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1) POLARIS ANNOUNCES STRATEGIC PARTNERSHIP WITH ARIENS COMPANY 

 

MINNEAPOLIS -- December 18 -- Polaris Industries Inc. today announced a strategic partnership with Ariens Company, a 

Brillion, Wis.-based manufacturer of outdoor power equipment. Ariens is a family-owned manufacturer of snow blowers, 

lawnmowers and other outdoor power equipment. In the 80 years since its founding, Ariens has driven exceptional growth 

across its product lines, sold under Ariens, Gravely, and other brands. Both companies will benefit from this arrangement, 

growing through exposure to adjacent markets while fostering innovation through shared technology and R&D 

investments. 

 

"By partnering with Ariens, we bring together two leading and highly-respected companies that are well-positioned for 

growth," said Scott Wine, Polaris Chairman and CEO. "This partnership will enable Polaris to grow beyond our core power 

sports market, as we will reach new customers with innovative, relevant new products. We are looking forward to working 

with Ariens for many years to come." 

 

The partnership includes supplying Ariens with a highly differentiated work vehicle. Branded Gravely, the vehicle will have 

different performance and styling characteristics to meet the requirements of Gravely's work-focused end users. And with 

both Polaris and Ariens investing in research and development of new technology, this partnership enables the 

companies to leverage information, technology and R&D investments, making innovation more efficient. 

 

Additionally, it provides both companies access to expanded dealer channel opportunities. The two company's service 

complementary customer bases through well-developed dealer networks, and this partnership will create new sales 

opportunities for select dealerships in both networks. 

 

"This partnership will create an even stronger dealer network by bringing together the related categories of outdoor power 

sports and outdoor power equipment. Dealers for the two companies share a lot of commonality including the 

understanding of how to serve and service the customers in this outdoor space," said Dan Ariens, Ariens Company 

President and CEO. "With Polaris' position as the global power sports leader, we are looking forward to collaborating on 

projects that drive results for both companies."  

 

Beyond market leadership, Polaris and Ariens also share similarities in their business cultures. Both have long histories 

rooted in the Midwest and have grown significantly with a disciplined focus on lean manufacturing processes, innovative 

products and passionate employees. 

 

Polaris has successfully executed similar partnerships in the past, notably its ongoing partnership with Bobcat Company 

and Eicher Motors in India. 

 

About Polaris 

 

Polaris is a recognized leader in the power sports industry with annual 2012 sales of $3.2 billion. Polaris designs, 

engineers, manufactures and markets innovative, high quality off-road vehicles, including all-terrain vehicles (ATVs) and 

the Polaris RANGER(R) and RZR(R) side-by-side vehicles, snowmobiles, motorcycles and small vehicles. 

 

Polaris is among the global sales leaders for both snowmobiles and off-road vehicles and has established a presence in 

the heavyweight cruiser and touring motorcycle market with the Victory and Indian motorcycle brands. Additionally, Polaris 

continues to invest in the global on-road small vehicle industry with Global Electric Motorcars (GEM), Goupil Industrie SA, 

Aixam Mega S.A.S., and internally developed vehicles. Polaris enhances the riding experience with a complete line of 

Polaris and KLIM branded apparel and Polaris accessories and parts. 

 

Polaris Industries Inc. trades on the New York Stock Exchange under the symbol "PII", and the Company is included in 

the S&P Mid-Cap 400 stock price index. 

 

Information about the complete line of Polaris products, apparel and vehicle accessories are available from authorized 

Polaris dealers or anytime at www.polaris.com. 

 

About Ariens Company 



 

Established in 1933 in Brillion, Wis., Ariens Company is an outdoor power equipment manufacturing and distribution 

company serving consumer and professional markets. The company's premium international equipment brands include 

Ariens Sno-Thro(R) and Ariens lawn and garden products for consumers; Countax(R) and Westwood(R) lawn tractors; 

and Gravely(R) and Parker(R) commercial equipment for the landscape management, facilities maintenance and sports 

field sectors. Ariens' affiliates, Stens Corporation, J Thomas and Ariens Pty Ltd. (Australia), supply replacement parts to 

the outdoor power equipment industry. The company has operations in Wisconsin, Nebraska, Indiana, Michigan, the 

United Kingdom, Norway and Australia. Visit http://www.ariensco.com for more information. 
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2) EX-DIXIE CHOPPER PRESIDENT CHARGED WITH THEFT 

www.bannergraphic.com  

 

Greencastle, IN -- December 20 -- The former president and one-time chief financial officer of Dixie Chopper/Magic Circle 

Corp. is facing theft charges following his arrest Thursday. 

 

Simon Paul Delancey Wilson, 39, who was named president and Chief Executive Officer of the Fillmore-based 

lawnmower manufacturer in October 2011, was arrested Thursday morning in Plainfield where he was reportedly 

attending the closing on the sale of his home there. 

 

Initially lodged in the Putnam County Jail at 11:15 a.m. Thursday, Wilson bonded out at 6:50 p.m. and made his initial 

appearance in Putnam Superior Court Friday morning in a brief hearing in front of Judge Denny Bridges. 

 

The judge entered a preliminary not-guilty plea for Wilson, represented by Indianapolis legal counsel, and scheduled a 

pretrial conference for 8:30 a.m. Feb. 12. 

 

Charged with theft, a Class D felony, Wilson could face six months to three years in prison and a fine of up to $10,000 if 

found guilty. 

 

A report by investigating officer Det. Pat McFadden of the Putnam County Sheriff's Department alleges that Wilson stole 

$18,705 in cash and merchandise from the rewards account set up on a corporate American Express Card issued to 

Magic Circle Corp. in Wilson's name. 

 

He reportedly collected the rewards points from company expenses that were charged to the corporate credit card, 

allegedly converting them into 17 American Express gift cards of $1,000 each and $1,705 in merchandise he reportedly 

had sent directly to his Plainfield home. 

 

Wilson has been living and working in Fargo, N.D., since he was asked to resign this past June for "misrepresenting the 

corporation's financial position," a probable cause affidavit states. 

 

Wilson was elevated to head up Dixie Chopper operations in October 2011 after then-president Gary Morgan was also 

asked to resign for reasons unrelated to this incident, court documents note. 

 

Morgan was hired from New Holland Corp. in November 2008 to be president and CEO of Dixie Chopper. Soon 

thereafter, he brought in Wilson from New Holland to be CFO. 

 

Morgan was also issued one of the two original American Express cards acquired when the account was initially opened, 

Det. McFadden reported. Eventually more cards were added to the account, totaling approximately 40 in 2013. 

 

http://www.bannergraphic.com/


Dixie Chopper accounts never received any rewards benefits from the American Express program, McFadden's report 

also noted. 

 

The investigation determined that Wilson did not have Magic Circle Corp. board approval to open a corporate account, as 

required by corporation bylaws. 

 

Documents indicate Wilson made 13 documented purchases through the rewards program, totaling the $18,705 over the 

period April 12, 2011-April 5, 2012. 

 

McFadden further noted that Magic Circle provided documentation that none of the cash or merchandise was ever 

awarded to Wilson as a company bonus. The detective also noted that none of the income was reported on Simon's tax 

returns. 
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3) HERE’S WHAT REALLY CAUSED UPS'S CHRISTMAS EVE SNAFU 

Laura Stevens, Serena Ng And Shelly Banjo          www.onlinewsj.com   

 

December 26, 2013 -- In the earliest hours of Dec. 24, packages poured into United Parcel Service Inc. 's main air hub in 

Louisville, Ky. And they were piling up. 

 

Employees responsible for sorting packages—already deep into a 100-hour week—were furiously getting them ready to 

be sent on to their destinations at airports around the country. But dozens of other workers responsible for loading those 

packages into planes to be shipped out were left standing around idle, because the unexpected glut of packages from 

last-minute shoppers had swamped the company's air fleet. 

 

The dearth of planes stranded a large volume of packages in Louisville in the early hours of Tuesday morning. Many of 

those that did make it out were shipped too late to make delivery trucks' pickup schedules and were left sitting in 

warehouses not far from their destinations. By sundown, UPS was forced to tell many Americans that the gifts they had 

ordered wouldn't arrive before Christmas as promised. 

 

The bottleneck was largely in UPS's air business, which retailers leaned on heavily in the past week as they scrambled to 

fill down-to-the-wire orders. UPS has a bigger share of retail e-commerce business than FedEx Corp. , but its smaller fleet 

of cargo planes might have been a limiting factor, people in the industry said. UPS said it had added 23 extra chartered 

aircraft to its year-round operating fleet of more than 237 planes and regular 293 daily charters. FedEx owned 581 and 

leased 66 as of May 31. 

 

UPS originally expected to ship about 7.75 million packages in its air network Monday, with about 3.5 million of those 

sorted at Worldport, as the Louisville hub is known. The facility handles on average 1.6 million packages a day. It isn't yet 

known how many packages arrived at Worldport during the last minute crush, but on Christmas Eve UPS said the volume 

of air packages in its system had exceeded its capacity. 

 

It is still too early to know what went wrong, UPS said, adding that the company is analyzing the situation. 

 

Some shoppers also complained of delays with shipments handled by FedEx. A spokeswoman said FedEx "experienced 

no major service disruptions during this holiday season, and we experienced no major service disruptions in the week 

before Christmas, despite heavy volume." She said FedEx is working with customers "to address any isolated incidents." 

 

UPS carefully plans how it will handle the holiday peak. Extra resources such as additional cargo planes had been lined 

up as "hot spares"—company lingo for aircraft that could be fired up quickly in case of a logistics emergency. But it ran 

http://www.onlinewsj.com/


into a confluence of factors. Retailers have been encouraging online sales, which have grown much faster than retail 

sales overall. And retailers likely contributed to the logjam by offering some of their best discounts late in the season in a 

final push for sales. Many chains dropped prices on the final Saturday before Christmas to levels below what they were 

offering on Black Friday, according to Simeon Siegel, an analyst with Nomura Equity Research. 

 

That, coupled with retailers' promises of just-in-time deliveries, encouraged many shoppers to put in orders at the last 

minute. People buying from more than 70 retailers including Toys "R" Us Inc. and Dick's Sporting Goods Inc., whose 

online shipping is handled by eBay Enterprise, were able to place Web orders as late as 11 p.m. on Monday, Dec. 23, a 

full 24 hours later than last year. 

 

The result was a surge in online sales shortly before Christmas. UPS had been forecasting an 8% average rise in its daily 

shipping volumes during the holidays. But online sales in the last weekend before Christmas jumped by 37% from the 

year before, according to data from IBM Digital Analytics.  

 

On Monday Dec. 23, growth in online orders spiked by 63% from the year before, according to Mercent Corp., which 

works with more than 550 retailers. By comparison, overall sales of holiday goods rose 2.3% between Nov. 1 and Dec. 

24, according to preliminary data from MasterCard Inc.'s Spending Pulse unit. 

 

To cope, retailers shifted more orders from shippers' ground delivery to their air networks to get gifts to customers in time 

to put them under the tree. 

 

Mercent CEO Eric Best said some of his clients experienced delays.  "It's easy to blame UPS, but it's the retailers that are 

pushing these next-day shipping offers in the final hours of the shopping season," Mr. Best said. "Retailers are driving 

consumer expectations to get stuff they ordered by the next day and the later shoppers wait, the harder it is to predict." 

 

The shipping delays at UPS sparked outrage among people who had bought gifts from Amazon.com Inc., Kohl's Corp. 

and other online retailers in the days and weeks before Christmas. Many had been swayed by guarantees from the 

retailers that their packages would be delivered by the holiday. 

 

Rudy Lai, a finance executive in Union City, Calif., said part of a gift he ordered from Amazon was scheduled to be 

delivered on Christmas Eve. That morning, the UPS tracking information showed the item had reached Oakland, Calif., 

and was "out for delivery," he said. At 5 p.m., he found out that the package "was left in a UPS facility," according to the 

information. 

 

Retailers including Wal-Mart Stores Inc., Amazon and Kohl's have started issuing customers gift cards and refunds for 

shipping costs and items that didn't arrive before Christmas. Those retailers are expected to seek reimbursement from 

UPS or other carriers that had guaranteed arrival times. UPS had made such guarantees for many air shipments during 

the holidays, though some large retailers may have waived them, analysts said. The company has said it would honor 

guarantees it made to customers, but it isn't clear how much the carrier might have to pay. 

 

Analysts at StellaService Inc., a startup that measures customer satisfaction with online shopping, placed orders for 

tablets, boots and other gift items at 25 top retailers including Amazon, Wal-Mart and Kohl's to see if they would receive 

the gifts in time for Christmas Eve. 

 

The orders were placed on the last day the retailer guaranteed delivery by Dec. 24, the latest of which was Dec. 23. Out 

of 75 orders, 12 items—from retailers including Dell, Macy's, Gap and Pottery Barn—didn't make it to the analysts' homes 

by Dec. 25. Eleven of those items were delivered by UPS. 

 

UPS handles 50% to 60% of e-commerce orders, according to Sucharita Mulpuru, an analyst with Forrester Research. 

And it is an increasingly crucial part of its business. In its 2012 annual report, UPS said "business to consumer" shipments 

represented over 40% of its domestic package volume and grew rapidly. Its business-to-business shipping volume, 

meanwhile, was relatively flat. 

 

UPS deployed its spare planes Monday and flew twice as many flights as usual on Christmas Eve. It flew 50% more on 

Thursday to handle the additional volume. 
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4) THOUGHTS FOR THE DAY 

 

A ‘soul mate’ is a person that pushes you to become a better person, 

Not a person who makes you content with who you already are. 

 

- Unknown 

 

 

“Only those who will risk going too far 

Can possibly find out how far one can go.” 

 

- T.S. Eliot 

 

 

Never let your mind tell your heart 

Not to wander. 

 

- Unknown 

 

 

“If I’d ask my customers what they wanted, 

They’d have said ‘a faster horse.’” 

 

- Henry Ford 

 

 

A certain darkness is needed  

To see the stars. 

 

- Unknown 

 

 

The happiest people don’t have the best of everything, 

They just make the best of everything. 

 

- Unknown 

 

 

“You have to believe  

There are kisses and laughs and risks 

Worth taking.” 

 

- Immortal W 

 

 

Impossible isn’t something that can’t be done. 

It’s just something that hasn’t been done before. 

 

- Unknown 



 

Dreams don’t work 

Unless you do. 

 

- Unknown 

 

 

“Raise your words, not your voice. 

It is rain that grows flowers, not thunder.” 

 

- Rumi 

 

 

“Intelligence without ambition 

Is a bird without wings.” 

 

- Salvador Dali 

 

 

It’s okay to be happy and it’s okay to be sad. 

Just remember that neither one last forever. 

 

- Unknown 

 

 

Every accomplishment starts with the decision to try. 

 

- Unknown 

 

 

“It is better to be a failure at something you love 

Than to be a success at something you hate.” 

 

- George Burns 

 

 

“Failure is success if we learn from it.” 

 

- Malcolm Forbes 

 

 

Do not chase people. 

Be you and do your own thing and work hard. 

The right people who belong in your life will come to you, 

And stay. 

 

- Unknown 

 

 

“People think a soul mate is your perfect fit, and that’s what everyone wants. 

But a true soul mate is a mirror, 

The person who shows you everything that is holding you back, 

The person who brings you to your own attention  

So you can change your life.” 

 

- Elizabeth Bilbert 



 

 

“I am somehow less interested in the weight and convolutions of Einstein’s brain 

Than in the near certainty that people of equal talent have lived and died in cotton fields and sweatshops.” 

 

- Stephen Jay Gould 

 

 

“There’s a way of transferring funds that is even faster than electronic banking.  

It’s called marriage.” 

 

- Oscar Wilde 

 

 

“Even the darkest night will end and the sun will rise.” 

 

-  Victor Hugo 
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5) ANOTHER PERSPECTIVE REGARDING CARRIERS FALTERING AND CHRISTMAS WEB SHOPPING 

Elizabeth A. Harris And Vindu Goel          www.nytimes.com   

 

December 26, 2013 -- After years of preaching the convenience and reliability of online shopping — shop in your 

pajamas, with fast, free delivery — retailers may have been too successful at spreading the message this year, 

contributing to the volume of holiday orders that overwhelmed delivery services like U.P.S. and FedEx. 

 

As the companies scrambled to deliver gifts the day after Christmas, they also struggled to explain how it all happened. 

Some analysts wondered aloud whether it was not just logistics, but industry and customer expectations that needed to be 

re-examined, while one suggested the companies might have to reconsider their pricing system. 

 

“We have this perception that anything can be delivered at any time, and that it will be super cheap and really fast — but 

this is not Santa Claus,” said Sucharita Mulpuru, an analyst at Forrester, the research firm. “It is an operation in which 

there are constraints, and there are costs associated with getting more packages than were expected to be somewhere 

on time.” 

 

The volume even surprised the United States Postal Service. Officials said on Thursday that they had expected a 12 

percent increase in packages during the holiday season, but package shipments jumped 19 percent, and it added Sunday 

deliveries to accommodate them. A spokeswoman for FedEx said this season was the busiest the company had ever 

seen. 

 

But it was United Parcel Service, the world’s largest package delivery company, that was perhaps the most unprepared 

for the crush. The company hired 55,000 seasonal workers this year, but that number was roughly the same as last year 

and the year before that — not enough to keep up with rising demand. 

 

“It hasn’t fluctuated that much over the past couple of years,” Natalie Black, a spokeswoman for the company, said of its 

holiday staffing. “Whether that was part of the problem, I can’t say. Right now, we don’t know what the linchpin was for the 

network breakdown. 

 

“You can only fit so much in planes,” she added. 

http://www.nytimes.com/


 

It was unclear how many customers were affected, but complaints poured in from across the country and retailers large 

and small were caught up in the maelstrom. 

 

While bad weather and a short holiday shopping season were cited as possible causes by U.P.S. officials, they also said 

the volume generated by growth in online shopping was a likely factor. Online sales have been growing for years, and this 

season, the rise during the weekend before Christmas was extremely steep, up 37 percent, according to IBM Digital 

Analytics Benchmark. FedEx said that it had predicted it would deliver 22 million packages on its busiest day this year — 

double the volume in 2007. The actual number is not yet known. One way to address future demand, Ms. Mulpuru, the 

analyst, suggested, would be to approach the surge the same way that the airlines do: by charging more for the service. 

 

“An airline doesn’t just buy additional aircraft so they can accommodate everyone who wants to fly the day before 

Thanksgiving for $300,” she said. “They just raise the price of your ticket and force people to go earlier.” 

 

Shipping is often subsidized for shoppers, Ms. Mulpuru said, and it is retailers that have contracts with companies like 

U.P.S. If rates stay relatively static for retailers they have no incentive not to encourage people to buy as much as 

possible until the last possible moment, she added. 

 

This year, for example, if customers ordered from Nordstrom by 3 p.m. Eastern on Dec. 23, they were eligible for arrival 

on Dec. 24. Amazon’s one-day shipping deadline was also Dec. 23, and it even offered same-day delivery on Dec. 24 in 

some locations. 

 

Shipping has been a crucial battleground for online retailing since the earliest days of e-commerce, but it has become 

more important over time. 

 

Krista Clark, an analyst with the research firm eMarketer, said services like Amazon Prime, the online retailer’s program 

that offers unlimited two-day shipping for $79 a year, had conditioned consumers to expect faster delivery of everything. 

 

At the same time, customers aren’t willing to pay for it. “The thing people care about more than fast shipping is free 

shipping,” Ms. Clark said. 

 

She cited a study by comScore that found that half of shoppers said free shipping was the most valuable benefit an online 

retailer could offer. 

 

Some retailers have invested more in central warehouses and distribution systems to better handle online orders. Others, 

such as Gap, Best Buy and Walmart, have relied on their physical stores to fulfill online orders. 

 

That allows retailers to get the goods in the hands of customers more quickly. “People have gotten crazy trying to 

compete with Amazon with faster delivery,” Ms. Clark said. 

 

In the process, retailers often bypass the traditional shippers like U.P.S. or FedEx in favor of more localized delivery 

options — or one day, Amazon has suggested, maybe even drones. 

 

EBay has been promoting a fast delivery service called eBay Now, which works with retailers like Macy’s, Target and 

Toys ‘R’ Us, to deliver orders in one hour from a store to a customer using a network of human couriers. 

 

Although eBay typically charges a $5 fee for the service, during the holidays, it offered it free, including deliveries on 

Christmas Eve. (An eBay spokeswoman declined to say how many people actually used the service.) 

 

Although eBay Now is available in only a few metropolitan areas, including New York, San Francisco, Chicago and Dallas, 

the company plans to expand the service more widely. Amazon and Google are also rolling out local delivery services that 

could divert some of the shipping volume, and revenue, away from U.P.S. and FedEx. 

 

Though explanations were in short supply on Thursday, U.P.S. took to social media to offer abundant apologies, 

responding individually with direct messages to its unhappy customers on Twitter. As it apologized, it had plenty of 

company from retailers that were offering their own regrets, while placing most of the blame on the package carriers. 



 

“While we are dependent on our shipping partners to hold up their end of the bargain on getting your orders to you, we 

also realize that we are accountable for meeting your expectations and take responsibility for what happened here,” Jamie 

Nordstrom, president of Nordstrom Direct, said in an email to customers. “We feel awful whenever we let a customer 

down, especially at this time of year.” 

 

A spokeswoman for Kohl’s said the company was “deeply sorry.” Amazon issued gift cards to affected customers. In San 

Diego, even a distributor of Glock guns and parts took to Twitter to “apologize if any of your orders didn’t arrive in time for 

Christmas due to the holiday overload.” 

 

On Thursday, those tardy packages began to trickle in. 

 

Todd Sawicki, an entrepreneur in Seattle, ordered several items from Amazon on Dec. 23 and paid extra to get 

guaranteed delivery on Christmas Eve. On the 24th, a package arrived via U.P.S. from Amazon, and he figured it was the 

gifts — Legos for his son, and a bracelet and headphones for his wife. 

 

Far from it. Inside was a toilet repair valve he had ordered earlier. 

 

“It was the Amazon equivalent of a lump of coal,” he said. 

 

On Christmas morning, without anything else to give his wife, he presented her with the wrapped valve. 

 

At 11 a.m. on Thursday, he said, the valve was finally swapped out for the intended Christmas gifts. 

 

 

 

 

 

 

 

 

 

BACK TO THE TOP 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



6) OPEESA MEMBER SERVANTAG® DIXIE SALES CELEBRATES “100
 
YEARS STRONG”™ IN 2014 

 
Around the first of March, 1914, L. H. (Jack) Starmer and his father-in-law, F. E. (Frank) Snyder, recently arrived from 

Ohio, bought Dixie Sales Company from businessman Joseph Leahy, and reopened for business and under new 

ownership on Monday, March 2, 1914.   March 1914 business for Dixie Sales Company totaled $235.70.  Services offered 

included repairing or patching tires and tubes, installing valves in tubes or a tube in a tire, selling new tires, repairing baby 

carriage tires or their tubes, rubber ice bags and water bottles. 

 

  
       Frank Snyder               Jack Starmer                           

 
  115 West Market Street in 1916

 

Over the next 37 years, Dixie Sales Company was located in nine different downtown Greensboro locations and the 

company stayed focused on providing outstanding drive-in automotive service, selling and repairing tires, and selling 

automotive parts to car dealers and independent auto repair shops.  The company continued to be owned and managed 

by the Snyder and Starmer families. 

 

An August 7, 1924 newspaper ad mentioned customer service attributes that remain the foundation of the company today:  

“As we apprehend it, a great lot of flag-waving is done, in the name of service, about things which are merely the ordinary 

routine of business and which any buyer can reasonably expect to receive.  What might properly be indicated by the word 

service would consist mostly of a desire and honest effort to be helpful, and a willingness to use all acquired knowledge, 

skill, facilities for the benefit of the customer.  While we do not claim to give a perfect service, we do make an honest effort 

in that direction to the best of our ability.” 

 

The years following the 1929 Great Depression were times of struggle for the business, but it persevered by continuing to 

focus on providing exceptional personal customer service, and by the late 1930’s business once again was strong and 

growing. 

 

Ernest Starmer’s (son of founder Jack Starmer) two sons joined the business, Jim in 1969 and Richard in 1973, and soon 

a decision was made to shift the focus of parts sales away from automotive parts to outdoor power equipment and air-

cooled engine repair parts and accessories.   

 

In the early and mid-1980’s, the lawn and garden equipment parts business grew rapidly and became the dominant focus 

of the company.  In 1988, the company moved its lawn and garden parts business to a new 40,000 sq. ft. distribution 

center in Brown’s Summit, a few miles northeast of Greensboro.  By continuing to provide industry-leading exceptional 

customer service, the company continued its extremely rapid growth, and within a few years the Brown’s Summit facility 

more than doubled in size to over 120,000 square feet. 

 

 
Servantage® Dixie Sales’ 

Brown’s Summit, NC Headquarters and Distribution Center 



 

In January of 1993, the automotive parts and service business, still located at 327-29 Battleground Avenue in downtown 

Greensboro, was sold to allow management to focus on the continuing rapid growth of its lawn and garden parts and 

accessory business. 

 

From the mid-1980’s to the late 1990’s, Dixie Sales Company was averaging over 20% growth a year and became one of 

the largest and best outdoor power equipment parts and accessories distributors in the United States.   

 

In August 2001, Jim and Richard Starmer sold the business to Barrett Corporation, a private family-owned and diversified 

business headquartered in Woodstock, New Brunswick, Canada.  Barrett Corporation’s roots were in distribution, auto 

service centers, heavy equipment rental, and in satellite TV and satellite Internet solutions for Canadian consumers. 

 

Over the next eight years, Dixie Sales Company was owned by several different British public companies, until July 31, 

2009, when Dixie Sales Company’s senior management including Jim Starmer, along with several independent investors, 

bought the company back, making it once again privately-held. 

 

The continued addition of comprehensive and innovative customer-support services as well as an expanding customer 

base and growing sales, led to an addition to the company name in January, 2012; the new name being Servantage
®
 

Dixie Sales.  The addition of Servantage
®
 better reflects the company’s unique position as a trusted partner and reliable 

resource for manufacturers and national multiple-store retailers.  Each day Servantage® Dixie Sales provides our 

customers with responsive and dependable service, in reality, giving them a service advantage over their competition, 

thus Servantage
®
 Dixie Sales.  The company then leverages that service advantage to create a seamless overall brand 

experience for the broad range of customers we support across the continent. 

 

In May 2013, Servantage
®
 Dixie Sales acquired the Outdoor Division of Henry W. O’Neill & Associates now operating in 

Victor, NY as Servantage
®
 O’Neill Outdoor.  The new division will serve 14 northeastern states, allowing us to further 

develop and expand the offerings provided by Servantage
® 

Dixie Sales as well as taking advantage of new opportunities 

in the northeast. 

 

In the spring of 2014, Servantage® Dixie Sales will open a new distribution center in Jacksonville, FL, providing a service 

advantage for their broad range of customers in Florida, Georgia and Alabama and a seamless overall brand experience 

for service centers, retailers, and consumers across the eastern United States.
 

 

In 2014, Servantage® Dixie Sales will celebrate the 100
th
 anniversary of Dixie Sales Company with activities at all 

locations being planned for our manufacturer and retailer customers, fellow industry distributors, our service center 

customers, and our current and former employees.  Very few companies ever reach 100 years in business, so 2014 will 

be an exciting and fun-filled year for all, as we celebrate an amazing 100 years of greatness with lots of birthday parties. 

 

ABOUT SERVANTAGE® DIXIE SALES 

 

Servantage® Dixie Sales is an independent, full-service, value-added distributor that enhances end-user experiences with 

consumer products.  

 

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, Jacksonville, FL and Toronto, Canada as well as two contact centers in the US and Canada 

providing customer support in English, French and Spanish.  

 

For more information about Servantage® Dixie Sales, visit www.servantage.net . 

 

http://www.servantage.net/
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7) BRIGGS AND STRATTON ADDS INDUSTRY VETERANS TO ITS COMMERCIAL POWER TEAM 

 

MILWAUKEE, January 7 -- Briggs and Stratton Corporation is adding two commercial engine industry veterans to its 

Commercial Power sales team.  The Company is pleased to announce the addition of Randy Lockyear as its Senior Director 

of Commercial Sales. Lockyear will oversee sales in North America of the corporation's commercial engines, notably its 

Vanguard™ brand of engines.  In addition, Rick Wendt has joined the Company as Director of Commercial Sales, focusing 

on the light construction and utility commercial business.  

 

Randy Lockyear comes to Briggs and Stratton from Kawasaki Motors Corp., where he spent more than 20 years in a variety 

of leadership positions, most recently as National Sales Manager North American/Australian Engine Sales.  Rick Wendt 

comes to the Company from American Honda Motor Company, Inc., where he spent more than 30 years in multiple 

leadership roles within that organization, most recently as National OEM Sales Manager for Honda engines. 

 

"Randy and Rick are both respected leaders in the commercial and industrial engine community  and we're excited to have 

them lead our commercial sales team," said Joe Wright, Senior Vice President and President, Briggs and Stratton engines 

group.  "We have made significant investments in commercial engine innovation and product offerings over the past few 

years.  The addition of Randy and Rick, with their deep industry knowledge, significantly enhances the strength of our 

commercial sales team and reinforces our commitment to growing our commercial engine business and profitability." 

 

About Briggs and Stratton Corporation 

Briggs and Stratton Corporation, headquartered in Milwaukee, Wisconsin, is the world's largest producer of gasoline engines 

for outdoor power equipment.  Its wholly owned subsidiaries include North America's number one marketer of portable 

generators and pressure washers, and it is a leading designer, manufacturer and marketer of lawn and garden and turf care 

through its Simplicity®, Snapper®, Ferris®, Murray®, Branco® and Victa® brands. Briggs and Stratton products are 

designed, manufactured, marketed and serviced in over 100 countries on six continents.   

 

About Briggs and Stratton Commercial Power 

Briggs and Stratton® Commercial Power is a leading provider of commercial engine solutions. The Vanguard engine family is 

the Company's premier line of gasoline, and liquid propane powered single cylinder and V-Twin engines from 5.5 to 36 gross 

horsepower that power commercial lawnmowers, light construction equipment, utility vehicles, generators, pumps and a 

variety of other commercial and industrial applications. 
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8) ECHO INCORPORATED ANNOUNCES TIM DORSEY AS NEW PRESIDENT 

 

Chicago, IL – January 6 -- Effective January 1, 2014 Tim Dorsey becomes the second American President of outdoor power 

equipment manufacturer ECHO Incorporated, a subsidiary of Yamabiko Corporation of Japan. He replaces retiring President 

Dan Obringer. 

  

Dorsey has worked for ECHO for 18 years in a variety of positions including the last seven years as Vice President of 

Systems and Logistics.  As a member of the Executive Team, Dorsey played a key role in the company’s growth and 

profitability over the years. 

  

“The transition in leadership to Tim will be seamless,” says Obringer. “We have a great Executive Team and Tim has been a 

key member for the last seven years.  Our business has grown tremendously and I expect this momentum to continue and 

ECHO to grow and prosper under Tim’s leadership.” 

  

Obringer, who has served as President for the past five years, will remain in an advisory capacity for the next year. 

  

Dorsey and his family live in Cary, IL.  He is a graduate of DePaul University. 

  

ECHO Incorporated is a leading manufacturer of professional-grade, high performance outdoor power equipment for 

professional and residential use. The corporation markets its products through independent dealers under the brand names 

ECHO, Shindaiwa, ECHO Bear Cat, and Crary. It also markets the ECHO brand through The Home Depot. The company is 

based in the Chicago suburbs. 
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9) OPEI BRANCHES OUT TO BATTERIES 

 

January 6 -- The Outdoor Power Equipment Institute (OPEI), an international trade association representing 100 small 

engine, utility vehicle and outdoor power equipment manufacturers and suppliers, announced it is ramping up its regulatory, 

standards and market reporting and statistics efforts to meet the needs of the corded electric and battery product segments.  

 

In recent months, OPEI has welcomed several new battery/electric companies to its membership, including iRobot, Positec, 

Stanley Black and Decker and Sunrise Global Marketing, and John Cunningham, president of the Consumer Products Group 

at Stanley Black and Decker, Inc. recently joined the 2013-2014 OPEI Board of Directors. 

 

To help the industry have a voice in regulatory and standards development, OPEI also formed an Electric Products 

Committee, currently led by representatives from Stanley Black and Decker and Techtronic Industries, N.A.  

 

The OPEI Electric Products Committee is tasked with coordinating with the International Electrotechnical Commission (IEC) 

on standards for battery/electric products for international markets, as well as regional adoptions for the North American 

market. The committee members are given an opportunity to participate, review and give input in the development of product 

standards.  

 

The first order of business has been the development of the first ever OPEI/ANSI standard for an electric robotic mower. 

Fourteen member company representatives are currently reviewing IEC standards for electric robotic mowers and identifying 

modifications for the North American market. Projects are underway to develop standards for battery/electric chain saws, 

lawn hedge trimmers and lawn trimmers. 

 

As sales and demand for battery/electric driven outdoor power equipment increases, OPEI is expanding its market statistics 

collection to capture and track the growth of this product segment. 
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10) CPSC, HONDA RECALL WALK MOWERS BRANDED HONDA AND COLUMBIA 

 

January 15 -- Honda has recalled about 20,800 Honda brand and 48 Columbia brand 21-inch walk lawnmowers in the U.S., 

along with 3,000 in Canada. 

 

The Honda mowers are red and silver (HRR) and red and gray (HRX). Both have “Honda” on the engine cover. The model 

and serial numbers are located on the certification label that is affixed to the cutter housing deck behind the engine.  Honda 

recalled lawnmowers are: 

 

Honda Models ….. Serial Number Range 

 

HRR2169VLA ….. MZCG-8764914 - MZCG-8824353 

 

HRX2174VLA ….. MAGA-2255148 - MAGA-2260227 

 

The Columbia brand lawnmower, model number 12ALD33Q897, comes in orange and black. “Honda” is printed on the 

engine cover. The Honda engine serial number is located on a label on the back of the engine. It is also stamped into the 

engine block adjacent to the oil filler cap/dipstick. A range of affected Honda engines installed in Columbia brand 

lawnmowers sold in the U.S. follows: 

 

Columbia Model ….. Honda Engine Serial Number Range 

 

1A313KC0835 ….. GJARA 3641724 through GJARA 3642215 

 

Incidents/injuries. Honda has received 11 reports of the lawnmower’s blade continuing to rotate after the handlebar control 

lever was released. No injuries were reported. 

 

Remedy. Consumers should immediately stop using the recalled lawnmowers. Honda model owners should contact a Honda 

Power Equipment dealer to schedule a free repair. Columbia model owners should contact a Honda Engine dealer to 

schedule a free repair. American Honda is contacting all registered customers directly.   

 

Places Sold. Honda brand lawnmowers were sold at Honda Power Equipment dealers and Home Depot stores nationwide 

from January 2013 through December 2013 for between $580 and $780. Columbia brand lawnmowers were sold at Beaver 

Valley Supply in Denver, CO; Lawn Equipment Parts Co, Inc. in Marietta, PA, and at Smiths South-Central Sales Co. in 

Spring Hill, LA, from January  2013 through December 2013 for $500. 
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11) BRIGGS REPORTS RESULTS FOR THE SECOND QUARTER AND FIRST SIX MONTHS OF FISCAL 2014 

 

MILWAUKEE -- Jan. 23 -- Briggs and Stratton Corporation today announced financial results for its second fiscal quarter 

ended December 29, 2013. 

 

Highlights: 

 

 Second quarter fiscal 2014 consolidated net sales were $416.6 million, a decrease of $22.5 million or 5.1% from the 

prior year. 

 

 Increased sales of lawn and garden equipment were offset by lower sales of standby and portable generators 

compared to last year when Hurricane Sandy occurred. 

 

 The reduced storm activity reduced net sales and diluted earnings per share by an estimated $55 million and $0.12 

in the fiscal quarter compared with last year. 

 

 Second quarter 2014 consolidated net income excluding restructuring charges was $2.3 million, or $1.4 million lower 

than the adjusted net income of $3.7 million in the second quarter of fiscal 2013. 

 

 The Company recorded pre-tax restructuring charges of $2.3 million ($1.6 million after tax or $0.04 per diluted share) 

during the three months ended December 29, 2013. 

 

"During the quarter we continued to see year over year sales of lawn and garden equipment and related parts sales 

improving both in North America and in Australia," commented Todd J. Teske, Chairman, President and Chief Executive 

Officer of Briggs and Stratton Corporation. 

 

 "While these positive trends were not enough to offset the sales we saw last year related to storms Isaac and Sandy, we 

remain optimistic for an improved lawn and garden market this spring," continued Teske. "Adjusted margins expanded in the 

quarter in both the engines and products businesses as we continue to focus on reducing costs, streamlining our operations 

and delivering margin expanding innovations to consumers.  

 

This spring we are excited to launch several new engine and product solutions including Quiet Power Technology™ that 

reduces the sound of a walk mower as much as 80%, Ready Start® push button starting for riding mowers, and the new 

Powerflow + Technology™ pressure washer that has both variable flow and pressure capabilities, to name just a few." 

 

Consolidated Results: 

 

Consolidated net sales for the second quarter of fiscal 2014 were $416.6 million, a decrease of $22.5 million or 5.1% from the 

second quarter of fiscal 2013, due to lower sales of standby and portable generators, partially offset by higher sales of 

engines and lawn and garden products.  

 

The quarterly impact of fewer weather related events creating demand for generators and the related engines was an 

estimated sales decrease of $55 million. The fiscal 2014 second quarter consolidated net income, which includes 

restructuring charges, was $0.7 million or $0.01 per diluted share.  

 

The second quarter of fiscal 2013 consolidated net loss, which includes restructuring charges, was $0.6 million or $0.02 per 

diluted share. The impact of the reduced engines and generator sales in the quarter was an estimated $0.12 per diluted 

share compared with last year's second fiscal quarter. 

 

Included in the consolidated net income for the second quarter of fiscal 2014 were pre-tax charges of $2.3 million related to 

restructuring actions. Included in consolidated net loss for the second quarter of fiscal 2013 were pre-tax charges of $6.6 

million related to restructuring actions. After removing the impact of these items, the adjusted consolidated net income for the 

second quarter of fiscal 2014 was $2.3 million or $0.05 per diluted share, which was $1.4 million lower compared to the 

second quarter fiscal 2013 adjusted consolidated net income of $3.7 million or $0.07 per diluted share. 

 



For the first six months of fiscal 2014, consolidated net sales were $733.9 million, a decrease of $14.2 million or 1.9% when 

compared to the same period a year ago. The consolidated net loss for the first six months of fiscal 2014 was $18.6 million or 

$0.41 per diluted share. The consolidated net loss for the first six months of fiscal 2013 was $17.2 million or $0.37 per diluted 

share. 

 

Included in the consolidated net loss for the first six months of fiscal 2014 were pre-tax charges of $5.9 million ($4.4 million 

after tax or $0.10 per diluted share) related to the restructuring actions. 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 

restructuring actions. After considering the impact of the restructuring charges, the adjusted consolidated net loss for the first 

six months of fiscal 2014 was $14.2 million or $0.31 per diluted share, which was an increase of $4.7 million or $0.10 per 

diluted share compared to the first six months of fiscal 2013 consolidated net loss of $9.5 million or $0.21 per diluted share. 

 

Engines Segment 

 

Engines Segment fiscal 2014 second quarter net sales were $265.7 million, which was $8.5 million or 3.1% lower than the 

second quarter of fiscal 2013. This decrease in net sales was due to lower sales of engines used in generators due to the 

lack of storm activity during the quarter. Fiscal 2013 second quarter net sales benefited from the impact of Hurricane Sandy. 

The decrease was partially offset by higher North American sales of engines used on lawn and garden equipment and 

related service parts due to OEM's building lawn and garden inventory for the upcoming lawn and garden season.   

 

The Engines Segment adjusted gross profit percentage for the second quarter of 2014 was 21.0%, which was slightly higher 

compared to the second quarter of fiscal 2013. The increase was related to a favorable impact of 0.6% from sales mix of 

higher margin service parts and margin contributed from the Branco acquisition which closed late in the second quarter of 

fiscal 2013. Partially offsetting the increase was a 0.5% unfavorable impact from foreign exchange primarily related to the 

Australian Dollar. Manufacturing throughput decreased in the second quarter of 2014 by 9%; however, production mix was 

favorable as proportionately more large engines were built. 

 

The Engines Segment engineering, selling, general and administrative expenses were $45.6 million in the second quarter of 

fiscal 2014, an increase of $1.7 million from the second quarter of fiscal 2013. The increase was primarily due to increased 

compensation costs and the added expenses related to Branco, partially offset by lower retirement plan expenses of $0.8 

million.    

 

Engines Segment net sales for the first six months of fiscal 2014 were $449.5 million, which was $10.8 million or 2.5% higher 

than the same period a year ago. The increase was primarily driven by higher North American sales of engines used on lawn 

and garden equipment and related service parts due to strong demand stemming from late season growing conditions as well 

as the anticipated increased retail demand for the upcoming lawn and garden season. The increase was partially offset by 

lower sales of engines used in generators due to the lack of storm activity during the first six months of fiscal 2014. 

Hurricanes Isaac and Sandy occurred during the first six months of fiscal 2013.  

 

The Engines Segment adjusted gross profit percentage for the first six months of 2014 was 18.4%, which was 0.5% lower 

compared to the first six months of fiscal 2013. The decrease was due to the unfavorable impact of 1.1% due to a 12% 

reduction in manufacturing throughput and 0.4% attributable to unfavorable foreign exchange. The decrease was partially 

offset by 1.0% from favorable sales mix of higher margin service parts and the margin contributed by Branco. 

 

The Engines Segment engineering, selling, general and administrative expenses were $88.9 million in the first six months of 

fiscal 2014, an increase of $2.8 million. The increase is primarily due to increased compensation costs and the added 

expenses related to Branco partially offset by lower retirement plan expenses of $2.4 million.   

 

Products Segment 

 

Products Segment fiscal 2014 second quarter net sales were $171.5 million, a decrease of $26.0 million or 13.2% from the 

second quarter of fiscal 2013. The decrease in net sales was driven by lower net sales of standby and portable generators 

due to no landed hurricanes in the second quarter of fiscal 2014 and unfavorable foreign exchange predominantly related to 

the Australian Dollar and the Brazilian Real. Hurricane Sandy occurred in the second quarter of fiscal 2013 and no significant 

storms occurred in fiscal 2014. This decrease was partially offset by favorable late season growing conditions during the 



second quarter of fiscal 2014 that led to higher net sales of lawn and garden equipment through our North American dealer 

channel as well as higher sales of pressure washers and service parts. Net sales also benefited from the Branco acquisition. 

 

The Products Segment adjusted gross profit percentage for the second quarter of 2014 was 13.0%, which was 2.4% higher 

than the adjusted gross profit percentage for the second quarter of fiscal 2013. The increase was primarily related to a 

favorable mix of products sold in the second quarter of fiscal 2014 with the additional margin from Branco and an increase in 

net sales of lawn and garden equipment through the North America dealer channel.  The adjusted gross profit percentage 

also benefited by 0.7% due to improved manufacturing efficiencies and incremental footprint restructuring savings of $0.3 

million. Partially offsetting the increase was a 1.0% unfavorable impact from foreign exchange.   

 

The Products Segment fiscal 2014 second quarter engineering, selling, general and administrative expenses were $26.2 

million, an increase of $0.8 million from the second quarter of fiscal 2013. The increase was mainly attributable to the 

additional expenses from Branco and higher compensation costs partially offset by lower marketing spend and favorable 

foreign exchange. 

 

Products Segment net sales for the first six months of fiscal 2014 were $324.6 million, a decrease of $46.2 million or 12.5% 

from the same period a year ago. The decrease in net sales was driven by lower sales of standby and portable generators 

due to no landed hurricanes during the first six months of fiscal 2014 and unfavorable foreign exchange predominantly due to 

the Australian Dollar and the Brazilian Real.  Hurricanes Isaac and Sandy occurred during the first six months of fiscal 2013. 

This decrease was partially offset by favorable late season growing conditions during the first six months of fiscal 2014 that 

led to higher sales of lawn and garden equipment through our North American dealer channel as well as higher sales of 

pressure washers and service parts. Net sales also benefited from the Branco acquisition. 

 

The Products Segment adjusted gross profit percentage for the first six months of 2014 was 12.9%, which was 1.1% higher 

compared to the first six months of fiscal 2013. The increase was primarily related to a 0.8% benefit from improved 

manufacturing efficiencies and incremental footprint restructuring savings of $0.8 million. The adjusted gross profit 

percentage also benefited from a favorable mix of products sold in the first six months of fiscal 2014 with the additional 

margin from Branco and an increase in net sales through the North America dealer channel. Partially offsetting the increase 

was a 0.4% unfavorable impact from foreign exchange.   

 

The Products Segment engineering, selling, general and administrative expenses were $51.7 million in the first six months of 

fiscal 2014, an increase of $2.9 million from the first six months of fiscal 2013. The increase was mainly attributable to the 

additional expenses from Branco and higher compensation costs, partially offset by lower marketing spend and favorable 

foreign exchange. 

 

Corporate Items: 

 

Interest expense for the second quarter and first six months of fiscal 2014 was comparable to the same periods a year ago. 

 

The effective tax rate for the second quarter and first six months of fiscal 2014 were 69.8% and 25.5%, respectively, 

compared to 156.5% and 27.8% for the same respective periods of fiscal 2013. The tax rate for the second quarter and first 

six months of fiscal 2014 was primarily driven by net operating losses of certain foreign subsidiaries without a realizable tax 

benefit. The second quarter and first six months of fiscal 2013 included a tax expense of $1.0 million primarily driven by 

nondeductible acquisition costs and net operating losses of certain foreign subsidiaries without a realizable tax benefit. 

 

Financial Position: 

 

Net debt at December 29, 2013 was $126.8 million (total debt of $225.0 million less $98.2 million of cash), or $101.8 million 

lower from the $228.7 million (total debt of $246.9 million less $18.2 million of cash) at December 30, 2012. Cash flows used 

in operating activities for the first six months of fiscal 2014 were $45.2 million compared to $75.4 million in fiscal 2013. The 

improvement in operating cash flows was primarily related to changes in working capital needs in fiscal 2014 associated with 

lower seasonal growth in accounts receivable and inventory due to lower production levels and planned inventory reductions. 

In addition, no contributions to the pension plan were made in fiscal 2014 compared to $16.2 million in the first half of fiscal 

2013. 

 



Restructuring: 

 

The previously announced restructuring actions remain on schedule. Production of horizontal shaft engines was concluded at 

the Auburn, Alabama plant during the second quarter of 2014. As noted previously, pre-tax restructuring costs for the second 

quarter and first six months of fiscal 2014 were $2.3 million and $5.9 million, respectively. Pre-tax restructuring cost estimates 

for fiscal 2014 remain unchanged at $6 million to $8 million. Incremental restructuring savings for fiscal 2014 are expected to 

be $2 million to $4 million.    

 

Share Repurchase Program: 

 

On August 8, 2012, the Board of Directors of the Company authorized up to $50 million in funds associated with the common 

share repurchase program with an expiration date of June 30, 2014. On January 22, 2014, the Board of Directors of the 

Company authorized up to an additional $50 million in funds for use in the Company's common share repurchase program 

with an extension of the expiration date to June 30, 2016. 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 2014, the Company repurchased 

1,066,447 shares on the open market at an average price of $19.77 per share. 

 

Outlook: 

 

For fiscal 2014, the Company has revised its full year guidance to exclude the potential positive benefit of landed hurricanes 

from the upper end of the revenue and earnings guidance. In addition, the lower end of the guidance has been reduced to 

give effect to approximately $3.0 million of negative foreign currency fluctuations and the lack of European snow sales that 

are not likely to be recovered in the second half of the fiscal year.  

 

The Company now expects net income to be in a range of $48 million to $57 million or $1.00 to $1.18 per diluted share prior 

to the impact of any additional share repurchases and costs related to our announced restructuring actions. Our fiscal 2014 

consolidated net sales are projected to be in a range of $1.88 billion to $2.0 billion.  

 

We continue to estimate that the retail market for lawn and garden products will increase 4-6% in the U.S. next season. The 

estimated incremental impact of exiting the sale of lawn and garden equipment through national mass retailers is 

approximately $10 million to $15 million of reduced sales in fiscal 2014. In addition, sales in fiscal 2013 were favorably 

impacted by sales of portable and standby generators in response to power outages during Hurricanes Isaac and Sandy.  

 

The upper end of our earnings projections contemplates a higher market recovery in excess of 10% for the U.S. lawn and 

garden market. Operating income margins are expected to improve over fiscal 2013 and be in a range of 4.5% to 4.8% and 

reflect the positive impacts of the restructuring actions. Interest expense and other income are estimated to be approximately 

$18 million and $5 million, respectively. The effective tax rate is projected to be in a range of 30% to 33% and capital 

expenditures are projected to be approximately $50 million to $55 million.     
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12) AMAZON WANTS TO SHIP YOUR PACKAGE BEFORE YOU BUY IT 

Greg Bensinger       www.blogs.wsj.com      

 

January 17 -- Amazon.com knows you so well it wants to ship your next package before you order it. 

 

The Seattle retailer in December gained a patent for what it calls “anticipatory shipping,” a method to start delivering 

packages even before customers click “buy.” 

http://www.blogs.wsj.com/


 

The technique could cut delivery time and discourage consumers from visiting physical stores. In the patent document, 

Amazon says delays between ordering and receiving purchases “may dissuade customers from buying items from online 

merchants.” 

 

So Amazon says it may box and ship products it expects customers in a specific area will want – based on previous orders 

and other factors — but haven’t yet ordered. According to the patent, the packages could wait at the shippers’ hubs or on 

trucks until an order arrives. 

 

In deciding what to ship, Amazon said it may consider previous orders, product searches, wish lists, shopping-cart contents, 

returns and even how long an Internet user’s cursor hovers over an item. 

 

Today, Amazon receives an order, then labels packages with addresses at its warehouses and loads them onto waiting UPS, 

USPS or other trucks, which may take them directly to customers’ homes or load them onto other trucks for final delivery. 

 

It has been working to cut delivery times, expanding its warehouse network to begin overnight and same-day deliveries. Last 

year, Amazon said it is working on unmanned flying vehicles that could take small packages to homes directly from its 

warehouses. 

 

In the patent, Amazon does not estimate how much the technique will reduce delivery times. 

 

The patent exemplifies a growing trend among technology and consumer firms to anticipate consumers’ needs, even before 

consumers do. Today, there are refrigerators that can tell when it’s time to buy more milk, smart televisions that predict which 

shows to record and Google’s Now software, which aims to predict users’ daily scheduling needs. 

 

It’s not clear if Amazon has deployed or will deploy the technique. A spokeswoman declined to comment. 

 

But the patent demonstrates one way Amazon hopes to leverage its vast trove of customer data to edge out rivals. 

 

“It appears Amazon is taking advantage of their copious data,” said Sucharita Mulpuru, a Forrester Research analyst. “Based 

on all the things they know about their customers they could predict demand based on a variety of factors.” 

 

According to the patent, Amazon may fill out partial street addresses or zip codes to get items closer to where customers 

need them, and later complete the label in transit, the company said. For large apartment buildings, “a package without 

addressee information may be speculatively shipped to a physical address … having a number of tenants,” Amazon said in 

the patent. 

 

Amazon said the predictive shipping method might work particularly well for a popular book or other items that customers 

want on the day they are released. As well, Amazon might suggest items already in transit to customers using its website to 

ensure they are delivered, according to the patent. 

 

Of course, Amazon’s algorithms might sometimes err, prompting costly returns. To minimize those costs, Amazon said it 

might consider giving customers discounts, or convert the unwanted delivery into a gift. “Delivering the package to the given 

customer as a promotional gift may be used to build goodwill,” the patent said. 
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13) AMAZON INNOVATES WITH ITS BUSINESS MODEL, NOT DRONES 

Keary Crawford        www.wired.com/insights    

 

January 21 -- Amazon CEO Jeff Bezos created quite the stir when he announced plans for drone package delivery on 60 

Minutes. However, as exciting as commercial applications for drone technology might be, the true innovation lies in Amazon 

once again reinventing its business model and finding new ways to create value, conduct business and get paid for it. 

 

The essence of business model innovation (BMI) is not a new concept. Indeed, creating disruptive new business models is at 

the heart of many entrepreneurial start-ups. However, in most large companies and corporations, business models take a 

back seat to brands. BMI should command more attention as business models, above products, services or brands, are the 

basis of competitive advantage in the 21st Century. 

 

The implications to this are significant. Over time, the companies that fail to reinvent their business models to challenge 

outmoded assumptions about their businesses, renew their customer value propositions and change the competitive 

dynamics of their industries in their favor can quickly become vulnerable to commoditization, obsolescence or business 

failure. 

 

The trends towards business model-driven strategy are encouraging. According to the Economist, over 50 percent of 

executives believe that business model innovation will be even more important than product or service innovation. Yet, the 

American Management Association determined that no more than 10 percent of innovation investment at global companies is 

focused on developing new business models. 

 

Finding the business model sweet spot can help companies generate both incremental growth from optimizing existing 

businesses and transformational growth from generating entirely new sources of revenue and value creation. Rather than 

simply figuring out more efficient ways to operate in existing markets, the components of business models can, individually or 

collectively, be reinvented to create entirely new markets, new opportunities and structural competitive advantages. 

 

Conceptualizing business model innovation in a framework of four specific actions (W. Chan Kim and Renée Mauborgne, 

Blue Ocean Strategy) can allow companies to systemically scrutinize how it creates value, challenge prevailing industry logic, 

legacy assumptions and the existing model. 

 

Let’s explore Amazon through this Eliminate-Raise-Create-Reduce framework and their pathway to becoming the most 

dominant retailer on the web. 

 

Eliminate: Which elements are taken for granted in your business and can be eliminated? 

 

Amazon found a new channel to the customer through technology by eliminating the traditional retail distribution channel and 

developing direct relationships with suppliers. Further, such features as “1-click check out” accelerated transaction times by 

eliminating the need for the manual input of billing and shipping information for every purchase. 

 

Raise: Which elements can be raised above the industry’s standard? 

 

Amazon wasn’t the first online store, but the company recognized the potential to transform the way we shop by building the 

next generation platform and infrastructure that gives customers unprecedented choice, scope and value. By building the 

online shopping platform, Amazon radically reinvented the traditional retail business model and the fundamental dynamics of 

how consumers shop. 

 

Create: Which elements can be created that the industry has never offered? 

 

The Amazon Web Service (AWS) offering, built from the company’s core technology infrastructure, makes web-scale cloud 

computing cheaper and more accessible. Leveraging Amazon’s vast experience, AWS is an entirely new business model that 

created a first-mover advantage, and the high growth that goes with it, for the company. 

 

Reduce: Which elements can be reduced below the industry standard? 

 



Perhaps the most controversial element to Amazon’s business model is the element that it has elected to “reduce” – its’ 

profitability. By design, the company has reduced its short-term profitability with the hopes of capturing the massive market 

share and scale that will allow them to drive down costs and increase profitability in the future. This innovative approach has 

the potential to create high switching emotional switching costs for customers and extremely high barriers for competitors in 

the future.  

 

Amazon’s business model innovation certainly allows it to deliver a diverse portfolio of customer value propositions that 

serves as its main competitive advantage. Culturally, a continuous focus on business model innovation keeps the company 

connected to its entrepreneurial roots — an advantage that should be coveted by even the largest of companies. 

 

At the end of the day, “It’s all about customers.” As Amazon demonstrates, even when customers have many choices, with 

business model innovation, it is possible for revenue and growth opportunities to flow from the basic way a business is put 

together — even without the use of drones. 
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14) 2014-2015 OPE INDUSTRY MEETING AND EVENTS CALENDAR 

 

 

2014-2015 OPE INDUSTRY MEETING AND EVENTS CALENDAR 
 

January 20-22, 2015 
 BTME-BIGGA, British Turf Management and the British International Golf & 
Greenkeepers Association Show, Harrogate International Center, England 

   

February 3-6, 2015  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 22-25, 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 & 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, 2014 
 IOG SALTEX, Grounds Care, Sports Facilities, Amenities, Landscaping And 
Estate Management Outdoor Trade Show, Windsor Race Track, Windsor, 
Berkshire, England 

   

August 31 – Sept 2, 2014 
 SPOGA+GAFA, International Garden Trade Fair with the International Trade 
Fair for Sport, Camping and Garden Lifestyle, Cologne, Germany           

  . 

September 14-16, 2014  GLEE, International Garden and Leisure Show, NEC Birmingham, England 

   

October 22-24, 2014 
 GIE+EXPO, Combining GIE+EXPO and the Hardscape North America 
Shows, Louisville, KY 

   

Oct 29 - Nov 1, 2014  FFA, Future Farmers of America Annual Convention, Louisville, KY 

   

November 2, 2014  Daylight Savings Time Ends 
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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.iog.org/shows-and-events/iog-saltex
http://www.spogagafa.com/en/spogagafa/home/index.php
http://www.gleebirmingham.com/
http://www.gie-expo.com/


 

 

 

15) HUSQVARNA 4
TH

  QUARTER AND YEAR-END REPORT FOR 2013 
 
Stockholm February 6, 2014  
 
Kai Wärn, President and CEO:  “The year ended with a continuation of the positive sales development from the third quarter. 
Sales for the seasonally weak fourth quarter were up 8%, adjusted for changes in exchange rates, with higher sales in all 
business areas. The operating loss for the quarter decreased to SEK -308m (-348), excluding items affecting comparability, 
where the Americas contributed with the largest improvement. In line with the development earlier in the year, the fourth 
quarter showed an improved cash flow development. 
 
To conclude 2013, the year was off to a slow start, but a stronger second half resulted in a 2% net sales growth for the full 
year, adjusted for currencies. From a market demand point of view, North America recovered in line with the relatively 
positive macro economy, while Europe had a more mixed picture. 
 
Efforts to improve working capital were successful. Inventories were reduced, mainly by reduced production levels, resulting 
in a cash release of SEK 820m and an operating cash flow for the year of SEK 1,813m (1,144). The strong cash flow also 
supported an improvement of the net debt/equity ratio, which declined to 0.58 (0.75). 
 
Group operating income for 2013 declined to SEK 1,608m (1,931) excluding items affecting comparability, and earnings per 
share amounted to SEK 1.60 (1.78). The decline in operating income refers to Europe & Asia/Pacific where earnings were 
impacted by unfavorable changes in exchange rates and the lower factory utilization levels due to the planned inventory 
reductions. For the Group, changes in exchange rates and under-absorption had a total negative impact on operating income 
of almost SEK 0.5bn compared to 2012. 
 
For Americas, prior year's large operating loss was turned into a slightly positive result. Growth in the higher-margin dealer 
channel was double digit and productivity improved. We are now moving into the next phase of the U.S. turnaround and as 
an important step we have also implemented a new organization for retail and dealer operations. 
 
In Construction, currency adjusted sales increased 6% and the margin rose to above 9%. Higher demand, investments in 
sales capacity and a strong product portfolio contributed to the positive development. 
 
In 2014-2015, our main priority is to execute and build momentum in our accelerated improvement programs to support 
margin improvement. In terms of demand, I am cautiously optimistic given the continued improvements in the U.S. economy 
and by the European indications of stabilization.” 
 
Fourth quarter 

 Net sales amounted to SEK 4,707m (4,476). Adjusted for exchange rate effects, net sales increased 8%. 

 Operating income improved to SEK -308m (-348), excluding items affecting comparability. 

 Earnings per share amounted to SEK -0.53 (-0.87). 
 
Full-year 

 Net sales amounted to SEK 30,307m (30,834). Adjusted for exchange rate effects, net sales increased 2%. 

 Operating income amounted to SEK 1,608m (1,931), excluding items affecting comparability. 

 Earnings per share amounted to SEK 1.60 (1.78). 

 Operating cash flow improved to SEK 1,813m (1,144). 

 Net debt/equity ratio improved to 0.58 (0.75). 

 The Board proposes a dividend of SEK 1.50 (1.50) per share for 2013. 
 
FOURTH QUARTER 
 
Net Sales 
Net sales for the fourth quarter increased by 5% to SEK 4,707m (4,476). Adjusted for exchange rate effects, net sales for the 
Group increased 8%, by 8% for Europe & Asia/Pacific, by 8% for Americas and by 10% for Construction. 
 
Operating income 
Operating income for the fourth quarter excluding items affecting comparability amounted to SEK -308m (-348). Including 
items affecting comparability, it amounted to SEK -308m (-604) and the corresponding operating margin was -6.5% (-13.5). 
 



Excluding items affecting comparability and impact from changes in exchange rates, fourth quarter operating income was 
positively impacted by the higher sales volume, savings from staff reductions and lower costs for materials, while mainly 
higher costs for logistics, sales and marketing impacted adversely. 
 
Changes in exchange rates had a total negative impact on operating income of SEK -31m compared to the fourth quarter 
2012. Savings from staff reductions amounted to SEK 62m. 
 
FULL YEAR 
 
NET SALES 
Net sales for 2013 decreased by -2% to SEK 30,307m (30,834). Adjusted for exchange rate effects, net sales for the Group 
increased 2%, by 1% for Europe & Asia/Pacific, by 3% for Americas and by 6% for Construction. 
 
OPERATING INCOME  
Operating income for 2013 excluding items affecting comparability amounted to SEK 1,608m (1,931). Including items 
affecting comparability, it amounted to SEK 1,608m (1,675) and the corresponding operating margin was 5.3% (5.4). 
 
Excluding items affecting comparability and impact from changes in exchange rates, operating income was positively affected 
by the higher sales volume, lower material costs and savings from staff reductions, while mainly lower factory utilization 
levels due to inventory reductions had negative impact. 
 
Changes in exchange rates had a total negative impact on operating income of SEK -349m compared to 2012. Savings from 
staff reductions amounted to SEK 174m. 
 
FINANCIAL ITEMS NET 
Net financial items for the fourth quarter amounted to SEK -125m (-152). Net financial items amounted to SEK -428m (-500) 
for the full year. The lower financial cost is explained mainly by lower interest rates and lower net debt. The average interest 
rate on borrowings at December 31, 2013, was 4.0% (4.2). 
 
INCOME AFTER FINANCIAL ITEMS 
Income after financial items for the fourth quarter decreased to SEK -433m (-756) corresponding to a margin of -9.2% (-
16.9%). Income after financial items for the full year 2013 amounted to SEK 1,180m (1,175) corresponding to a margin of 
3.9% (3.8). 
 
TAXES 
Tax for the fourth quarter amounted to SEK 129m (258). Tax cost for the full-year 2013 amounted to SEK -264m (-148), 
corresponding to a tax rate of 22% (12) of income after financial items. 
 
EARNINGS PER SHARE 
Income for the full year 2013 amounted to SEK 916m (1,027), corresponding to SEK 1.60 (1.78) per share. 
 
OPERATING CASH FLOW 
Operating cash flow for the full year improved substantially to SEK 1,813 (1,144). The improvement relates 
mainly to changes in working capital which largely was driven by activities to reduce inventory levels. Cash flow 
from operations, excluding changes in operating assets and liabilities, decreased due to the lower result. 
The higher capital expenditure was mainly related to the previously communicated investments within the new 
manufacturing facility for chainsaw chains in Husqvarna. 
 
Cash flow is normally negative in the fourth quarter, reflecting the seasonally low result and build-up of 
inventories for the seasonally stronger first quarter. 
 
FINANCIAL POSITION 
Group equity as of December 31, 2013, excluding non-controlling interests, amounted to SEK 11,372m 
(10,987), corresponding to SEK 19.9 (19.2) per share. 
 
Net debt decreased to SEK 6,659m (8,271) as of December 31, 2013, of which liquid funds amounted to SEK 1,884m (1,573) 
and interest bearing debt amounted to SEK 7,290m (8,366), excluding pensions. The major currencies used for debt 
financing are SEK and USD. Net debt decreased by SEK -337m during the year as a result of changes in exchange rates. 
 
The net debt/equity ratio improved to 0.58 (0.75) and the equity/assets ratio to 42.6% (39.4). 
 



In connection with the amendment of IAS 19 “Employee benefits” which is shown on pages 13 and 14, 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 December 31, 2013, long-term loans including financial leases amounted to SEK 6,408m (6,611) and short-term loans 
including financial leases to SEK 643m (1,470). Long-term loans consist of SEK 4,943m (4,075) in issued bonds, and bank 
loans and financial leases of SEK 1,465m (2,536). 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 & ASIA/PACIFIC 
Q4 
 
Net sales for Europe & Asia/Pacific increased by 5% in the fourth quarter 2013.  Adjusted for exchange rate effects, net sales 
increased by 8%. For the full year, net sales declined by -3%.  Adjusted for exchange rate effects, net sales for the full year 
increased by 1%. 
 
Demand was weak at the beginning of the year, and the selling season started later than usual due to a late start of spring. 
Demand gradually improved as favorable weather lead to a prolonged selling season in Europe, although the preseason 
demand for snow products was soft late in the year. 
 
In terms of product categories, handheld products increased while snow thrower sales declined in the fourth quarter. Over the 
full year, electric products including robotic lawn mowers, showed the highest growth rate. 
 
Operating income for the fourth quarter amounted to SEK -136m (-155) and the operating margin amounted to -5.8% (-6.8), 
excluding items affecting comparability of SEK -187m in the fourth quarter 2012. For the full year, operating income 
amounted to SEK 1,514m (1,947) and the operating margin amounted to 10.1% (12.7), excluding the items affecting 
comparability of SEK -187m. 
 
Excluding currency impact and items affecting comparability, the improved operating income in the fourth quarter was mainly 
attributable to the higher sales volume and a more favorable mix, which partly was offset by higher costs for selling and 
branding. For the full year, operating income was positively impacted by the higher sales volume and lower material costs, 
while mainly under-absorption in factories due to inventory reductions affected negatively. 
 
Changes in exchange rates had a negative year-on-year effect of SEK -17m on operating income for the fourth 
quarter and SEK -328m for the full year 2013. 
 
AMERICAS 
Q4 
 
Net sales for Americas increased by 5% in the fourth quarter 2013. Adjusted for exchange rate effects, net sales increased 
by 8%. For the full year, net sales declined by -1%. Adjusted for exchange rate effects, net sales for the full year increased by 
3%. 
 
Total market demand in North America increased over the full year, supported by an improving U.S. economy. 
 
Strong demand driven by favorable weather in the second half of the year compensated for a weaker first half. 
 
U.S., Canada and Brazil contributed evenly to the 8% currency adjusted sales increase in the fourth quarter.  Over the full 

year, Canada and Brazil had the most favorable development. Dealer sales represented 36% of Americas‟ sales in 2013, up 
from 33% in 2012. 
 
Operating income for the fourth quarter improved to SEK -157m (-197) and the corresponding margin amounted to -9.5% (-
12.5), excluding items affecting comparability of SEK -36m in the fourth quarter 2012. The improved operating income, 
excluding currency impact and the items affecting comparability, was mainly a result of lower material costs and savings from 
staff reductions. 
 
For the full year, operating income rose to SEK 4m (-124) and the operating margin amounted to 0.0% (-1.0), excluding items 
affecting comparability of SEK -36m. The improved operating income was primarily attributable to improved pricing, lower 
material costs and increased productivity. 
 



Changes in exchange rates had a negative year-on-year effect of SEK -1m on operating income for the fourth 
quarter and a positive impact of SEK 16m for the full year. 
 
CONSTRUCTION 
Net sales for Construction increased by 8% in the fourth quarter 2013. Adjusted for exchange rate effects, the increase in 
sales was 10%. For the full year, net sales increased by 2%. Adjusted for exchange rate effects, net sales for the full year 
increased by 6%. 
 
The positive demand trend in North America continued, although somewhat slower than earlier in the year. 
 
Demand for construction products in Europe showed a mixed picture, but was over-all strengthened in the second half of the 
year. In Brazil demand continued to be strong as a result of infrastructure investments. 
 
All regions showed higher sales in the fourth quarter, with the strongest development in rest of the world, in particular Brazil. 
Also for the full year, sales were up in all regions. The U.S. and Brazil were the top performing markets. 
 
Operating income for the fourth quarter amounted to SEK 45m (45) and the operating margin amounted to 6.5% (6.9), 
excluding items affecting comparability of SEK -25m in the fourth quarter 2012. Operating income for the full year amounted 
to SEK 277m (258) and the operating margin amounted to 9.2% (8.7), excluding the items affecting comparability of SEK -
25m in 2012. 
 
Operating income in the fourth quarter was positively impacted by the higher sales volume, which was offset mainly by 
unfavorable mix and negative impact from changes in exchange rates. For the full year, operating income was positively 
impacted by the higher sales volume and mix, while changes in exchange rates and lower factory utilization levels impacted 
adversely. 
 
Changes in exchange rates had a negative year-on-year effect of SEK -15m on operating income for the fourth 
quarter and SEK -36m for the full year. 
 
MANAGEMENT CHANGE IN ASIA/PACIFIC 
Pavel Hajman has been appointed Executive Vice President, Head of business unit Asia/Pacific and will become member of 
Husqvarna Group Management. Pavel replaces Nicolas Lanus who left the Group December 31, 2013. Brian Belanger, VP 
Legal Affairs Asia/Pacific, will be acting on the position until Pavel Hajman starts, latest June 1, 2014. 
 
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. Total costs for implementing these measures 
were SEK –256m, which were charged to the operating income for the fourth quarter of 2012. 
 
Cost savings of SEK 174m were achieved in 2013 as a result of the measures. The measures will reach full effect of 
approximately SEK 220m in annual cost savings during 2014. 
 
PARENT COMPANY 
Net sales for 2013 for the Parent Company, Husqvarna AB, amounted to SEK 10,442m (10,564), of which SEK 8,032 (8,172) 
referred to sales to Group companies and SEK 2,410m (2,392) to external customers. 
 
Income after financial items amounted to SEK 1,112m (564). Income for the period was SEK 911m (908). Investments in 
tangible and intangible assets amounted to SEK 582m (1,517). Cash and cash equivalents amounted to SEK 89m (91) at the 
end of the quarter. Undistributed earnings in the Parent Company amounted to SEK 17,461m (17,384). 
 
CONVERSION OF SHARES 
According to the company's articles of association, owners of A-shares have the right to have such shares converted to B-
shares. Conversion reduces the total number of votes in the company. 
 
In October 2013, 847,885 A-shares were converted to B-shares at the request of shareholders. In January 2014, another 
3,110,239 A-shares were converted to B-shares at the request of shareholders. The total number of votes thereafter amounts 
to 168,769,643.9. 
 
The total number of registered shares in the company at December 31, 2013 amounted to 576,343,778 shares of which 
126,593,868 were A-shares and 449,749,910 were B-shares. 
 
ANNUAL GENERAL MEETING 2014 



 
The Annual General Meeting (AGM) of Husqvarna AB (publ) will be held on April 10, 2014, at the Elmia Congress Center, the 
Hammarskjöld Hall, Elmiavägen 15 in Jönköping, Sweden. 
 
Shareholders who wish to have matters dealt with by the AGM should submit their proposals to the Board by email to 
board@husqvarnagroup.com, or by post to Husqvarna AB, General Counsel, Box 7454, SE-103 92 Stockholm. Proposals 
must be received by the company no later than February 20, 2014. 
 
Proposals to the Annual General Meeting in 2014 
The notification to the AGM 2014 will be available on the Group‟s website www.husqvarnagroup.com/agm as of March 7, 
2014. Then full proposal to the AGM will be published on the Group's website no later than March 20, 2014. 
 
Dividend 
The Board of Directors proposes a dividend for 2013 of SEK 1.50 (1.50) per share, corresponding to a total dividend payment 
of SEK 859m (859) based on the number of outstanding shares at the end of 2013. Tuesday, April 15, 2014 is proposed as 
record date. The last day for trading in Husqvarna shares including the right to dividend for 2013 is April 10, 2014. 
 

www.husqvarnagroup.com 
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16) THE TORO COMPANY KICKS OFF CENTENNIAL YEAR CELEBRATION 
 

BLOOMINGTON, Minn., Jan 27 -- On July 10, 2014, The Toro Company  will celebrate a rare business milestone – achieving 

100 years in business. According to Michael J. Hoffman, Toro’s chairman and chief executive officer, Toro attributes its 

remarkable longevity to, “the character of our people and channel partners, and their relentless commitment to serving our 

customers and building market leadership through innovation.” 

 

Toro’s yearlong celebration of its 100th anniversary provides an opportunity not only to look back on the company’s notable 

achievements, but also to recognize the ingenuity and dedication of its employees – and to thank its channel partners and 

end-user customers around the world for their loyalty and trust in The Toro Company. 

 

As Hoffman put it, “These same values that have been core throughout our first 100 years form the foundation for continued 

success into our next century.” 

 

A Legacy of Excellence From the start, Toro built its legacy by understanding the needs of its customers and developing 

products and services to help them succeed. This commitment to innovation is reflected in the more than 1,500 patents its 

employees around the world have earned over the years. 

 

In addition, Toro has developed strong networks of professional distributor, dealer and retailer partners across industries in 

more than 90 countries to provide local, expert, professional customer service. For example, in 1922, Toro created the golf 

industry’s first national distributor network. And, in 1934 as the business grew, Toro encouraged its distributors to establish 

dealers in areas the distributors’ staff could not effectively cover, providing local customer service that proved to be a 

competitive advantage. 

 

This commitment to customer service has been instrumental in Toro’s development of long-term relationships with golf 

courses, homeowners, professional contractors, agricultural growers, construction and rental companies, government and 

educational institutions – in addition to many premier sporting events, venues and historic sites around the world. 

 

People Make the Difference For decades, customers have counted on Toro because of the company’s reputation for 

reliability, quality and standing behind its products. When Toro celebrated its 25th anniversary in 1939, the company’s f irst 

http://www.husqvarnagroup.com/


president and co-founder John Samuel Clapper noted that the loyal service of Toro’s employees and distributors was the 

customers’ guarantee of a high-quality product. As Hoffman summarized, “What was true 75 years ago when Mr. Clapper 

made his statement about Toro remains true today – the loyal service of our employees and channel partners is critical to our 

company’s success.” 

 

Explore Toro Innovations From developing new technologies to expanding into new markets, a timeline of the company’s 

many innovations and achievements is available atwww.toro.com/100  

 

People are invited to visit www.toro.com/100 to learn more about other Toro industry firsts and contribute their own Toro 

stories.  

 

They can also share their Toro memories on Twitter at www.twitter.com/thetorocompany using the hashtag #Toro100 , and 

on Facebook at www.facebook.com/toro.company . 

 

About The Toro Company  

The Toro Company is a leading worldwide provider of innovative turf, landscape, rental and construction equipment, and 
irrigation and outdoor lighting solutions. With sales of more than $2 billion in fiscal 2013, 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.toro.com . 
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17) DIXIE CHOPPER ACQUIRED BY JACOBSEN, WHICH PLANS TO OPERATE OUT OF LOCAL FACILITIES 

www.bannergraphic.com  
 
Thursday, February 6 -- Jacobsen, a Textron Inc. company, has acquired the assets of Dixie Chopper, a Putnam County-
based manufacturer of zero-turn-radius mowers for the commercial and residential markets, it was announced Thursday. 
 
"The addition of Dixie Chopper expands our reach into the consumer and commercial sectors, including municipalities, with a 
full range of zero-turn mowers known for their speed, quality and performance," Jacobsen President David Withers said. 
 
"It's really a win-win for both companies," he added, "and we look forward to building customer relationships together with 
Dixie Chopper." 
 
Known as "the World's Fastest Lawn Mower," Dixie Chopper mowers are capable of mowing up to 6.6 acres per hour. The 
company manufactures 11 models of zero-turn mowers, from the residential Zee 2 with 21-hp Kawasaki engine and 42-inch 
deck to the industrial category XCaliber Twin with two 27-hp Generac engines and 74-inch deck. 
 
"We are excited to join the Jacobsen and Textron family of brands," Dixie Chopper founder and Chairman Art Evans said 
Thursday. 
 
"Our line of zero-turn radius mowers fit perfectly into the Jacobsen portfolio of products," Evans added, "and we look forward 
to working together to serve more customers. 
 
"The joining of Dixie Chopper and Jacobsen offers an opportunity for Dixie Chopper to reach a global market and expand 
brand awareness in the process." 
 
Jacobsen will continue to operate Dixie Chopper out of the company's Indiana facilities in Fillmore and Greencastle, and the 
existing Dixie Chopper management team will join Jacobsen. 
 

http://cts.businesswire.com/ct/CT?id=smartlink&url=http%3A%2F%2Fwww.toro.com%2F100&esheet=50790336&newsitemid=20140127005334&lan=en-US&anchor=www.toro.com%2F100&index=1&md5=39696677fe5f2d01e7f79140568fff30
http://cts.businesswire.com/ct/CT?id=smartlink&url=http%3A%2F%2Fwww.toro.com%2F100&esheet=50790336&newsitemid=20140127005334&lan=en-US&anchor=www.toro.com%2F100&index=2&md5=9336fd3907583bb74560e24a7bf005f6
http://cts.businesswire.com/ct/CT?id=smartlink&url=http%3A%2F%2Fwww.twitter.com%2Fthetorocompany&esheet=50790336&newsitemid=20140127005334&lan=en-US&anchor=www.twitter.com%2Fthetorocompany&index=3&md5=3d899e3580fdf2d68509c4e075ceb0a6
http://cts.businesswire.com/ct/CT?id=smartlink&url=http%3A%2F%2Fwww.facebook.com%2Ftoro.company&esheet=50790336&newsitemid=20140127005334&lan=en-US&anchor=www.facebook.com%2Ftoro.company&index=4&md5=cf6094fe0cb244df192fde31c1bac137
http://cts.businesswire.com/ct/CT?id=smartlink&url=http%3A%2F%2Fwww.toro.com%2F&esheet=50790336&newsitemid=20140127005334&lan=en-US&anchor=www.toro.com&index=5&md5=77df85d0e542fc7c94089e41e4ba3ae7
http://www.bannergraphic.com/


With the addition of Dixie Chopper, Jacobsen offers a complete product line of turf maintenance equipment, including zero-
turn mowers, small and large area reel mowers, trim mowers, wide-area rotary mowers, aerators, sprayers, utility vehicles 
and renovation equipment. 
 
Founded in 1980, Dixie Chopper revolutionized the entire lawn and garden industry by providing the first zero-turn lawn 
mowers built specifically for commercial mowing contractors. 
 
Known as "the World's Fastest Lawn Mower," Dixie Chopper mowers are about much more than being fast. The company 
prides itself on providing quality and reliability in addition to speed. To learn more about Dixie Chopper and view the complete 
lineup of zero-turn lawn mowers, visit the company's website atwww.dixiechopper.com. 
 
With more than 90 years of experience in the turf maintenance industry, Jacobsen equipment is used on some of the finest 
formal turf areas across the United States and the world, through an extensive distribution network and the international 
Ransomes brand. Additional information about the company can be found at www.jacobsen.com. 
 
Textron Inc. is a multi-industry company that leverages its global network of aircraft, defense, industrial and finance 
businesses to provide customers with innovative solutions and services. Textron is known around the world for brands such 
as Bell Helicopter, Cessna Aircraft Company, Jacobsen, Kautex, Lycoming, E-Z-GO, Greenlee, and Textron Systems. For 
more information visit: www.textron.com. 
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18) OPEESA OFFICERS, BOARD, 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 & 

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 

 


