europe and Asia/Pacific and by 7% for Construction, while 
Americas adjusted net sales decreased by -3%. 
 
OPERATING INCOME 



Operating income for the second quarter amounted to SEK 1,022m (1,152) and the corresponding operating margin 
amounted to 10.0% (10.8). Operating income increased for Americas and Construction, while it decreased for Europe and 
Asia/Pacific. 
 
In addition to changes in exchange rates, operating income was negatively impacted mainly by unfavorable product mix 
and lower factory utilization levels due to inventory reductions. 
 
Changes in exchange rates had a total negative impact on operating income of SEK -156m compared to the second 
quarter 2012. 
 
JANUARY – JUNE 
 
NET SALES 
Net sales for January – June decreased by -6% to SEK 19,251m (20,517). Adjusted for exchange rate effects, net sales 
for the Group declined by -2%, for Europe and Asia/Pacific by -2%, for Americas by -2%, while sales for Construction 
increased by 4%. 
 
OPERATING INCOME 
Operating income for January – June amounted to SEK 1,710m (2,082) and the corresponding operating margin 
amounted to 8.9% (10.1). Operating income increased for Americas and Construction, while it decreased for Europe and 
Asia/Pacific. 
Operating income, excluding changes in exchange rates, was negatively impacted mainly by lower factory utilization 
levels, the lower sales volume and product mix. 
 
Changes in exchange rates had a total negative impact on operating income of SEK -291m compared to January - June 
2012. 
 
FINANCIAL ITEMS NET 
Net financial items for the second quarter amounted to SEK -106m (-121). The lower financial cost is explained mainly by 
lower average interest rates. The average interest rate on borrowings at June 30, 2013, was 3.9% (3.9). For January – 
June, net financial items amounted to SEK -192m (-255). 
 
INCOME AFTER FINANCIAL ITEMS 
Income after financial items for the second quarter decreased to SEK 916m (1,031) corresponding to a margin of 9.0% 
(9.6). Income after financial items for January - June decreased to SEK 1,518m (1,827) corresponding to a margin of 
7.9% (8.9). 
 
TAXES 
Taxes for January - June amounted to SEK -390m (-408), corresponding to a tax rate of 26% (22) of income after financial 
items. 
 
EARNINGS PER SHARE 
Income for the second quarter amounted to SEK 661m (786), corresponding to SEK 1.15 (1.36) per share. Income for 
January – June amounted to SEK 1,128m (1,419), corresponding to SEK 1.96 (2.46) per share. 
  
OPERATING CASH FLOW 
Operating cash flow for the second quarter amounted to SEK 1,915 (2,535). Inventory reductions contributed positively to 
cash flow. The lower operating cash flow was mainly due to stronger sales during the latter part of the quarter, resulting in 
lower cash flow from change in trade receivables during the second quarter compared with the previous year. 
 
Operating cash flow for January – June amounted to SEK 129m (92). 
 
FINANCIAL POSITION 
Group equity as of June 30, 2013, excluding non-controlling interests, amounted to SEK 11,591m (12,149), corresponding 
to SEK 20.2 (21.2) per share. 
 
Net debt amounted to SEK 8,733m (9,319) as of June 30, 2013, of which liquid funds amounted to 
SEK 1,940m (1,658) and interest bearing debt amounted to SEK 10,673m (10,977), including pensions. The major 
currencies used for debt financing are SEK and USD. Net debt decreased by SEK -320m as a result of changes in 
exchange rates. 
 
The net debt/equity ratio amounted to 0.75 (0.76) and the equity/assets ratio to 38% (39). 



 
In addition to the amendment of IAS 19 “Employee benefits,” Husqvarna Group has reclassified the net defined pension 
liability to interest-bearing financial liability and included the liabilities in the calculation of net debt. 
 
On June 30, 2013, long-term loans including financial leases amounted to SEK 7,515m (5,211) and short-term loans 
including financial leases to SEK 1,487m (3,850). Long-term loans consist of SEK 4,939m (2,526) in issued bonds, and 
bank loans and financial leases of SEK 2,576m (2,685). The bonds and bank loans mature in 2014 and onwards. The 
Group also has an unutilized SEK 6 bn syndicated revolving credit facility, with maturity in 2016. 
 
PERFORMANCE BY BUSINESS AREA 
 
Europe and Asia/Pacific 
 
Net sales for Europe and Asia/Pacific decreased by -3% in the second quarter 2013. Adjusted for exchange rate effects, 
net sales increased by 2%. 
 
Demand for lawn and garden products was negatively impacted by a late start of spring due to unusually cold weather, 
which lasted well into the quarter in many European markets. Consumer demand remained weaker than in the previous 
year and retailers continued to manage inventory conservatively as the macroeconomic uncertainty remained. 
 
The Group’s sales were off to a slow start, but picked up in May and had a strong finish in June. In terms of products 
categories, electric products such as robotic mowers had the best development, while handheld products and riders 
declined. Watering products were in line with prior year. 
 
Operating income amounted to SEK 806m (1,018) and the operating margin amounted to 15.5% (19.0). 
 
In addition to impact from changes in exchange rates, the lower operating income was mainly related to lower utilization 
levels in factories as a result of inventory reductions, and less favorable product mix. 
 
Changes in exchange rates had a negative year-on-year effect of SEK -153m on operating income. 
 
Americas 
  
Net sales for Americas decreased by -8% in the second quarter 2013. Adjusted for exchange rate effects, net sales 
decreased by -3%. 
 
Although supported by an improving U.S. economy, demand for lawn and garden equipment in North America was off to a 
slow start due to unfavorable weather. 
 
The Group’s sales recovered in the second half of the quarter, but not enough to exceed prior year’s level. Sales were 
lower in the U.S. and in Latin America, while sales in Canada were higher. Sales to the dealer channel rose. 
 
Operating income increased to SEK 150m (87) and the corresponding margin improved to 3.6% (1.9). The effects of 
channel management and manufacturing efficiencies continued to contribute to the positive development. 
 
Changes in exchange rates had a positive year-on-year effect of SEK 11m on operating income. 
 
Construction 
 
Net sales for Construction increased by 1% in the second quarter 2013. Adjusted for exchange rate effects, the increase 
in sales was 7%. 
 
The positive development in North America continued. Market demand was on a higher level than in the previous year, 
and the Group achieved additional growth as a result of market share gains. Despite continued weak demand in Europe, 
the Group’s sales were slightly higher. In the rest of the world, sales also increased, with a particularly good development 
in Brazil. 
 
Operating income increased to SEK 100m (85) and the operating margin improved to 12.3% (10.5). Operating income 
was positively impacted mainly by the higher sales volume and mix. 
 
Changes in exchange rates had a negative year-on-year effect of SEK -13m on operating income. 
 



PARENT COMPANY 
 
Net sales for January – June 2013 for the Parent Company, Husqvarna AB, amounted to SEK 6,430m (6,886), of which 
SEK 4,981m (5,365) referred to sales to Group companies and SEK 1,449m (1,521) to external customers. 
 
Income after financial items amounted to SEK 1,012m (743). Income for the period was SEK 907m (461). Investments in 
tangible and intangible assets amounted to SEK 227m (164). Cash and cash equivalents amounted to SEK 432m (25) at 
the end of the quarter. Undistributed earnings in the Parent Company amounted to SEK 17,466m (16,991). 
 
KAI WÄRN NEW PRESIDENT AND CEO AS OF JULY 1 
 
Kai Wärn took office as new President and CEO of Husqvarna as of July 1, 2013. He replaced Hans Linnarson, who will 
continue to work for the Group until he retires early 2014. 
 
Kai Wärn was born in 1959 and is a graduate from the Royal Institute of Technology in Stockholm, Sweden. Previous 
positions include President and CEO at Seco Tools AB, a leading global metal cutting tools company, at that time listed at 
NASDAQ OMX Nordic stock exchange and President of the Business Unit ABB Robotics Products within ABB Group. 
Most recently Kai has held the position as Operations Partner at the private equity firm IK Investment Partners. 
 
ALAN SHAW APPOINTED NEW HEAD OF AMERICAS 
 
Effective August 15, 2013, Alan Shaw has been appointed Executive Vice President, Head of business area Americas 
and will become member of Husqvarna Group Management. Alan Shaw has more than 25 years of global experience 
from consumer durables including barbeque grills and accessories, lawn and garden equipment and major home 
appliances. Most recently, Alan was President and CEO of Char-Broil LLC. 
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17) GENERAC IS THE ONE TO WATCH OUT FOR 

www.fool.com   
 
July 15 -- Power outages are getting more common in US and Canada. 
 
The energy crisis has taken over the whole world and its adverse effects are encompassing the residential and 
commercial sectors alike. According to the estimates of U.S. Department of Energy, power cuts cost businesses an 
average $80 billion loss per year. This has opened the gates for standby energy source providers in the market to take 
advantage of this opportunity. The use of standby power generators are growing more popular each day. Companies 
providing such machinery are expected to experience exponential growth on the basis of growing demand. The 
companies are expanding their operations outside the U.S. so that they can cater a larger market. One company working 
on this principle is Generac Holdings.  Let’s see if investors can trust the company’s growth expectations or not. 
 
Generac’s business outlook 
 
Generac is a manufacturer and marketer of generators and other engine-powered machinery for residential, commercial 
and industrial markets. The company has a huge market share in the residential sector holding a 70% share of the 
domestic home standby market in the US. It has a huge distribution network of over 4800 dealers which acts as a 
competitive advantage and a barrier to entry for the new players in the market. The company’s sales rocketed up to the $1 
billion mark for the first time in 2012, which was a 48% growth in sales from 2011. Along with this, the company’s 3 year 
average income growth stands at a huge 29.4% compared to the industry average of just 3.5%. The cash flows of the 
company increased from $105 in 2010 to $213 million in 2012. 
 
Though it is performing better than the industry, the company has a lower return on equity and return on assets compared 
to rival Cummins.  But it may not be too worrisome for Generac, as Cummins has gone down with its revenues last year 

http://www.fool.com/


and its performance might deteriorate more in coming future due to the strict regulations recently introduced by the 
government on diesel engines. Briggs and Stratton on the other hand is a large cap stable company with little or no 
growth expected in near future. Thus it is unable to excite you with its margins or returns. 
 
 
The company’s main focus these days is the optional standby power supply for markets, restaurants, healthcare 
institutions and telecom companies. This is because of the huge losses these places incur when power is cut and there is 
no secondary power source.  Hospitals cannot risk the life of patients by not keeping power generators. They are bound to 
keep power generators for emergency purposes. Moreover, the company is also considering working on a line of 
generators that use natural gas as the power source. This decision might be fruitful as natural gas prices have declined 
and demand for such products would be high. 
 
Competitive situation 
As mentioned above some of its peers are Briggs and Stratton and Cummins. Cummins gives Generac a tough time in 
the residential market whereas Briggs is present as a dominant force in the commercial sector. Moreover Cummins is not 
just confined to power generation; it has a number of other operations. Currently its diesel engine business is in a funk as 
the government has conducted some serious changes in the regulations for diesel engine vehicles. Cummins is currently 
working on Natural gas engines to take advantage from the low natural gas prices in the country. 
 
Briggs on the other hand also has two segments i.e. engines and products. Most of its sales and profits are attributed to 
the engines segment whereas its product line of generators and power washers have reported losses since the past 3 
years. Both these other companies have their primary focus on engines, but Generac is focused on the production of 
power generators only. This gives the company an advantage over its peers to increase its market share of the power 
generators market. Furthermore, both Cummins and Briggs provide a decent yield to their investors which Generac does 
not, but Generac does give out hefty special dividends to its investors. In June 2012 the company paid a $6 per share 
dividend which is huge compared to what you have to pay for the company’s stock.  
 
Recent acquisition 
In the last quarter of 2012 the company made a strong move to enter international markets by acquiring Ottomotores. 
Through this acquisition, the company would take over the operations of Ottomotores Mexico and Ottomotores Brazil in 
Curitiba. This would enable Generac to combine both companies which are involved in the manufacturing and selling of 
diesel generators from 15 kW to 2.5 MW. Ottomotores is a leading company in Latin American standby power industry. 
This would help the company to strengthen its grasp on the Latin American market where its competitor Briggs and 
Stratton is already present. 
 
Conclusion 
Power generators are an essential component for both residential and commercial users alike. With the energy shortage 
in different countries increasing, the market for these power generators is growing. Growing companies like Generac can 
make full use of this opportunity due to its exceptional presence in the market over more than 50 years and its strong 
profitability and cash flows indicating that the company can take a few leaps of faith. Furthermore, its acquisition of 
Ottomotores will help it to focus on its sales outside the US market and take advantage of synergies. 
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18) A PRESENTATION BY MR. TODD J. TESKE, PRESIDENT, CHAIRMAN and CEO, BRIGGS and STRATTON 
CORP. TO THE HOUSE ENERGY AND COMMERCE SUBCOMMITTEE ON ENERGY AND POWER 

 
July 19, 2013 
 
One Page Summary:   
 
Five reasons why EPA should revisit its conditional certification of E-15: 
 
1. Research has shown, and EPA has agreed, that use of E15 in small non-road engines can have harmful and costly 
consequences on small engines and outdoor power equipment. 
2. Research on warning label effectiveness suggests that an E-15 warning label will do very little to mitigate misfueling. 
3. Behavioral studies of customers at the gas pump conclude that consumers overwhelmingly favor the lowest priced 
option, regardless of the consequences. 
4. Misfueling due to lack of education to consumers regarding the proper use of E-15 will be significant. 
5. The use of Biofuels or “drop-in fuels” has been tested and could prevent misfueling. 
 
If public policy requires that the federal government drive the market for alternative fuels, Briggs and Stratton urges that 
the policy be amended to more fully support the development and use of biofuels, from any feedstock, which are intended 
for use as “drop-in fuels” which provide a safe fuel for both legacy and newly manufactured small engines and outdoor 
power equipment.  
 
At a minimum we recommend that the reform legislation rescind the partial waiver for E15, and establish gasoline blended 
with up to 10% ethanol as the general purpose domestic fuel. The legislation should also require that all considerations to 
increase domestic biofuel levels in the future be subject to a formal EPA rulemaking whereby the market’s ability to safely 
distribute, retail and consume such fuel is provided for. 
 
July 19, 2013 
 
Written Testimony of Mr. Todd J. Teske, President, Chairman and CEO, Briggs and Stratton Corporation 
 
Chairman Whitfield, Ranking Member Rush, Congressman Barrow and distinguished Members of the Committee, thank 
you for soliciting Briggs and Stratton’s perspective on the issues raised by the EPA’s implementation of the Renewable 
Fuels Standard. I have been extremely impressed by the Committee’s workmanlike approach to educate itself, and the 
public, on the challenge which the RFS presents to manufacturers, consumers and the environment. The Outdoor Power 
Equipment Institute, on which I currently serve as Chairman, has submitted formal comments in response to the 
Committee’s white papers. My statement, which is submitted strictly in my capacity as Chairman and CEO of Briggs and 
Stratton, will attempt to define that challenge as it pertains to small engine manufacturers and offer suggestions on how to 
protect consumers from significant economic and environmental damage. 
 
Briggs and Stratton Corporation, which is headquartered in Milwaukee, Wisconsin, is the world’s largest producer of 
gasoline engines for outdoor power equipment. We are a leading designer, manufacturer and marketer of pressure 
washers, generators, lawn and garden, turf care and other power equipment through its Briggs and Stratton, Simplicity®, 
Snapper®, Ferris®, Murray®, Branco® and Victa® brands. Briggs and Stratton products are designed, manufactured, 
marketed and serviced in over 100 countries by 6,200 employees. Approximately 5,300 of those employees work here in 
the United States. As a U.S. based manufacturer, our company is proud to be celebrating its 105th anniversary this year 
and continues to manufacture over 85% of its products here in America. 
 
Briggs and Stratton’s long standing commitment to the environment remains a key focus for our business. We continue to 
manufacture our products with recycled materials that are highly efficient and with reduced emissions. Since 1995, we 
have reduced our emissions by 75% and, after completing the phase in of our new product offering, will achieve an 
additional 35% reduction in those emissions by January, 2014. In 2007, we signed a pledge with the Department of 
Energy to reduce our energy consumption by 25% over 10 years. Just 6 years later, we have already cut our consumption 
by 20%. These are just a few of the many examples that demonstrate our commitment to the environment. 
 
Below are five factors justifying rescission of EPA’s conditional certification of E-15 : 
 
1. Research has shown, and EPA has agreed, that use of E15 in small non-road engines can have harmful and costly 
consequences on small engines and outdoor power equipment.   
 



Briggs and Stratton has conducted extensive testing on levels of ethanol above 10%. Increasing levels of ethanol in 
gasoline result in increased levels of alcohol. Alcohol has inherent properties that cause issues with our engines and they 
become more acute with increasing alcohol content.  
Increasing the alcohol in fuel changes the air-fuel ratio (enleanment) in our carbureted engines. E-15 fuel, by definition 
would have an alcohol content ranging from 0 to 15%. Our engines would have great difficulty in meeting both emissions 
and performance expectations with this type of alcohol range. Enleanment will also result in higher operating 
temperatures that will lower engine life due to issues such as valve sealing, piston scoring, and head gasket leakage, just 
to name a few. Ethanol is also hydroscopic (absorbs water). Increased levels of water will cause the engine to run poorly, 
and will also cause corrosion by means of acidic attack, galvanic activity, and chemical interaction. Ethanol will also cause 
other problems such as reduced fuel storage life, starting issues and reduced fuel economy. 
 
The Department of Energy (DOE) also conducted testing. After testing E-15 on a representative sample of small non-road 
engines, including Briggs and Stratton powered generators and power washers, the DOE found that small engines 
experienced a variety of difficulties with intermediate blends of ethanol. Most engines performed worse in several metrics 
when running on higher ethanol blends – engines often had higher operating temperatures, higher exhaust temperatures, 
and NOx emission rates. Higher operating temperatures, lead to increased wear and tear and more frequent 
maintenance. Moreover, 7 out of the 11 engines behaved “poorly” or “erratically”, according to DOE’s report, with 
incidents of unstable speeds, stalling, and clutch engagement at idle. As a result of this testing, small engines were 
specifically excluded by EPA from the E-15 Waiver. 
 
2. Research on warning label effectiveness suggests that an E-15 warning label will do very little to mitigate 
misfueling. 
 
In response to our concerns and the concerns of other interested parties, EPA has issued a mandatory warning label for 
pumps that distribute E-15. Given the body of research on the effectiveness of warning labels, we believe that this 
warning will not prevent consumers from misfueling their engines with the E-15 blend, and, with no one else liable, will 
leave the equipment owner liable for the damage to their products. Warning labels have been the subject of many 
research studies, with results often showing little change in consumer behavior. To address this concern, there are 
standards and testing protocol that have been completed. The Association for Consumer Research further reports that 
warning labels are considerably less likely to be successful when applied to products that consumers use frequently and 
feel comfortable with, e.g. gas pumps. If consumers visit their local gas station and do not realize that the ethanol blend 
has been increased, this research would indicate that they are unlikely to heed the warning label on the pump. There has 
been no testing done by EPA to validate the effectiveness of the warning label, which is not consistent with recognized 
safety standards such as ANSI. 
 
When the U.S. transitioned from leaded gasoline to unleaded gasoline in the 70s and 80’s, new cars running on unleaded 
gasoline were designed with different fuel tanks to be incompatible with older leaded gasoline in an effort to prevent 
misfueling. There is no such “transition” plan or tangible differentiation in place for E-15 and it is solely up to the consumer 
to know what fuel is appropriate for their automobile, lawn mower, generator, pressure washer, etc.  
 
3. Behavioral studies of customers at the gas pump conclude that consumers overwhelmingly favor the lowest 
priced option, regardless of the consequences. 
 
Historical evidence suggests that when faced with a range of prices at the pump, consumers are far more likely to choose 
the lowest-priced option despite potential damages to their engines. As previously mentioned, when the United States 
transitioned from leaded gasoline to unleaded gasoline in the 70’s and 80’s, new cars running on unleaded gasoline were 
designed with different fuel tanks, to be incompatible with older leaded gasoline pumps. Additionally, car buyers were 
educated at the point of purchase about the new fuel. Even with those prevention and education measures, the EPA 
reported that in 1983 – ten years after the introduction of unleaded gasoline – misfueling rates remained as high as 
15.5%. The New York Times reported that “customers would go out of their way to pump leaded gas if it was just a few 
cents cheaper. What they gain at the pump they lose at the repair shop in higher maintenance costs.” If high rates of 
misfueling still occurred when physical obstacles were in place, we believe that a simple warning label next to the pump 
will not yield better results. Similarly, the National Bureau of Economic Research reports very strong price elasticity of 
demand in its own study on the use of premium vs. regular gasoline during times of high gasoline prices. When gasoline 
prices increased, consumers switched to less expensive, regular gasoline even though premium gasoline was 
recommended for their vehicles. NBER concludes that households are nearly 20 times more sensitive to the income effect 
for gasoline than to equivalent effects from other sources. 
 
4. Misfueling due to lack of education to consumers regarding the proper use of E-15 will be significant. 
 
EPA has instructed stakeholders to “develop a broad public education and outreach campaign that provides both 
consumers and retailers with the information they need to avoid misfueling.” Briggs and Stratton is already taking steps to 



educate its customers about proper fueling for its products and has introduced additives and E-0 gasoline products to 
assist consumers with selecting the proper fuel. Briggs and Stratton does not feel it, nor the outdoor power equipment 
industry, should be held solely responsible for educating tens of millions of Americans of the dangers of misfueling, 
especially when many already own products which are incompatible with E-15. In a recent study, AAA found that 95% of 
Americans had not heard of the new E-15 waiver. In a separate study by the National Association of Convenience Stores, 
it was clear that consumers were confused by E-15; many believed that E-15 had higher fuel economy than E-10. And the 
study also found that of participants who said they would consider fueling their cars with E-15, 60% of them owned cars 
for which E-15 is incompatible and prohibited. Despite our best efforts at education and prevention, we believe the risk of 
misfueling will be substantial, and damage to our products will be irreversible. We risk losing decades of trust and our 
brand reputation as a manufacturer of quality, reliable products while owners will not get the value they expected when  
they purchased the product. 
 
5. The use of Biofuels or “drop-in fuels” has been tested and could prevent misfueling. 
 
Small engines and outdoor power equipment are not designed, warranted, or EPA-approved to operate on gasoline 
containing more than 10% ethanol. Briggs and Stratton fully supports the development and use of biofuels, from any 
feedstock, which are “drop-in fuels”. Drop in fuels, by definition, meet existing gasoline specifications and are ready to 
“drop-in” to infrastructure, minimizing compatibility issues. These fuels are capable of satisfying the additional growth in  
biofuel use, while also providing a safe and highly performing general fuel for both legacy and newly manufactured small 
engines and outdoor power equipment. We have conducted extensive testing with a drop-in isobutanol blended gasoline 
which demonstrated evidence that such fuels can provide the performance and operational criteria necessary, without 
demonstrating any negative effects. Drop in fuels had not yet materialized when the RFS was developed in previous 
market conditions and the EPA was compelled to grant the partial waiver to meet the statutory targets using ethanol. E-15 
will not provide compliance with current RFS targets and will require EPA to continue to revise fuel standards creating 
uncertainty in the marketplace and for manufacturers and increasing misfueling risks to consumers. Misfueling will result 
in economic harm to all parties and void product warranties. Ever changing targets will result in less efficient 
investment of manufacturing resources and more costly products. 
 
Briggs and Stratton Corporation’s Request To The Committee 
 
For the past three years we have worked closely with our Congressman, Jim Sensenbrenner, in an effort to rescind the 
certification of E-15 until such time as the National Academy of Science can convene a peer review panel to evaluate 
EPA’s action and recommend alternative approaches which protect consumers and the environment. Briggs and Stratton 
urges this Committee to work in a bi-partisan, bi-cameral manner to pass reform legislation through revisions to the RFS 
which will align domestic goals for biofuel use with the market’s ability to produce, distribute and consume such fuels. At a 
minimum we recommend that the reform legislation rescind the partial waiver for E-15, and establish gasoline blended 
with up to 10% ethanol as the general purpose domestic fuel. The legislation should also require that all considerations to 
increase domestic biofuel levels in the future be subject to a formal EPA rulemaking whereby the market’s ability to safely 
distribute, retail and consume such fuel is provided for. 
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19) BRIGGS and STRATTON PROVIDES MARKET UPDATE AND REVISES FISCAL 2013 GUIDANCE 
 
MILWAUKEE, July 26, 2013 -- Briggs and Stratton Corporation today announced that it expects to report net sales and 
earnings below the guidance provided for fiscal 2013.  
 

• Consolidated net sales for the fourth quarter and fiscal year 2013 are expected to be approximately $475 
million and $1.86 billion, respectively 

• Production levels lowered in response to OEM production schedules to control inventories 
• U.S. sales in line with industry estimates for engines and products; Europe market softness continues 
• Engine market share in line with original guidance 
• Excluding charges related to restructuring actions, legal settlements, and other non-cash charges, revised 

fourth fiscal quarter and fiscal 2013 adjusted diluted earnings per share is estimated to be approximately 
$0.17 to $0.21 per share and $0.88 to $0.92 per share, respectively 



• Outlook for an improved fiscal 2014 on a strengthening U.S. lawn and garden market, lower channel 
inventories, and continued expansion and growth in certain international markets; European outlook remains 
cautious 

 
"An extremely slow start to the spring lawn and garden season and a cautious approach to managing inventories after last 
year's drought has impacted the U.S. and European markets through the end of June," commented Todd J. Teske, 
Chairman, President and CEO of Briggs and Stratton Corporation.  "In response to the lower retail sales, almost all 
channel participants including mass retailers, dealers, and equipment OEMs have been cautiously managing inventories 
and therefore have been slow to re-order for the current season.  Equipment OEMs have reduced production levels 
compared to last year and thus we reduced our engine production in the quarter negatively impacting absorption of plant 
operating costs in the near term," continued Teske.  "On a positive note, we have seen the retail market strengthening in 
May and June and continuing into July as we compare to last year's drought-impacted summer season and we believe 
inventory levels at our dealers are in great shape heading into our next fiscal year." 
 
Engines Segment: 
 

• Fourth fiscal quarter 2013 Engines segment net sales are expected to be approximately $300 million 
• Total engines shipped in the quarter were approximately 1.9 million units compared to approximately 2.1 

million units in the prior year  
• Production totaled approximately 1.6 million units in the quarter compared to approximately 2.0 million in the 

prior year 
• Ending engine unit inventories were approximately 1.4 million compared to approximately 1.3 million units last 

year 
 
Through the end of June 2013, the Company estimates that the retail market for walk and riding mowing equipment has 
decreased by approximately 3-5% compared to the last season.   The lower retail sales due to a late spring in the U.S. 
and Europe have not yet recovered in the current season.  Estimates of U.S. industry shipments to retailers of walk 
mowers are consistent with last year through June while shipments of riding mowers has increased by approximately 3%.   
The Company expects that by the end of the current season, retail sales of mowing equipment will be flat to slightly up for 
the season.   Certain equipment OEMs have reduced inventories compared to the prior year in response to lower than 
anticipated retail sales.  
 
Products Segment: 
 

• Fourth fiscal quarter 2013 Products segment net sales are expected to be approximately $203 million 
• Manufacturing throughput reduced 15% in the quarter compared to the prior year in order to control 

inventories 
• Domestic product inventories decreased by approximately $50 million compared to the prior year 
• Dealer inventories are below average of last several years 

 
The majority of the decrease in net sales compared to the prior year is due to our previously announced decision to exit 
the sale of lawn and garden equipment to U.S. mass market retailers.  This was partially offset by higher sales of lawn 
and garden equipment to our dealers in the U.S. and increased sales in Brazil due to our acquisition of Branco in 
December of 2012.  Production levels in the products plants were also reduced to lower inventories resulting in lower 
absorption of fixed manufacturing costs in the near term.   
 
Financial Position: 
 
Net debt at June 30, 2013 is anticipated to be approximately $37 million.   Expected cash flows from operations for fiscal 
2013 is approximately $160 million.    
 
The results discussed above are preliminary and therefore are subject to the completion of fiscal year end closing and 
auditing procedures including, but not limited to, the evaluation of goodwill and intangibles for potential impairment. 
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20) OPEESA OFFICERS, BOARD AND EXECUTIVE DIRECTOR CONTACT INFORMATION 
 

2013 – 2014 OPEESA Board of Directors 

Fname Lname Co. Email Position/Term 

Todd Winstead Tidewater Power Equipment 

5796 Thurston Ave.  

Virginia Beach  VA  23455 

twinstead@tpeco.com President  

Ron Monroe Hayward Distributing Co. 

4061 Perimeter Drive 

Columbus  OH  43228 

rmonroe@haydist.com Vice President Annual 

Meeting 

Mike Rounsavall Servantage Dixie Sales Co. 

5920 Summit Ave.  

Browns Summit  NC  27214 

mrounsavall@dixiesales.com Sec/Treas. 

Pete  Yunker Power Equipment Systems 

1645 Salem Industrial Dr. 

Salem  OR  97301 

petey@pesnet.com Past President 

Robert  Smith Smith’s South-Central Sales 

Co. 

1802 S. Arkansas St.  PO Box 

578 

Springhill  LA  71075 

rsmith@smithssc.com 2014 

Rick  Bryan IV Bryan Equipment Sales, Inc. 

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 Capital, CDF 

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 

Mark DeShetler Florida Outdoor Equipment 

2691 Dardanelle Drive 

Orlando, FL  32808 

mdeshetler@floridaoutdoor.com 2015  

Michael Rickey American Honda Motor Co. 

4900 Marconi Drive 

Alpharetta,  GA  30005 

Michael_rickey@ahm.honda.com 2015 
Manufacturer/ Affiliate 

Rep. 

Steve Purdy Oscar Wilson Engine and Parts 

826 Lonestar Drive O’Fallon, 

MO  63366 

spurdy@oscar-wilson.com 2016 

Nancy Cueroni OPEESA 

37 Pratt Street   

Essex  CT  06426 

Info@opeesa.com Executive Director 
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