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1) KUBOTA AND ECHO ANNOUNCE U.S. DEALER ALLIANCE 
 
TORRANCE, Calif. – February 11 — Kubota Tractor Corporation and ECHO Incorporated announced today a U.S. Dealer 
Alliance aimed at growing their combined sales within the commercial turf and consumer lawn and garden markets. As part 
of the alliance, ECHO and Shindaiwa will become the preferred brands of hand held outdoor power equipment within the 
Kubota dealer network. The alliance also names ECHO Bear Cat as a preferred brand of chippers, shredders, log splitters 
and wheeled trimmers within the Kubota dealer network. 
 
According to Todd Stucke, Kubota Vice President of Agriculture and Turf Equipment, the Kubota dealer network includes 
over 1,100 sales and service locations. “We are excited about the opportunity to bring ECHO, Shindaiwa and ECHO Bear 
Cat products into the Kubota dealer network,” says Stucke. “These brands are well known in the market and they allow 
Kubota dealers to position a complete line up of products to commercial landscapers and homeowners alike.” 
 
Mike Best, ECHO Vice President of Sales & Marketing, suggests that the alliance is a natural fit for the two companies. He 
explains, “There is a tremendous amount of synergy between our companies and brands.” ECHO Incorporated and Kubota 
Tractor Corporation both have parent companies headquartered in Japan, are both known for engineering and 
manufacturing professional grade products and both target commercial users and large land owners. “By leveraging our 
common strengths, both companies will be well positioned for future growth in the months and years ahead,” concludes 
Best. 
 
A series of joint sales and marketing programs will be rolled out this year, at which time Kubota dealers can begin expanding 
their customer product offerings to include ECHO, Shindaiwa and ECHO Bear Cat products. 
 
About Kubota Tractor Corporation 
Kubota Tractor Corporation, Torrance, Calif., is the U.S. marketer and distributor of Kubota-engineered and manufactured 
equipment, including a complete line of tractors up to 118 PTO hp, performance-matched implements, hay tools and 
spreaders, compact and utility-class construction equipment, consumer lawn and garden equipment, commercial turf 
products and utility vehicles.  
 
About ECHO Incorporated 
ECHO Incorporated is a leading manufacturer of professional-grade outdoor power equipment for professional and 
homeowner use. The corporation markets its products primarily under the ECHO, Shindaiwa and ECHO Bear Cat brand 
names. The company is based in the Chicago suburbs. 
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2) BLOUNT UPDATES 2013 GUIDANCE AND PROVIDES 2014 OUTLOOK 
 

 Estimated 2013 full year free cash flow of $67 million; 12% above expectation 
 

 2014 sales and earnings outlook provided 
 

 Strategic plan and long-term targets updated 
 

 New supply agreement with Husqvarna 
 

 Forestry plant consolidation nearly completed; blade plant consolidation announced 
 
Portland, OR – February 10 -- Blount International, Inc. today announced updated guidance for the full year ended 
December 31, 2013 along with preliminary expectations for 2014 and the long-term financial targets of the Company's 
updated strategic plan. Information contained within this news release is based on estimates of financial results and is 
unaudited. Actual 2013 financial results will be released near the conclusion of the annual audit process. 
 



Estimated 2013 sales were $901 million, a three percent decrease versus 2012. Estimated 2013 Earnings Before Interest, 
Taxes, Depreciation, Amortization and certain charges ("Adjusted EBITDA") for 2013 was $125 million compared to $136 
million in the prior year. Results exclude any impact of potential non-cash impairment charges related to goodwill and other 
indefinite lived intangible assets. 
 
"Although our Farm, Ranch, and Agriculture ("FRAG") business outperformed the prior year, the results for our Forestry, 
Lawn, and Garden ("FLAG") business continued to reflect the soft market demand we experienced throughout 2013. 
Overall, we expect our results to be below our latest guidance for 2013, particularly in Europe and Asia. Despite the slow 
market for FLAG products, however, we were able to generate significant free cash flow during 2013, and we paid off debt 
to retain a strong balance sheet," stated Josh Collins, Blount's Chairman and CEO. "As our preliminary guidance for 2014 
indicates, we believe demand will be moderately better in 2014, and we believe both revenue and profitability will improve 
versus 2013." 
 
"In other news, our Portland, Oregon plant consolidation is nearly complete, and we recently reached a new supply 
agreement with Husqvarna, which will continue our strong partnership that has endured for several decades," continued Mr. 
Collins. "We look forward to contributing to Husqvarna's future success as a leading supplier of outdoor power equipment, 
and we will continue to provide high-quality components that complement their brands." 
 
Estimated Operating Results for the Year Ended December 31, 2013 
 
Blount operates primarily in two business segments - the Forestry, Lawn, and Garden segment and the Farm, Ranch, and 
Agriculture segment. The Company reports separate results for the FLAG and FRAG segments. Blount's Concrete Cutting 
and Finishing ("CCF") business is included in "Corporate and Other." 
 
The estimated 2013 FLAG segment sales were about six percent lower than full year 2012, due primarily to continued 
market softness in Europe, Russia, and Asia. Estimated 2013 FLAG contribution to operating income and Adjusted EBITDA 
were lower than in 2012 as sales volume declines and higher product costs and mix negatively affected FLAG operating 
results. 
 
The FRAG segment reported estimated 2013 sales of $260 million, which represents about a four percent increase from 
2012 levels primarily due to increased market demand and related shipments of log splitters and tractor attachments. 
Estimated 2013 FRAG contribution to operating income and Adjusted EBITDA was higher year-over-year as the segment 
made gains in operating efficiencies and benefited from the stronger demand. 
 
Corporate and Other generated estimated net expense of $26 million in 2013 compared to net expense of approximately 
$21 million in 2012. The increase in net expense was driven mostly by charges related to consolidation of saw chain 
manufacturing facilities in Portland, Oregon and a significant increase in estimated fees for our 2013 external and internal 
financial statement audit services recognized in the fourth quarter. Both the restructuring and the 2013 audit developments 
are discussed further below. 
 
 
Segment backlog declined from December 31, 2012 mostly in the FLAG segment, which reflects lower overall demand as 
customers managed field inventory levels and deferred some orders to 2014. 
 
Cash Flow and Debt 
 
As of December 31, 2013, the Company had estimated net debt of $395 million, a decrease of $71 million from December 
31, 2012 and a decrease of $9 million compared to September 30, 2013. Estimated free cash flow of $67 million was 
generated in 2013 compared to approximately zero in the prior year. Estimated free cash flow was generated by a 
combination of reduced working capital and reduced capital spending as the Company managed the business to maximize 
cash flow while addressing softer market demand in 2013.  
 
Net working capital decreased by an estimated $19 million for 2013 compared to a $21 million increase in 2012. Working 
capital benefited from higher accounts receivable collection along with inventory reduction in 2013. Estimated net capital 
spending in 2013 was $30 million, a reduction of about $22 million from the prior year, primarily as a result of lower capacity 
capital spending in the Fuzhou, China plant. The Company defines free cash flow as cash flow from operating activities less 
net capital spending. 
 
The ratio of estimated net debt to estimated last-twelve-months ("LTM") Adjusted EBITDA was 3.2x as of December 31, 
2013, a decrease from 3.4x at December 31, 2012. The decrease in leverage from the end of 2012 is primarily the result of 
improved estimated free cash flow and resulting estimated net debt reduction, partially offset by lower estimated Adjusted 
EBITDA for the year ended December 31, 2013 compared to the prior year. 
 



Other Developments 
 
Restructuring Update 
 
The Company's previously announced consolidation of saw chain manufacturing facilities in Portland, Oregon into one 
location was substantially completed by December 31, 2013. As part of the consolidation, saw chain manufacturing has 
been discontinued at the former Carlton Company facility acquired in 2008, and Carlton products are now produced at 
Blount's other FLAG production facilities. With the consolidation, the Company expects to achieve more timely delivery by 
manufacturing closer to its customers. The consolidation provided an overall net reduction in global FLAG manufacturing 
headcount of approximately 200 positions and annual cost savings are expected to be between $6 million and $8 million.  
 
Estimated expenses of $8 million were incurred in 2013 to accomplish the plant consolidation and other forestry 
manufacturing workforce reductions, of which nearly $4 million are cash transition costs (including severance and moving 
expenses) and approximately $4 million represents non-cash charges for accelerated depreciation on equipment to be idled 
and a write-down of land and building carrying value. Additional expenses of up to $1 million may be incurred in the first 
quarter of 2014 as the Company completes the transition out of the former Carlton Company facility. 
 
Husqvarna Supply Agreement 
 
Blount recently entered into a new long-term supply agreement with The Husqvarna Group ("Husqvarna"). The Company 
has been a strategic supplier of forestry-related and other products to Husqvarna for many decades. The new supply 
agreement expires at the end of 2017, and it replaces the existing supply agreement that would have expired at the end of 
2015. Under the terms of the agreement, Blount is the exclusive, third-party supplier to Husqvarna for saw chain products as 
well as laminated and solid guide bars and certain other chain saw-related parts. The supply agreement also provides a 
mechanism to extend the contract further into the future, should both companies elect to do so. 
 
Strategic Plan Update 
 
The Company completed a strategic plan review in 2013. Details of our updated strategic plan are included in a Company 
overview presentation on the Company's web site. As an outcome of our strategic planning, we are targeting 2018 sales of 
more than $1.1 billion and Adjusted EBITDA of approximately $175 million. Free cash flow generation over the strategic 
planning horizon will be primarily dedicated to repayment of debt and funding strategic initiatives. At lower leverage levels, 
we anticipate either paying a dividend or implementing a stock repurchase program in order to return capital to 
shareholders. 
 
Pentruder Distribution Rights 
 
On January 21, 2014 the Company entered into an agreement with Tractive AB ("Tractive") of Sweden and Pentruder Inc. of 
Chandler Arizona ("Pentruder") to become the exclusive distributor of Pentruder high-performance concrete cutting systems 
in the Americas. Blount, through its Concrete Cutting and Finishing brand ICS, will market, sell, and support the Pentruder 
line of wall saws, wire saws, core drills and all parts and accessories in the Americas through the ICS direct sales team and 
its Portland, Oregon based headquarters. The agreement offers ICS customers an expanded selection of complementary 
products. 
 
North America Blade Plant Consolidation 
 
In 2014, the Company will consolidate its North American lawn and garden blade manufacturing into its Kansas City, 
Missouri plant. Lawn and garden blades have historically been manufactured in Queretaro, Mexico, and Kansas City, 
Missouri. The Queretaro facility was acquired with PBL in 2011 and brought important blade manufacturing technology to 
the Company.  
 
Once complete, cost reductions of approximately $2 million are expected from the consolidation on a full year basis, 
including the elimination of approximately 35 manufacturing positions. The Company expects to incur expenses of between 
$1 million and $2 million in 2014 to consolidate the manufacturing operations, of which approximately half are cash transition 
costs for severance, dismantling, moving expenses, cleanup, and exit activities, with non-cash charges for accelerated 
depreciation and equipment impairment charges representing the other half. The Queretaro facility ceased operation on 
January 23, 2014 and is currently leased through September 2014. 
 
2013 Financial Statement Audit 
 
The Company is working to remediate the internal control weaknesses indicated in our December 31, 2012 Form 10-K/A. 
However, due to the timing of identification of certain of these internal control weaknesses, we believe that full remediation 
as of December 31, 2013 is unlikely and may result in disclosure of some material internal control weaknesses in our 



December 31, 2013 Form 10-K. Determination of any specific control weaknesses and related impacts will be concluded 
near the filing of our December 31, 2013 Form 10-K. 
 
The Company expects that non-cash impairment charges will be recorded for both goodwill and certain other indefinite-lived 
intangible assets, both related to acquisitions made in recent years. Accounting principles generally accepted in the United 
States ("U.S. GAAP") governing the accounting for intangible assets are complex and multiple steps are prescribed in the 
assessment and determination of related impairment charges. As a result, an estimate of any potential impairment charge 
resulting from application of the required accounting has not yet been completed. Conclusion of the impairment 
measurement process is expected near the filing of our December 31, 2013 Form 10-K. We have approximately $46 million 
of goodwill and $6 million of other indefinite-lived intangible assets recorded relating to the acquisitions of SpeeCo and PBL, 
both of which we believe are at risk for impairment under U.S. GAAP. Any charge taken will be reflected as a non-cash 
charge to operating income. 
 
Our independent registered public accounting firm has notified the Company that completion of the 2013 audit prior to the 
deadline for filing the Company's December 31, 2013 Form 10-K is unlikely to occur due primarily to the factors described 
above. Additionally, estimated fees to complete the audit have increased by approximately $3 million over the amount 
previously communicated between the parties and resulted in a corresponding, and unexpected, increase in administrative 
expenses in the fourth quarter of 2013. 
 
2014 Financial Outlook 
 
The Company's 2014 financial targets are for sales to range from $925 million to $950 million and Adjusted EBITDA to 
range from $130 million to $135 million. Our target for sales assumes growth in FLAG segment sales of approximately four 
percent and growth in FRAG segment sales of approximately eight percent, both compared to estimated full year 2013 
levels. Adjusted EBITDA levels are the result of moderately higher expected demand in FLAG, partially offset by investment 
spending on strategic initiatives to position our company for long-term growth. Free cash flow is expected in the $35 million 
range after approximately $45 million of capital spending. 
 
Blount is a global manufacturer and marketer of replacement parts, equipment, and accessories for consumers and 
professionals operating primarily in two market segments: Forestry, Lawn, and Garden ("FLAG"); and Farm, Ranch, and 
Agriculture ("FRAG"). Blount also sells products in the construction markets and is the market leader in manufacturing saw 
chain and guide bars for chain saws. Blount has a global manufacturing and distribution footprint and sells its products in 
more than 115 countries around the world. Blount markets its products primarily under the OREGON, Carlton, Woods, 
TISCO, SpeeCo, and ICS brands. 
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3) ARI TO PROVIDE ITS WEBSITES TO KYMCO USA DEALERS 
 
MILWAUKEE – February 11, -- ARI Network Services announced today that it has signed an agreement with KYMCO USA 
to offer the manufacturer's more than 620 independent dealers in the U.S. KYMCO USA-branded websites. 
 
Harnessing the power of ARI's award-winning dealer website platform, the branded sites will give authorized KYMCO USA 
dealers exclusive features including factory promotions, pre-loaded inventory data and access to KYMCO USA's image 
library. In addition, the websites will be included in KYMCO USA's dealer locator. 
 
"We look forward to working with KYMCO USA and their dealers to help drive more traffic, leads and sales not only to their 
websites, but to dealers' brick and mortar stores," said Roy W. Olivier, ARI President and CEO. "With the majority of 
consumers researching products online, it's more important than ever for dealers to not only have an online presence, but to 
make sure that consumers visiting OEM websites can find their dealership." 
 
Each site also includes used equipment pages, which dealers can utilize to load their entire inventory of pre-owned vehicles. 
Plus, the website enables dealers to automatically feed their inventory data to third-party classified sites, including 
CycleTrader.com, Motorcycleinventory.com, ATV.com, Motorcycle.com, Chopper Exchange and CarSoup. 



 
"It's very exciting to be partnering with ARI and to have the opportunity to offer our dealers KYMCO USA-branded websites," 
said Rick Pawelka, KYMCO USA Director of Marketing. "As an emerging brand, it's important that our dealers follow the 
coordinated national advertising programs developed by KYMCO USA's advertising department. Having a brand-specific, 
online presence that reflects the image and marketing direction created by KYMCO USA is just another step in the right 
direction." 
 
About KYMCO USA 
 
KYMCO is the largest scooter manufacturer in Taiwan, and currently exports to 86 countries worldwide. The company's 
partner in the United States is KYMCO USA, with headquarters, marketing and distribution centered in Spartanburg, South 
Carolina. KYMCO USA is dedicated to building the brand's reputation and market share through superior value, frequent 
new product introductions, strategic industry partnerships, and excellence in dealer network support. KYMCO USA has a 
reputation and expertise gained through more than 30 years in the U.S. power sports industry. An ever-expanding dealer 
network currently serves more than 600 U.S. locations. 
 
About ARI 
 
ARI Network Services, Inc. (ARI) ARIS -0.90%  offers award-winning eCommerce and eCatalog platforms, lead 
management tools and digital marketing services that help dealers, equipment manufacturers and distributors in selected 
vertical markets Sell More Stuff!(TM) - online and in-store. Our innovative products are powered by a proprietary data 
repository of enriched original equipment and aftermarket content that spans more than 10.5 million active part and 
accessory SKUs, 469,000 models and $1.7 billion in retail product value. Business is complicated, but we believe our 
customers' technology tools don't have to be. We remove the complexity of selling and servicing new and used vehicle 
inventory, parts, garments and accessories (PG&A) for customers in the automotive tire and wheel aftermarket, power 
sports, outdoor power equipment, marine, recreational vehicles and white goods industries. More than 22,000 equipment 
dealers, 195 distributors and 140 manufacturers worldwide leverage our web and eCatalog platforms to Sell More 
Stuff!(TM). 
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4) AIR COMPRESSORS RECALLED BY CPSC and MAT INDUSTRIES DUE TO SHOCK HAZARD 
 
February 12, 2014 
 
Name of product: 
HDX™ and Powermate® two-gallon air compressors 
 
Hazard: 
The terminals of the pressure switch can come into contact with the motor housing and electrify the air compressors, posing 
a shock hazard to consumers. 
 
Units 
About 100,000 in the United States and 7,000 in Canada 
 
Description 
This recall involves HDX™ and Powermate® brand two-gallon electric air compressors.  Each air compressor has a pair of 
one-gallon tanks that are stacked upon each other. The air compressors are 120-volts, have an operating pressure maximum 
of 100 PSI and air delivery of .4 SCFM at 90 psi. The HDX™ air compressors are gray with HDX printed in white on the top 
cylinder.  HDX™ model number/sku numbers include VSP0000201.HDX, VSP0000201.HDX1 and 947282, with numeric 
serial numbers.  
 
The model and serial numbers are printed on a sticker on the back of the top air compressor cylinder.  The Powermate® air 
compressors are red with Powermate printed in white on the top cylinder. HDX or Powermate compressors with a letter in the 
serial numbers are not included. 



 
Powermate® model numbers include VSP0000201, VSP0000201.01, VSP0000201.KIT and VSP0000201.NS with numeric 
serial numbers. 
 
Incidents/Injuries 
None reported   
 
Remedy 
Consumers should immediately stop using the recalled air compressors and contact MAT Industries for a free repair.  
 
Sold at 
The Home Depot and online at homedepot.com (HDX air compressors only), Menards and other stores (Powermate air 
compressors) nationwide from June 2010 through October 2013 for between $80 and $120.  
 
Importer 
MAT Industries LLC, of Long Grove, Ill. 
 
Manufactured in 
China 
 
Consumer Contact: 
Industries toll-free at (855) 922-2300 from 9 a.m. to 5 p.m. CT Monday through Friday or online at www.powermate.com  and 
click on Air Compressors, then VSP0000201 and online at www.homedepot.com and click on Product Recalls for more 
information. 
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5) GENERAC REPORTS FOURTH QUARTER AND FULL-YEAR 2013 RESULTS 
 
Diversified growth drives strong increase in revenue and earnings as compared to a very strong prior-year quarter and full year 

 
WAUKESHA, Wis., Feb 13, 2014 -- Generac Holdings Inc., a leading designer and manufacturer of power generation 
equipment and other engine powered products, today reported financial results for its fourth quarter and year ended 
December 31, 2013. Additionally, the Company initiated its outlook for 2014. 
 
Fourth Quarter 2013 Highlights 
 
Full-Year 2013 Highlights 
 
“2013 was another great year for Generac that helped drive a third consecutive year of record revenues with a compounded 
annual growth rate of 36% since implementing our Powering Ahead strategy three years ago,” said Aaron Jagdfeld, President 
and Chief Executive Officer. “Once again we experienced strong growth across all regions of the United States, as home 
standby generators further gain in popularity and the Generac brand is increasingly recognized as the leading name in 
backup power.  
 
The secular penetration themes that drive our business continue to play out for our residential and C&I products as we made 
significant progress on several initiatives to extend awareness for standby generators, leading to further growth. In addition to 
our organic growth, we executed on three important acquisitions that provide additional product breadth and global scale to 
our C&I business and improved balance to the overall company.” 
 
Additional Fourth Quarter 2013 Highlights 
 
Residential product sales for the fourth quarter of 2013 were $199.1 million as compared to $216.0 million for the comparable 
period in 2012. Shipments of home standby generators experienced strong growth over the prior-year quarter as we continue 
to expand our leading position for these products through our innovative approach to the market.  



 
The strength in home standby generators, however, was more than offset by a meaningful decline in shipments of portable 
generators due to less severe power outage events in the fourth quarter of 2013 relative to prior year, which included 
Superstorm Sandy. 
 
C&I product sales for the fourth quarter of 2013 increased 42.7% to $157.9 million from $110.6 million for the comparable 
period in 2012. The increase was driven by the acquisitions of Ottomotores, Tower Light and Baldor Generators along with 
strong organic growth for stationary and mobile generators.  
 
The strength in organic revenues was primarily driven by a significant increase in shipments to national account customers 
and increased sales of natural gas generators used in light commercial and retail applications. 
 
Gross profit margin for the fourth quarter of 2013 was 38.7% compared to 36.9% in the prior-year fourth quarter. Gross 
margin improved over the prior year due to the combination of an improved product mix and a reduction in product costs due 
to a moderation in commodity costs and continued execution of cost reduction initiatives. These margin improvements were 
partially offset by the mix impact from the Ottomotores and Baldor acquisitions. 
 
Operating expenses for the fourth quarter of 2013 declined $3.9 million, or 6.7%, as compared to the fourth quarter of 2012. 
The expense reduction was driven primarily by warranty rate improvements resulting in a favorable adjustment to warranty 
reserves of $5.3 million during the current year quarter, as well as a decline in the amortization of intangibles. These 
reductions were partially offset by the addition of operating expenses associated with the acquisitions of Ottomotores, Tower 
Light and Baldor Generators. 
 
Interest expense in the fourth quarter of 2013 declined to $12.0 million compared to $16.6 million in the same period last 
year. The decline was primarily the result of a reduction in interest rate from the current-year credit agreement refinancing 
completed in May 2013. 
 
2014 Outlook 
 
The Company is initiating guidance for 2014 with revenue expected to grow over a very strong 2013. For the full-year 2014, 
the Company currently expects net sales to increase in the mid-single digit range as compared to the prior year. This top-line 
guidance assumes no material changes in the current macroeconomic environment, no major power outage events during 
2014, and no benefit from additional acquisitions. 
 
Gross margins are expected to decline by approximately 100 basis points during 2014 as compared to the prior year primarily 
as a result of a higher mix of C&I product shipments, including the impact of the addition of Baldor Generators. 
 
Operating expenses as a percentage of net sales, excluding amortization of intangibles, are expected to increase 
approximately 100 basis points as compared to 2013, primarily as a result of favorable adjustments to warranty reserves in 
2013 that are not expected to repeat in 2014. 
 
Adjusted EBITDA margins are expected to remain attractive in the mid-20% range, which is consistent with the average level 
seen during the past four years. 
 
We expect free cash flow generation to remain strong in 2014 due to our superior margin profile, low-cost of debt, favorable 
tax attributes and our capital-efficient operating model. 
 
“We believe our 2013 financial results are further proof that our strategy is working,” continued Mr. Jagdfeld. “Heading into 
2014, our team remains focused on the substantial penetration opportunity that exists for residential and light commercial 
standby generators, as well as increasing our share of the C&I market through our recently expanded product offering and 
our continued focus on natural gas generators. In addition, we expect to benefit from being a more balanced and globally-
focused company as we continue to execute on our diversification and international expansion strategies, both organically 
and through acquisitions.” 
 
About Generac 
 
Since 1959, Generac has been a leading designer and manufacturer of a wide range of power generation equipment and 
other engine powered products. As a leader in power equipment serving residential, light commercial, industrial and 
construction markets, Generac's power products are available globally through a broad network of independent dealers, 
retailers, wholesalers and equipment rental companies, as well as sold direct to certain end user customers. 
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6) EXMARK MANUFACTURING LENDING A HELPING HAND 

Austin Buckner      www.beatricedailysun.com  
 
BEATRICE -- February 14 -- Founded in 1983, Exmark Manufacturing was one of a handful of companies that helped 
establish Beatrice as the ‘the lawn mower capital of the world.’ 
 
With more than 400 employees during peak production periods, Exmark is one of Gage County’s largest employers. It is also 
one of Gage County’s largest donators. Finance Director Patty Kaufman said the employees of Exmark want the company to 
be known as a place the community can turn for a helping hand. 
 
“We want Beatrice to be able to count on us for community service. ” Kaufman said. “People can count on us for donations 
and those types of things. We want to be a good corporate citizen in Beatrice, Neb.” 
 
Exmark has been giving back to the county for years, but it was the company’s 25-year anniversary in 2008 that sparked an 
increased passion for giving among Exmark employees. 
 
“When our anniversary came along we put together a committee to celebrate our 25 years,” Kaufman said. “That was the 
start of our community giving committee. We got together and said ‘What could we do? We could have this big party, we 
could do fireworks.’ Someone came up with the idea of giving back and doing something really cool that the community will 
remember.” 
 
That idea materialized in the form of Roszell Exmark Park. Located in the Glenover area of Beatrice, the park features 
basketball and tetherball courts, a playground area, a water fountain and a shelter with picnic tables. 
 
“At the time, the park was out of code,” Kaufman explained. “It had a lot of very worn playground equipment. We tore a bunch 
of that out and put a bunch of new playground equipment in. We did a complete renovation of the entire area.” 
 
Since that initial project, Exmark has donated funds to renovate a number of parks and playgrounds across Gage County. 
 
“We did a renovation of Charles Park that included benches, Kaufman said. “We donated irrigation and all of the period 
lighting. In the Wymore Athletic Park we did a renovation to make that handicap accessible and built a retaining wall. They 
had some issues with the deterioration of a hill. Prairie Playground is the playground at the YMCA. We donated $25,000 to 
that in the first year of their fundraising. We really kick started their fundraising, and now they’ve been able to raise wel l over 
$100,000 for the renovation of that park.” 
 
Exmark was a major contributor to the House of Orange, donating $50,000 to the new athletic complex. The company is also 
Gage County’s largest contributor to United Way. 
 
“We actually provide them with over half of their total budget,” Kaufman explained. “We were able to give them $72,000 this 
year. That is phenomenal not only because we place such an emphasis on it, but that money is our employees’ money. It’s 
not just Exmark writing that check, that is our employees giving of themselves to the community.” 
 
In addition to these large projects and contributions, Exmark also serves a number of smaller fundraisers and organizations, 
including food drives, ball teams, the Beatrice Mary Family YMCA and the Gage County Fair. 
 
“We place a lot of emphasis on (the fair) because it’s probably the largest event of the year in Gage County,” Kaufman said. 
“One of the things we started doing years ago was to produce a T-shirt. Our graphic designer here does a design, and we 
give those away free to every 4-H and FFA member. We also have employees out there every morning picking up trash at 
the fair. We have people setting up the stage, doing judging or setting up State Fair Square. We’re really involved with that, 
and we encourage all our employees to be involved.” 
 
Kaufman said much of Exmark’s passion for giving comes from its parent company, Toro. 
 
“That’s really where we get our spirit of giving,” Kaufman explained. “It’s really embedded in their corporation. They’re 
actually celebrating 100 years this year. They provide us with several programs that we’re able to give to our community.” 
 



Exmark’s latest community service project was the construction of a healing garden at Beatrice Community Hospital. 
Kaufman said the garden is beneficial for patients, visitors and hospital staff. 
 
“We went to (the hospital) with this idea because we saw some things in the news how green space and beautiful outdoor 
spaces with flowers and butterflies and birds can really enhance a person’s stay at the hospital,” Kaufman said. “This space 
has benches and a gazebo. There are two water features with a bubbler and a huge rock where water comes over to create 
soothing sounds.” 
 
Toro has a number of incentives put in place to encourage community service. One of those incentives is Dollars for Doers, a 
program where Toro will donate money in exchange for volunteer hours. 
 
“This is a great Toro program where if an employee gives 30 volunteer hours to an organization, then Toro will write a $300 
check to that organization,” Kaufman explained. “We have checks going out to volunteer fire departments, area schools and 
the Beatrice Backpack Program. 
 
Kaufman said Exmark’s sense of community service is truly driven by its employees, whom have a great passion for giving 
back to their communities. 
 
“There’s so much pride of our employees in these projects. We see this continuing for many years to come.” 
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7) THOUGHTS FOR THE DAY 
 
 
But when you are attracted to someone, 
It’s because of the details… their kindness,.. 
Their eyes…their smile…the fact that they can 
get you to laugh when you need it most. 
 
- Unknown 
 
 
Never get tired of doing little things for others. 
Sometimes those little things occupy 
The biggest parts of their hearts. 
 
- Unknown 
 
 
“A child can teach an adult three things:  
to be happy for no reason,  
to always be busy with something,  
and to know how to demand with all his might that which he desires.”  
 
- Paulo Coelho 
 
 
“Strong minds discuss ideas,  
average minds discuss events,  
weak minds discuss people.” 
 
- Socrates 
“Life sometimes separates people  
so that they may realize how much they mean to each other.”  
 

- Paulo Coelho 



 
 
“It infuriates me to be wrong when I know I’m right.”  
 

- Molière 
 
 
“Never give up.  
Weak people will set out to trip you when you are vulnerable.  
Strong people will aspire to catch you if you stumble.” 
 
- Brenda Wittern-Schurman 
 
 
“A man’s ego is just as fragile as a woman’s heart.” 
 
- Lana Del Rey 
 
 
"It is not a lack of love, but a lack of friendship that makes unhappy marriages." 
 
- Friedrich Nietzsche 
 
 
"You might never fail on the scale I did, 
but some failure in life is inevitable. 
It is impossible to live without failing at something, 
unless you live so cautiously that you might as well 
not have lived at all –  
in which case, you fail by default." 
 
-  J.K. Rowling 
 
 
“Men do not know what they do not know, and 
Women should not tell them.” 
 
- Amy Bloom 
 
Can you remember who you were 
Before the world told you  
Who you should be? 
 
- Unknown 
 
 
“There was no simpler time.  Never, ever.” 
 
- David McCullough 
 
 
Life is for deep kisses, 
Strange adventures, 
Midnight swims  
And rambling conversations. 
 
- Unknown 
 
 
Never confuse  
Education with intelligence. 
 
- Unknown 



 
 
If you try to be something you’re not, 
You’ll end up being nothing. 
 
- Unknown 
 
 
Living on earth is expensive,  
But it does include a free trip around the sun. 
 
- Unknown 
 
 
You know what’s beautiful? 
Read the first word again. 
 
- Unknown 
 
 
A negative mind will never give you 
a positive life. 
 
- Unknown 
 
 
The smell after rain. 
The feeling after crying. 
The sound of a second chance. 
 
- Unknown 
 
 
Friendship is not about who you’ve know the longest. 
It’s about who walked into your life, 
Said “I’m here for you” 
And proved it. 
 
- Unknown 
 
 
“A leader sees greatness in other people. 
You can’t be much of a leader if all you see is yourself.” 
 
- Maya Angelou 
 
 
“When the founders wrote about life, liberty and the pursuit of happiness, 
They didn’t mean longer vacations and more comfortable hammocks. 
They meant the pursuit of learning.  The love of learning.   
The pursuit of improvement and excellence.” 
 
- David McCullough 
 
 
Some people pursue happiness. 
Others create it. 
 
- Unknown 
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8) 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 7-10, 2015 
 OPEAA, Outdoor Power Equipment Aftermarket Association Annual Meeting,  

The Omni La Mansion de Rio, River Walk, San Antonio, TX 
   

February 22-25, 2015 
 The Rental Show, American Rental Association Conference and Trade 

Show, Ernest N. Morial Convention Center, New Orleans, LA 

   

 
 OPEESA, Outdoor Power Equipment and Engine Service Association  Annual 

Members Meeting,  

   

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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9) THE TORO COMPANY REPORTS FIRST QUARTER RESULTS 
 
First quarter sales grow to $446 million driven by strong demand for snow products 
Net earnings per share of $0.44 delivered for the quarter 
Company well-positioned for primary selling season with innovative new product offerings 
 
BLOOMINGTON, MN.-- Feb. 20 -- The Toro Company today reported net earnings of $25.9 million, or $0.44 per share, on 
net sales of $446 million for its fiscal 2014 first quarter ended January 31, 2014. In the comparable fiscal 2013 period, the 
company delivered net earnings of $31.4 million, or $0.53 per share, on net sales of $444.7 million. 
 
“Significant snowfall across key North American markets this winter season spurred retail demand for our snow products—
helping to drive sales for the quarter and providing a solid start to our 2014 fiscal year,” said Michael J. Hoffman, Toro’s 
chairman and chief executive officer.  
 
“The combination of more abundant snow conditions, stronger international demand and solid execution by our team helped 
us to temper the challenging year-over-year quarterly comparisons we faced due to the Tier 4 diesel engine transition that 
accelerated sales of large turf equipment into our first quarter last year. In addition, we finished our first quarter more 
favorably situated in terms of field inventory levels as compared to last year, considering that pre-Tier 4 equipment sales last 
year went into our channel while snow products sold this year moved all the way through to end-user customers.” 
 
“Looking ahead to our primary selling season, we are well-positioned across our businesses to drive retail sales and increase 
our market share. Golf course development and renovations continue to progress and customers and channel partners alike 
are excited about our innovative new equipment and irrigation offerings, including those featured at the recent Golf Industry 
Show—the Sand Pro® zero turn mechanical bunker rake, the Multi Pro® advanced spraying systems, and the INFINITY™ 
golf sprinklers with unique SMART ACCESS™ to internal components.  
 
Landscape contractor equipment sales are poised to benefit from the additional revenues generated by contractors this 
winter, as well as the increased demand we expect for our zero turn radius mowers featuring new electronic fuel injection and 
onboard intelligence technologies. Global food demand and increased water use restrictions continue to drive the need for 
more efficient irrigation solutions for agriculture, including our new Neptune® thin wall drip line with flat emitter technology. 
 
“Although we are optimistic, it is early in our fiscal year, our peak selling season is still in front of us and we remain mindful of 
the challenges we could face if we encounter unfavorable swings in economic or weather conditions. As such, we will 
continue to focus on the things we can control—product innovation, customer service, and market execution—as well as our 
Destination 2014 goals of driving revenue growth and further improving productivity.” 
 
The company now expects revenue growth for fiscal 2014 to be about 5 to 6 percent, and net earnings per share to be about 
$2.90 to $2.95. For the second quarter, the company expects net earnings per share to be about $1.45 to $1.50. 
 
SEGMENT RESULTS 
 
Professional 
 
Professional segment net sales for the first quarter totaled $295.5 million, down 10.2 percent from the same period last year. 
This decrease primarily was attributable to strong channel demand in the first quarter of last fiscal year that was not repeated 
this year for large turf equipment subject to the Tier 4 diesel engine emission requirements that began phasing in for products 
manufactured after January 1, 2013.  
 
Sales benefitted from pre-season shipments of landscape maintenance equipment, including our zero turn radius products 
with electronic fuel injection and onboard intelligence technologies, in anticipation of retail demand. Rental and construction 
equipment sales grew on increased demand for our products, including recently acquired products newly introduced under 
the Toro brand. Global micro-irrigation sales increased with continued demand for more efficient irrigation solutions for 
agriculture. Worldwide golf irrigation sales benefitted as customers continued to select our innovative system offerings for 
new course projects and existing course renovations. 
 
Professional segment earnings for the first quarter totaled $47.5 million, down 21.9 percent from the same period last year. 
 
Residential 
 



Residential segment net sales for the first quarter totaled $147.6 million, up 22.0 percent from the same period last year. This 
increase primarily was driven by retail demand for our snow products due to significant snowfall across key North American 
markets this winter season.  
 
Sales also benefitted from pre-season shipments of domestic residential zero turn radius mowers in anticipation of the 
continuing transition of consumers to this mowing platform, as well as additional shipments of handheld solutions. Offsetting 
such increases were unfavorable currency exchange rates, primarily relating to the Australian dollar versus the U.S. dollar. 
 
Residential segment earnings for the first quarter totaled $18.1 million, up 49.2 percent from the same period last year. 
 
OPERATING RESULTS 
 
Gross margin for the first quarter was 36.7 percent, a decrease of 60 basis points compared to the same period last year, 
primarily due to product mix but also affected by unfavorable currency exchange rates and slightly higher commodity costs, 
somewhat offset by realized pricing. 
 
Selling, general and administrative (SG&A) expense as a percent of sales for the first quarter was 27.6 percent, an increase 
of 70 basis points compared to the same period last year, primarily due to higher administrative expense, including health 
care costs, warranty expense, and incremental expense relating to our recently completed China micro-irrigation acquisition, 
somewhat offset by lower warehousing expense. 
 
First quarter operating earnings as a percent of sales were 9.1% compared to 10.4% in the same period last year. 
 
First quarter interest expense was down 11.7 percent to $3.8 million compared to the same period last year. 
 
The effective tax rate for the first quarter was 33.2 percent compared with 27.7 percent in the same period last year when the 
company benefited from the retroactive reinstatement of the Federal Research and Engineering Tax Credit. 
 
Accounts receivable at the end of the first quarter totaled $199.8 million, up 10.8 percent from the same period last year. Net 
inventories were $304.9 million, down 9.2 percent from the same period last year. Trade payables were $192.7 million, up 
14.5 percent compared to the same period last year. 
 
About The Toro Company 
The Toro Company (NYSE: TTC) is a leading worldwide provider of innovative turf, landscape, rental and construction 
equipment, and irrigation and outdoor lighting solutions. With sales of more than $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.thetorocompany.com. 
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10) 'EcoMow' Is A Robotic Lawn Mower Powered By Grass 
Huffington Post UK 

 
February 18 -- If there's one substance that it seems like a good idea to use as fuel for an automatic lawn mower, it's grass. 
 
So goes the argument by EcoMow Technologies, who say they have a prototype of exactly that idea in the works. 
 
EcoMow says their self-guiding robotic mowing machine uses the cuttings from your lawn to create a sort of "grass biomass", 
which it can harvest as fuel. 
 
It also claims that the unused fuel pellets can be used for other tasks, including heating or even power generation. 
 
And better yet, it's not years away - apparently a prototype will be ready by April. Unfortunately you won't be able to use it in 
your garden - the first version will be aimed at hay fields, not garden lawns, and will only be aimed at commercial farmers. 
 
Eventually - by about 2016 - the aim is to have a model which can work in areas less than an acre in size. 
 
EcoMow's CEO, graduate student Jason Force, said that he had the idea about five years ago, but it has taken this long to 
find the right funding and technology. 

 
 

 
 
Force adds he has bigger ideas too - specifically for how it might work in the developing world: 
"An application I’m pursuing is having little micro grids set up in East Africa where the units would go harvest during the night 
and then come back and plug themselves in to a power unit during the day and supply power to the local region during the 
day," he told GigaOm. 
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11) DON CRADER, CEO OF CRADER DISTRIBUTING PASSES 

Amity Shedd      Southeast Missourian     http://www.semissourian.com/  
 
Donald "Don" Crader, 81, CEO of Crader Distributing Co. in Marble Hill, Mo., and its sister organization, Blue Mountain 
Equipment in McKinney, Texas, died Sunday at Southeast Hospital. 
 
Crader Distributing Co. was founded in 1944 by Buford Crader, Don Crader's father, and two partners, according to the 
company's website. It is the exclusive distributor of STIHL outdoor power equipment in Missouri, Kansas, Nebraska and 
Southern Illinois. 
 
The company has done business with many family-owned dealers for about 50 years. 
 
Jim Riley, founder of Red Letter Communications, said in an email to the Southeast Missourian that about 25 years ago, Don 
and his son Stan Crader gave him one of his first business opportunities, introducing Red Letter Communications to STIHL. 
 
"We've been business associates and friends ever since," he said. 
 
What started with the sale of a few chain saws out of Don Crader's trunk was built into "one of the largest STIHL sales and 
distribution organizations in the world," but Don measured success by his family, along with his relationships with his 
employees and the community, Riley said. 
 
Crader was a member of The Gideons International, a supporter of the Southeast Missouri University Foundation and a 
member of the Harmony Congregational Methodist Church. 
 
Through his business, Crader was able to support and foster success with thousands of small businesses, Riley said, and he 
always will remember Crader as a gentleman of unwavering integrity. 
 
"While he built a significant enterprise, I think he measured success in life by what he gave and plowed back into helping 
others," Riley said. "He was a man of faith, and viewed his life as an incredible blessing and privilege -- he loved his country, 
he loved the land and people. Most of all he loved his family. I was blessed to know him." 
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12) HERE COMES EL NINO, GOOD NEWS FOR US WEATHER WOES 
 
WASHINGTON – March 6 -- Relief may be on the way for a weather-weary United States with the predicted warming of the 
central Pacific Ocean brewing this year that will likely change weather worldwide. But it won't be for the better everywhere. 
 
The warming, called an El Nino, is expected to lead to fewer Atlantic hurricanes and more rain next winter for drought-
stricken California and southern states, and even a milder winter for the nation's frigid northern tier next year, meteorologists 
say. 
 
While it could be good news to lessen the southwestern U.S. drought and shrink heating bills next winter in the far north, 
"worldwide it can be quite a different story," said North Carolina State University atmospheric sciences professor Ken Kunkel. 
"Some areas benefit. Some don't." 
 
Globally, it can mean an even hotter year coming up and billions of dollars in losses for food crops. 
 



The National Oceanic Atmospheric and Administration issued an official El Nino watch Thursday. An El Nino is a warming of 
the central Pacific once every few years, from a combination of wind and waves in the tropics. It shakes up climate around 
the world, changing rain and temperature patterns. 
 
Mike Halpert, acting director of NOAA's Climate Prediction Center, says the El Nino warming should develop by this summer, 
but that there are no guarantees. Although early signs are appearing already a few hundred feet below the ocean surface, 
meteorologists say an El Nino started to brew in 2012 and then shut down suddenly and unexpectedly. 
 
The flip side of El Nino is called a La Nina, which has a general cooling effect. It has been much more frequent than El Ninos 
lately, with five La Ninas and two small-to-moderate El Ninos in the past nine years. The last big El Nino was 1997-1998. 
Neither has appeared since mid-2012. El Ninos are usually strongest from December to April. 
 
Kevin Trenberth, a senior scientist at the National Center for Atmospheric Research, who wasn't part of NOAA's forecast, 
agreed that an El Nino is brewing. 
 
"This could be a substantial event and I think we're due," Trenberth said. "And I think it could have major consequences." 
 
Halpert said it is too early to say how strong this El Nino will be. The last four have been weak or moderate and those have 
fewer effects on weather. 
 
Scientific studies have tied El Ninos to farming and fishing problems and to upticks in insect-born disease, such as malaria. 
Commodity traders even track El Nino cycles. A study by Texas A&M University economics professor Bruce McCarl found 
the last big El Nino of 1997-1998 cost about $3 billion in agricultural damage. 
 
Trenberth said this El Nino may even push the globe out of a decade-long slowdown in temperature increase, "so suddenly 
global warming kicks into a whole new level." 
 
Kunkel said if this El Nino is a strong one, global temperatures, probably in 2015, could "be in near record breaking territory." 
 
Halpert, however, says El Ninos can be beneficial, and that the one being forecast is "a perfect case." 
 
After years of dryness and low reservoirs, an El Nino's wet weather would be welcome in places like California, Halpert said. 
 
"If they get too much rain, I think they'd rather have that situation rather than another year of drought," Halpert said. 
"Sometimes you have to pick your poison." 
 
Australia and South Africa should be dry while parts of South America become dry and parts become wet in an El Nino. Peru 
suffers the most, getting floods and poorer fishing. 
 
The climate event got the name El Nino, meaning the boy in Spanish, when it was first noticed off the coast of Peru and 
Ecuador around Christmas time and was named after Christ child, according to Trenberth. 
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13) AMAZON PLANS REVAMP OF U.S. SHIPPING WITH MIX OF PRIVATE FLEET, REGIONAL CARRIERS, USPS 

Mark B. Solomon        http://www.dcvelocity.com/  
 
Company-controlled capacity to serve 40 largest population centers, consultant says. 
 
March 6 -- Amazon.com. Inc. is moving quickly to revamp its delivery network to gain more control over its fulfillment 
infrastructure while reining in spiraling transportation costs, according to a supply chain consultant with close ties to the e-
tailing giant. 
 
James Tompkins, who runs Tompkins International, a Raleigh, N.C.-based consultancy, said Amazon has divided the nation 
into three segments based on population size: The top 40 markets, which comprise about half of the U.S. population; the next 
60 largest population areas that account for about 17 percent, and the remaining population, which account for about one-
third. 



 
The top 40 markets will be served by a private fleet being built by Amazon to support an expansion of its online grocery 
business, called "Amazon Fresh," according to Tompkins. The next 60 will be served by an array of regional parcel delivery 
carriers, he said. The remainder will be served mostly by the U.S. Postal Service, he said. 
 
UPS Inc., which today handles much of Seattle-based Amazon's current deliveries, will not play a prominent role in the 
network realignment, Tompkins said. Nor will FedEx Corp., which manages a lesser portion of Amazon's delivery business. 
An Amazon spokeswoman was unavailable to comment. 
 
Orders will be routed through Amazon's 55 fulfillment centers, with deliveries made the same day, the next day or, at most, in 
two days, Tompkins said. Inventory will be positioned to exclusively support local deliveries. A national delivery network as 
operated by providers like FedEx and UPS will be rendered irrelevant because they will be considered too slow to suit the 
typical Amazon customer, he said. 
 
Tompkins said that Amazon has a timeline for its rollout, but that he is unaware of the details. "They are moving on this very 
aggressively," he said. 
 
Amazon two years ago seriously considered a bid for FedEx as a means of buying into an existing delivery operation, 
according to Tompkins. However, Jeffrey P. Bezos, Amazon's founder and CEO, backed away after determining FedEx's 
network structure was too national in scope to fit Amazon's strategy of local fulfillment and delivery, Tompkins said. A FedEx 
spokesman declined comment. 
 
Tompkins has worked in the supply chain management field for decades and is considered one of the nation's leading 
authorities on its role in e-commerce. His relationship with Amazon is not clearly defined, a status seemingly more by design 
than coincidence. When asked to describe the nature of his involvement with Amazon, Tompkins replied that he was 
contractually obligated not to comment. 
 
A "FRESH" EXPANSION 
Though Amazon Fresh has been operating for five years, it is today only available in Seattle, San Francisco, and Los 
Angeles. However, Amazon plans to expand the grocery business to between 30 and 40 U.S. markets in 2014, according to 
Tompkins. 
 
Tompkins said the private fleet network would commingle groceries with general merchandise, thus building the scale 
needed to make ground shipping cost-effective and to offer a compelling value to customers, Tompkins said. It would also set 
in motion a chain of events that would result in Amazon competing with FedEx and UPS. 
 
The online grocery business, which is plagued with high fulfillment costs, is not considered a particularly attractive enterprise 
on its own. However, Bezos has used Amazon Fresh as a proving ground to test a more ambitious delivery model rather than 
as a way to build a national grocery footprint, according to Tompkins. By using his own vehicles to deliver groceries, Bezos 
has been able to fine-tune his own delivery network and understand the pros and cons of leveraging his own infrastructure 
than those of the incumbents, Tompkins said. Now Bezos is poised to apply that knowledge on a broader scale, Tompkins 
said. 
 
Transportation costs remain a thorny issue for Amazon. Its shipping expenses in 2012, the most recent period that full-year 
figures were publicly available as of this writing, rose to more than $5.1 billion, up from nearly $4 billion in 2011, according to 
the company's 10-K filing with the Securities and Exchange Commission. 
 
Shipping costs in 2012 exceeded shipping revenue by nearly $3 billion, according to the filing. Amazon generates much of its 
shipping revenue from third-party merchants who sell products through the company's site and use its fulfillment services for 
storing inventory, picking and packing, and shipping. 
 
In the filing, Amazon said it expected its "net cost of shipping"—the ratio of shipping costs to revenue—to continue rising as 
parcel rates increase and more customers take advantage of the company's delivery offerings such as "Prime," which 
charges a $79 annual fee for unlimited two-day deliveries. Amazon has said it is considering a $40 annual price hike for 
Prime subscriptions. 
 
Not everyone believes Amazon will migrate from FedEx and UPS so quickly. Scott Devitt, Internet analyst for investment firm 
Morgan Stanley & Co., said during a late February webcast that Amazon will continue to leverage the established delivery 
infrastructure and will not become a disruptive force in the delivery market. Amazon will continue to use its enormous buying 
power to extract favorable rates from its delivery partners and will see that as a more attractive alternative to building out its 
own network, Devitt said. 
 



Frederick W. Smith, FedEx's founder, chairman, and CEO, told analysts recently that only FedEx and UPS have the delivery 
networks capable of efficiently handling the demands of Amazon and other e-commerce providers. Smith said his company, 
UPS, and the U.S. Postal Service would remain at the forefront of e-commerce shipping for the foreseeable future. 
 
Tompkins said that Amazon has been planning its strategy long before the well-publicized delivery problems that occurred 
during the 2013 holiday season, when about five million of its shipments were not delivered in time for Christmas. Much of 
the fallout was laid at the feet of UPS, though some have argued that Amazon erred by understating how many packages 
were coming UPS' way toward Christmas day, thus overwhelming the Atlanta-based carrier's air network and triggering the 
backlog. 
 
Amazon is still smarting from the fiasco, however. The company's fulfillment executives believe UPS and FedEx are not 
investing enough in equipment, infrastructure, and other resources to keep up with Amazon's growth, according to a person 
familiar with the matter. 
 
These days, every move in the e-commerce space is significant because of its enormous potential. E-commerce has 
penetrated just 10 percent of the U.S. market, and between 6 and 7 percent of the global market, according to Morgan 
Stanley estimates. Based on projected annualized growth rates of 15 percent, e-commerce could be a $1 trillion worldwide 
business by 2016, according to the firm. 
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14) 2013 HUSQVARNA ANNUAL REPORT 
 
For another viewpoint of the 2013 selling season and year in both the America’s and in Europe and Asia, and a review of 
2014 strategy and business objectives, this Husqvarna 2013 Annual Report makes for interesting reading. 
 
It’s too large this year to post excerpts in this newsletter.  But the link below will take you to the page where you can 
download the PDF. 
 
If you read nothing else, I would suggest you examine the first 25 pages of the report for areas that interest you.  I always 
enjoy learning about strategy and company objectives for the next year’s selling seasons.  I like to learn what successful 
companies in our industry are thinking about and what they are doing to remain successful.  Planning to be successful is the 
key to our and their success. 
 
http://husqvarnagroup.com/en/reports/husqvarna-group%27s-annual-report-2013-1319994  
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15) 2014-2015 OPEESA OFFICERS, BOARD, EXECUTIVE DIRECTOR CONTACT INFORMATION 
 
 

1
st
  

Name 

Last Name Company  Position/Term 

Ron Monroe Hayward Distributing Co.  

4061 Perimeter Drive  

Columbus  OH  43228 

 President  

Jeff Plotka Precision Work 

75 Harbor Road  

Port Washington  NY11050 

 Vice President Annual 

Meeting 

Steve Purdy Oscar Wilson Engine & Parts 

826 Lonestar Drive  

O’Fallon, MO  63366 

 Sec/Treasurer 

Todd Winstead Tidewater Power Equipment 

5796 Thurston Ave.  

Virginia Beach  VA   23455 

 Past President 

Ted  Finn Gardner, Inc.  

3641 Interchange Road  

Columbus, OH   43204 

 2015 

David Dollard KPM Exceptional 

926 Route 46 

PO Box N   

Kenvil, NJ   07847 

 2015 

Mark DeShetler Florida Outdoor Equipment 

2691 Dardanelle Drive  

Orlando, FL   32808 

 2015  

Michael Rickey American Honda Motor Co.  

4900 Marconi Drive  

Alpharetta,  GA   30005 

 2015 
Manufacturer/ Affiliate 

Rep. 

Kevin Parker Sheffield Financial 

PO Box 1704  

Winston-Salem, NC  27102 

 2016 
Manufacturer/ Affiliate 

Rep. 

Lucas Mezzenga RBI Corporation  

PO Box 9318  

Ashland, VA   23227 

 2017 

Todd Bohon Power Tool Co.  

PO Box 5987  

Johnson City, TN   37602 

 2017 

Nancy Cueroni OPEESA 

37 Pratt Street 

Essex  CT  06426-1159 

 Executive Director 
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