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1) THE TORO COMPANY REPORTS RECORD SECOND QUARTER RESULTS 
 

 Company achieves record second quarter sales of $745 million, a 6 percent increase, driven by strong demand for 
professional segment products 

 Quarterly net earnings increase 14 percent to a record $1.51 per share 

 The Toro Company to celebrate the significant milestone of 100 years in business on July 10, 2014 
 
BLOOMINGTON, Minn.-- May 22, 2014-- The Toro Company today reported net earnings of $87.1 million, or $1.51 per 
share, on a net sales increase of 5.8 percent to $745 million for its fiscal 2014 second quarter ended May 2, 2014. In the 
comparable fiscal 2013 period, the company delivered net earnings of $78.4 million, or $1.32 per share, on net sales of 
$704.5 million. 
 
“I’m proud of our team’s execution that delivered record sales and earnings for the quarter despite challenging spring weather 
conditions for the second straight year,” said Michael J. Hoffman, Toro’s chairman and chief executive officer. “Although retail 
sales of some residential products were hampered by the late spring, we experienced strong growth in our landscape 
maintenance business.  
 
Contractors who benefited from the robust snow season last winter invested in more new turf equipment during the quarter, 
favoring our productivity-enhancing mowers. In addition, shipments of golf equipment and irrigation products increased due to 
channel demand for our innovative new product offerings, including the recently introduced INFINITY™ sprinklers.” 
 
For the first six months, Toro reported net earnings of $113 million, or $1.95 per share, on a net sales increase of 3.6 percent 
to $1.191 billion. In the comparable fiscal 2013 period, the company posted net earnings of $109.8 million, or $1.85 per 
share, on net sales of $1.149 billion. Strong retail demand for snow products and landscape maintenance equipment, as well 
as contributions from its micro irrigation, construction and rental businesses, helped the company to surpass sales and 
earnings earned in the comparable fiscal 2013 period, which benefited from the Tier 4 diesel engine transition. 
 
“As we approach our Centennial and look ahead to the end of our Destination 2014 journey, we remain encouraged about 
both our business and prospects for achieving our goals,” said Hoffman. “Our portfolio of innovative products has us well-
positioned to drive retail sales and strengthen our market share.  
 
We will keep a watchful eye on retail demand and field inventories across our businesses and make any necessary 
adjustments. In addition, we will benefit from increased pre-season snow thrower shipments, primarily in the fourth quarter, 
that are needed to replenish inventories diminished by strong customer demand last winter.  
 
As we strive to achieve our operating earnings goal, we will continue to pursue productivity improvements to leverage 
expenses and expand margins. While focused on things within our control, we remain mindful that Mother Nature may not 
deliver favorable summer growing conditions again this year or economic conditions may change, either of which could 
create potential challenges for our businesses and customers.” 
 
The company continues to expect 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 third quarter, the company expects net earnings per share to be about $0.82. 
 
Segment Results 
 
Professional 
 
Professional segment net sales for the second quarter totaled $528.6 million, up 6.5 percent from the comparable fiscal 2013 
period. Sales of landscape maintenance equipment increased on strong retail demand, including for our zero turn radius 
mowers.  
 
Golf equipment and irrigation product sales were up due to channel optimism and demand for new product offerings, 
including the INFINITY™ sprinklers and Multi Pro® advanced spraying system. Global micro irrigation sales increased with 
continued demand for more efficient solutions for agriculture and construction and rental equipment sales grew on channel 
demand for Toro® branded products.  
 
Slightly offsetting these increases were lower sales of professional products in international markets. For the first six months, 
professional segment net sales were $824 million, essentially flat with the comparable fiscal 2013 period. Sales benefited 
from strong retail demand for landscape maintenance equipment and increased demand for micro irrigation, construction and 
rental products, but were offset by sales in the first quarter of last fiscal year that benefited from the Tier 4 diesel engine 
transition and were not repeated this year. 
 



Professional segment earnings for the second quarter totaled $122.4 million, up 9 percent from the comparable fiscal 2013 
period. For the first six months, professional segment earnings were $169.8 million, down 1.8 percent from the comparable 
fiscal 2013 period. 
 
Residential 
 
Residential segment net sales for the second quarter totaled $210.4 million, up 4.5 percent from the comparable fiscal 2013 
period. Sales increased due to stronger domestic retail demand for our residential zero turn mowing products, as customers 
continued to transition to this mowing platform.  
 
International demand for walk power mowers, as well as domestic demand for electric blowers and trimmers, also benefited 
sales for the quarter. Offsetting these increases were lower shipments of domestic walk power mowers and decreased sales 
in Australia due to unfavorable currency exchange and weather conditions.  
 
For the first six months, residential segment net sales were $357.9 million, up 11 percent from the comparable fiscal 2013 
period. Sales for the period increased on strong retail demand for our snow products, primarily in the first quarter, due to 
significant snowfall across key North American markets, as well as increased channel and retail demand for residential zero 
turn mowing products and international demand for walk power mowers. 
 
Residential segment earnings for the second quarter totaled $23.8 million, down 3.5 percent from the comparable fiscal 2013 
period. For the first six months, residential segment earnings were $42 million, up 13.9 percent from the comparable fiscal 
2013 period. 
 
Operating Results 
 
Gross margin for the second quarter was 35.5 percent, a decrease of 30 basis points compared to the same fiscal 2013 
period, primarily due to higher commodity costs and unfavorable currency exchange rates, somewhat offset by realized 
pricing. For the first six months, gross margin was 35.9 percent, a decrease of 50 basis points, primarily due to higher 
commodity costs, segment mix and unfavorable currency exchange rates, somewhat offset by realized pricing. 
 
Selling, general and administrative (SG&A) expense as a percent of sales for the second quarter was 17.9 percent, a 
decrease of 120 basis points compared to the same fiscal 2013 period. For the first six months, SG&A expense as a percent 
of sales was 21.5 percent, a decrease of 60 basis points. For both periods, the decrease primarily was due to lower 
administrative expense, including health care costs, somewhat offset by higher incentive expense. 
 
Second quarter operating earnings as a percent of sales improved 90 basis points to 17.6 percent compared to the same 
fiscal 2013 period. For the first six months, operating earnings as a percentage of sales improved 10 basis points to 14.4 
percent. 
 
The effective tax rate for the second quarter was 32.6 percent, which is the same as the effective tax rate for the comparable 
fiscal 2013 period. For the first six months, the effective tax rate increased to 32.7 percent from 31.3 percent in the 
comparable fiscal 2013 period when the company benefited from the retroactive reinstatement of the Federal Research and 
Engineering Tax Credit in the first quarter. 
 
Accounts receivable at the end of the second quarter totaled $313.5 million, up 1.9 percent from the same fiscal 2013 period. 
Net inventories were $302.5 million, down 2.4 percent from the same period last year. Trade payables were $236 million, up 
15.8 percent compared to the same fiscal 2013 period, primarily due to recent component and commodity purchases in 
anticipation of product demand in the second half of our fiscal 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. 
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2) DIXIE CHOPPER EXPANDS STAFF 

www.lawnandlandscape.com         Lawn and Landscape Magazine  
 
COATESVILLE, Ind. – June 20 -- On the heels of Dixie Chopper’s recent acquisition by Jacobsen, the mower manufacturer 
has appointed a new general manager and added four more employees to its growing sales and marketing divisions. The 
new key roles are part of Dixie Chopper’s ongoing commitment to developing relationships with dealers, partners and 
customers.    
 
Chris Vernon, previously vice president of strategy and product management for Jacobsen, has accepted the position of vice 
president and general manager of Dixie Chopper, effective immediately. Since 2001, Chris’ extensive experience includes 
sales, marketing, and product management for Greenlee’s telecommunication product lines, general management for 
Rothenberger, a pipe tool manufacturer and Greenlee joint venture partner; and, most recently, his role at Jacobsen.  
 
David Hunt was hired as a product sales demonstrator and will support customers in North and South Carolina. David will be 
based out of Charlotte, N.C. and comes to Dixie Chopper with 20 years of experience in sales.  
 
Jason Sentell recently started as a territory sales manager and is responsible for supporting dealers and customers in 
western North and South Carolina. Jason joins Dixie Chopper with seven years of experience in sales and marketing.  
 
Dena Jenkins was hired as the marketing and events coordinator at Dixie Chopper headquarters and will be specializing in 
trade shows, event planning and marketing strategy. Dena brings over 18 years of experience in marketing communications 
to Dixie Chopper. 
 
Sierra Kennedy recently started as the public relations and communications specialist at Dixie Chopper’s headquarters. 
Sierra will be managing media relations, social media and other marketing initiatives.  
 
“I am very excited about my new role at Dixie Chopper and the direction we are headed,” said Chris Vernon, vice president 
and general manager of Dixie Chopper. “With Jacobsen and Textron behind us, we are making significant investments in our 
parts fulfillment, our products and our people. The four new strategic hires in our sales and marketing departments will help 
us continue the positive momentum we’re experiencing in the marketplace. Expect to hear a lot more from Dixie Chopper in 
the near future.” 
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3) HUSQVARNA GROUP LAUNCHES NEW BRAND DRIVEN ORGANIZATION 
 
June 13 -- Husqvarna Group will establish a new organization for its forest and garden operations which follows the brand 
dimension with a global profit and loss responsibility. The Construction division will continue in its current form. The new 
organization will gradually be implemented and fully effective as of January 1, 2015. Implementation costs and redundancies 
will be limited. 
 
"The brand dimension of the new organization allows differentiating the three business models, each with their own distinct 
end customer target groups, strategy and offering - and aligning them with the associated operational resources and required 
leadership structure. Priorities will be simplified and responsibilities will be clear, thus achieving accountability and faster 
decision making. Important synergies will still be secured e.g. in sourcing, logistics and technology." says Kai Wärn, 
President and CEO of Husqvarna Group. 
 
The forest and garden operations will be organized in three global brand divisions representing three different business 
models; 
 
  · Husqvarna (including Zenoah), which are dealer channel centric brands that enjoy strong recognition across many different 
forest and garden product segments, primarily for professionals and demanding consumers. Net sales for the division in 2013 
represented approximately 52% of Group net sales. The division will be headed by Pavel Hajman, who joined the Group on 
June 1. 
 

http://www.lawnandlandscape.com/


  · Gardena, which is a retail centric brand with strong "must have" recognition in the consumer watering segment. Net sales 
for the division in 2013 represented approximately 13% of Group net sales. The division will be headed by Sascha Menges, 
currently Head of Manufacturing and Logistics. 
 
  · Consumer Brands. This division includes all other Group brands, such as PoulanPro, McCulloch and Flymo. Net sales for 
the division in 2013 represented approximately 25% of Group net sales. The division will be headed by Alan Shaw, currently 
Head of Americas. 
 
The divisions will have global profit & loss, cash flow and balance sheet responsibility. Most operational activities will primarily 
be organized within the divisions. To secure synergies and strategic alignment across the Group a Group Operations division 
will be established. Group Operations will be headed by Valentin Dahlhaus, currently VP Demand and Supply Chain 
Management. To further secure synergies and strategic alignment, global staff functions such as Business Development and 
Technology Office will also be established. 
 
The Construction division, which represents around 10% of Group net sales, will not be impacted by the organizational 
changes in the forest and garden operations. Construction will continue under the leadership of Anders Ströby. 
 
External business area reporting 
In the Group's external financial reporting, the segment reporting will comprise four divisions; the three forest and garden 
divisions Husqvarna, Gardena and Consumer Brands, and the Construction division, as of January 1, 2015. 
 
The new organization results in new cash generating units, which potentially creates a need for impairment of intangible 
assets. Any consequences will be communicated when known. 
 
Group Management composition 
Following the introduction of the new organization, Group Management will comprise: 
 
Kai Wärn, President and CEO; 

Ulf Liljedahl, CFO, Head of Group Staff Finance, IT and Investor Relations; 

Pavel Hajman, President of Husqvarna Division (joined the Group June 1 as previously communicated); 

Sascha Menges, President of Gardena Division (previously Head of Manufacturing & Logistics); 

Alan Shaw, President of Consumer Brands Division (previously Head of Americas); 

Anders Ströby, President of Construction Division; 

Per Ericson, Head of Group Staff People & Organization and Communication; 

Olle Wallén, Head of Group Staff Legal Affairs; 

Pär Åström, Head of Business Development (previously not included in Group Management); 

Valentin Dahlhaus, Head of Group Operations (previously VP Demand and Supply Chain Management and previously not 
included in Group Management); 
 
Henric Andersson, Head of Technology Office (previously Head of Product Management & Development); 

Frida Norrbom Sams, Head of Strategic Sales Initiatives (previously Head of EMEA); 

Sofia Axelsson, Head of Group Branding and Marketing (previously not included in Group Management); 

Francesco Franzé, Head of Program Office Accelerated Improvement Program (previously not included in Group 
Management). 
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4) KOHLER EXPANSION POSITIONS COMPANY FOR GREATER SUCCESS 
http://www.sheboyganpress.com/ Deanne Schultz 

 
Recently, Benjamin Noel followed a semi hauling a Kohler Power Systems generator. Warning flags fluttered from its sides, 
yellow lights flashing caution. The generator was one of the largest Kohler Power Systems builds, and Noel, a Kohler 
associate with 37 years of employment under his belt, had built the housing for the unit. 
 
“Knowing I was a part of building that?” he asked above the factory noise. “That’s pretty neat.” 
 
Noel stood in the south end of the recently completed 105,000-square-foot addition to the generator manufacturing plant in 
the Town of Mosel, north of Sheboygan. Here, associates work three shifts, making everything from marine generators to 
3.25-megawatt behemoths that power entire airports and military bases. 
 
Although many of the residential generators are built using mass production procedures, larger units are often built to 
customer specifications. And while it’s appropriate to stock inventory for mass-produced items, the nature of the specialized 
units required an updated, responsive inventory system used throughout the factory. 
 
John Brickner, director of manufacturing, said this system “is about having the right part in the right place at the right time.” 
 
Approximately three days’ inventory is in the factory at any given time, with cutting and bending of steel taking place the f irst 
day, painting on day two, and building taking place the following day. 
 
“We turned this into a job shop,” Brickner said. “We focus on on-time delivery and trying to get things out as quickly as 
possible.” 
 
Helping that along is one of the plant’s newest acquisitions, an Amada fiber laser, which cuts some of the 25 to 30 million 
pounds of steel that passes through the generator plant each year. 
 
“The precision on this is amazing,” Brickner said, watching the machine work. “It can cut up to 140 inches per minute, and 
cuts up to five times faster than a regular laser.” 
 
Previously, Brickner explained that when it came time in the manufacturing process to enclose the generators, KPS sourced 
outside vendors. That step added time and increased costs. The new addition provides space for the company to 
manufacture its own enclosures, allowing KPS to offer “an entire solution to our customers,” Brickner said. 
 
The philosophy of a “one-stop shop” means that KPS manufactures much of the generators’ internal components – transfer 
switches, wiring harnesses, circuit boards and switch gears – which provides competitive advantages like quality control, 
decreased lead time, and cost savings. 
 
“Our controllers are designed specifically for power generation,” Brickner said. “It’s a lot more interactive, with a focus on 
application.” 
 
Brickner said the longest build cycle, from planning to shipment, is 12 weeks; most units are shipped in less time, and each 
unit stays on the shop floor being built for four or fewer days. All generators are run through the testing bay prior to shipment, 
an area that also allows customers to test generators and request adjustments as necessary. 
 
A two-coat painting system, installed in 2010, creates what Brickner called “a robust coating system” to protect generators 
from salty or harsh environments, like those found in hurricane- and storm-ravaged sections of the country. 
 
When Hurricane Sandy struck in 2012, many East Coast businesses went long stretches without electricity — KPS 
generators supplied power so grocery stores could keep food properly preserved, and gasoline pumps could provide much-
needed fuel for customers. 
 
Brickner said the demand for electrical power in the United States is growing “faster than population growth, construction 
growth and GDP growth.” 
 
That situation, coupled with the country’s “antiquated and under-invested-in electrical grids creates a need for quality power,” 
Brickner said. “If the grid for the United States becomes overtaxed, we’ll have an increased need for reliable power 
distribution at the customers’ point of use.” 
 
Generators certainly find their way around the world, but local companies also benefit. Brickner tapped a smaller generator, 
its injection-molded enclosure made by Bemis Manufacturing in Sheboygan Falls. 
 
“We source a lot of parts locally, whether it’s packaging or plastics,” he said. “It supports the whole vitality of this area.” 

http://www.sheboyganpress.com/
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5) 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 

   

March 1-4, 2015 
 OPEESA, Outdoor Power Equipment and Engine Service Association  Annual 
Members Meeting, Renaissance Vinoy, St. Petersburg, FL 

   

March 8, 2015  Daylight Savings Time Begins 

   

April 8-11, 2015 
 EETC, Equipment and Engine Training Council 19th Annual Conference, Lake 
Zurich, Illinois 

   

May 5-7, 2015 
 National Hardware Show, Las Vegas Convention Center and Las Vegas 
Hotel and Casino, Las Vegas, NV 

   

  OPEI, Outdoor Power Equipment Institute Annual Meeting,  

   

June 22-26, 2015  Skills USA, National Leadership and Skills Conference, Louisville, KY 

   

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 

   

 

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/
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6)  THOUGHTS FOR THE DAY 
 
 
“Everything we hear is an opinion, not a fact.  
Everything we see is a perspective, not the truth.”  
 
–  Marcus Aurelius 
 
 
"You have to dream before your dreams can come true." 
 
- A.P.J. Abdul Kalam 
 
 
A smooth sea never made a skilled sailor. 
 
- Unknown 
 
 
Don’t count the days. 
Make the days count. 
 
- Unknown 
 
 
You have never really lived until you have done something 
For someone who can never repay you. 
 
- Unknown 
 
 
“Celebrate what you want to see more of.” 
 
- Tom Peters 
 
 
…because nothing makes me happier 
…and nothing makes me sadder 
…than you. 
 
- Unknown 
 
 
One day you’ll just be a memory to some people. 
Do your best to be a good one. 
 
- Unknown 
 



 
And that’s the thing about people who mean everything they say. 
They think everyone else does too. 
 
- Unknown 
 
 
When someone loves you, they don’t have to say it. 
You can tell by the way they treat you. 
 
- Unknown 
 
 
To love a person is to see all of their magic, and to remind them of it when they have forgotten. 
 
- Unknown 
 
 
“Happiness can be found even in the darkest of times. 
If one only remembers to turn on the light.” 
 
- Albus Dumbledore 
 
 
“The less you talk, the more you’re listened to.” 
 
- Pauline Phillips 
 
 
 
“To live is to change,  
And to be perfect is to have changed often.” 
 
- John Henry Newman 
 
 
LOVE/’luv/ 
(noun, verb and everything in between) 
 
1)  Holding hands, walking in the rain, and not even knowing it’s raining; 
2)  being there for each other (no matter what); 
3)  that certain look 
4)  trust 
5)  passion 
6)  the best kind of friendship; 
7)  gets better with time; 
8)  a fairy tale that does come true. 
 
- Unknown 
 
 
The heart wants what it wants. 
There’s no logic to those things. 
You meet someone and you fall in love and that’s that. 
 
- Unknown 
 
 
“I don’t know a perfect person. 
I only know flawed people who are still worth loving. 
 
- John Green 
 
 



 
Things to be happy about: 
• Songs that remind you of a special person/event. 
• People who smell good. 
• Instant friendships. 
• Hearing that you were in someone’s dream. 
• Deep conversations with your best friend. 
 
- Unknown 
 
 
“Many of life’s failures are people who did not realize how close they were to success when they gave up.” 
 
- Thomas Edison 
 
 
“You can't reverse engineer success by researching origin stories. 
You can't follow the same path as those you admire and expect you'll end up in the same place. 
Everything worthwhile has an origin, but those origins aren't the reason that they are worthwhile.” 
 
- Seth Godin 
 
 
“If you want something new, you have to stop doing something old.” 
 
- Peter Drucker 
 
 
“The most dangerous creation of any society is the man who has nothing to lose.”  
 
- James Baldwin 
 
 
“Love all, trust a few, do wrong to no one.” 
 
- William Shakespeare 
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7) BRIGGS AND STRATTON TO ADJUST SNAPPER RESIDENTIAL PRODUCT OFFERINGS AND CONSOLIDATE 

MANUFACTURING FACILITIES 
 
MILWAUKEE, July 10, 2014 -- Briggs and Stratton Corporation announced today that beginning in the 2016 lawn and garden 
season, it will narrow its assortment of lower-priced Snapper consumer lawn and garden equipment and consolidate its 
products manufacturing facilities in order to further reduce costs.   
 
The Company will continue to focus on premium residential products to customers through its Snapper and Simplicity brands 
and commercial products through its Snapper Pro and Ferris brands.   
 
The Company will close its McDonough, Georgia location and consolidate production into existing facilities in Wisconsin and 
New York.  Production of pressure washers, snow throwers and lawn tractors will move to its Wauwatosa, Wisconsin 
manufacturing facility, and production of zero-turn lawnmowers will be moved to its Munnsville, New York facility.  Production 
is estimated to be completed in McDonough and transitioned to the other facilities during the first quarter of calendar 2015.   
 
The Company's dealer product offerings under the Snapper Pro, Simplicity and Ferris brands as well as sales of Snapper 
and Murray branded lawn and garden products at Walmart are unaffected by these announcements. 
 



"While we have seen improved sales of our lawn and garden equipment during our fiscal 2014, in an effort to improve the 
operating performance of our Products business, we believe it is necessary to simplify our Snapper product line, reduce our 
offerings of certain low volume and lower-priced Snapper lawn and garden products and reduce the related manufacturing 
capacity and expenses," commented Todd J. Teske, Chairman, President and Chief Executive Officer of Briggs and Stratton 
Corporation.  "We will continue executing our strategy to focus on those premium products that generate higher margins and 
returns for our shareholders," continued Teske.  
 
The McDonough, Georgia facility currently manufactures pressure washers, snow throwers, zero-turn lawn mowers and 
smaller lawn and garden tractors.  These changes will affect approximately 475 employees over the course of the next 
several months. The Company will provide assistance programs, continued benefits and outplacement services to the 
affected employees.  Moving production of pressure washers, riding lawn tractors and snow throwers to the Wauwatosa, 
Wisconsin facility will add approximately 220 new full time positions and up  to approximately 150 temporary seasonal 
employees.  Employment at the Munnsville, New York facility is estimated to remain at current levels. 
 
The Company anticipates total restructuring charges related to these actions of approximately $30 to $37 million, including 
non-cash write-downs of approximately $15 to $20 million, to be recorded during fiscal 2015.  Total cash costs related to 
these actions are anticipated to be approximately $15 to $17 million, with the majority of the cash costs being incurred in 
fiscal 2015.   
 
Total annual cost savings as a result of these actions are anticipated to be approximately $15 to $20 million with 
approximately $5 million to $7 million expected to be realized in fiscal 2015 and the remainder realized in fiscal 2016 upon 
completion of the transition in the fourth quarter of fiscal 2015.    
 
Products segment sales are estimated to be lower by approximately $20 to $25 million in fiscal 2015 and $35 to $45 million 
annually beginning in fiscal 2016 as a result of these actions.  The Company does not expect a material change in the sales 
or production volumes of engines as a result of this announcement. 
 
Fiscal 2014 Sales Commentary: 
The Company's fiscal year ended on June 29, 2014.  The Company anticipates reporting fourth quarter fiscal 2014 
consolidated net sales of $495 million, a 4% increase over fourth quarter fiscal 2013 consolidated net sales of $477 million.  
The Company also anticipates reporting fiscal 2014 full year consolidated net sales of $1.86 billion, consistent with net sales 
in fiscal 2013, despite approximately $100 million in storm- related engine and generator sales in fiscal 2013 that did not 
recur in fiscal 2014. 
 
Fiscal 2014 net sales results included in this release are preliminary and are subject to completion of fiscal year end closing 
and auditing procedures.  The Company is planning to release its fourth quarter and fiscal 2014 financial results after the 
close of the markets on Wednesday August 13, 2014.   
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8) BRIGGS & STRATTON MOVES 370 JOBS TO WAUWATOSA WISCONSIN PLANT 

Rory Linnane      http://www.wauwatosanow.com/   
 
WAUWATOSA, WI - July 16 - As part of the company's plans to shut down a Georgia facility and consolidate its 
manufacturing operations, Briggs & Stratton Corp. announced July 10 it will be hiring 220 full-time workers and 150 seasonal 
workers at its Wauwatosa facility at 3300 N. 124th St. 
 
After the transition in early 2015, the Wauwatosa facility will be producing pressure washers, tractors and snow throwers. The 
Journal Sentinel reported the company will not have to expand the plant's footprint. 
 
Alderman Craig Wilson, whose district includes the facility, said the new jobs could only mean good things for Wauwatosa, 
even if they don't all go to local residents. 
 
"It will get more people familiar with Wauwatosa, and maybe they'll decide to buy lunch in town," Wilson said. "Beyond that, 
one thing we're getting better at is helping foster that culture of a strong business community." 
 
Wilson said city officials have in the past considered different visions for this more industrial area of Wauwatosa. 
Redevelopment there could bring a higher density of property value and therefore more tax revenue. 

http://www.wauwatosanow.com/


 
"There's a tremendous amount of industrial space and I think we all know those spaces aren't used the way they used to be," 
Wilson said. "It's something we need to keep an eye on." 
 
Although the infusion of jobs does not bring a change in use or property value, Wilson said he still thought it would be a 
valuable move for the community. 
 
"This is even better, in a sense," Wilson said. "Sure we have budgeting and levy issues, but at the same time, any time you 
have a local business trying to grow, it certainly benefits the community and reputation of Wauwatosa." 
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9) HUSQVARNA INTERIM REPORT JANUARY – JUNE 2014  
 
Stockholm July 16, 2014  
 
Kai Wärn, President and CEO:  
 
“Husqvarna Group has delivered a strong first half of the year. Operating income for the second quarter increased by 35% to 
SEK 1,384m (1,022) and the margin rose to 12.5% (10.0). As in the first quarter, the positive development was driven by a 
combination of strong demand and impact from the Accelerated Improvement Program.  
 
From a market demand perspective, Europe benefitted from positive weather conditions in the second quarter, while North 
America was challenged by a late spring and high trade inventory situation entering the quarter. Still, operating profit for 
Americas increased 41% to SEK 220m and the operating margin rose to 5.0% (3.7), mainly driven by cost reductions, 
productivity and mix improvements. For Europe & Asia/Pacific the operating income rose 38% to SEK 1,101m and the 
operating margin recovered to 19.1% (15.5), primarily as a result of higher sales volume and a good development within the 
core brands Husqvarna and Gardena and in prioritized product areas such as robotic lawn mowers and watering equipment. 
Construction had yet another strong quarter with operating income increasing 21%, driven by continued profitable growth 
across most markets.  
 
A large share of the result improvement is attributable to activities in our Accelerated Improvement Program. The positive 
signs in the first quarter have all trended into the second quarter; the reduction of direct material costs is sustained and we 
are driving favorable mix by prioritizing our premium brands and product leadership areas, as well as growth in the dealer 
channel, especially in the U.S.  
 
In June we announced a new organization which gradually will be implemented and fully effective by January 1, 2015. The 
new organization will follow the brand dimension for three forest and garden divisions with global profit and loss 
responsibility; Husqvarna, Gardena and Consumer Brands. The Construction division will continue in its current form. Group 
functions will also be established in order to secure Group wide synergies and scale benefits, such as in sourcing, logistics 
and technology. In addition to providing better accountability and increased speed in decision making, the new organization 
will facilitate increased focus on key differences essential for market leadership in the different customer segments targeted 
by each division.  
 
Keeping the momentum in the Accelerated Improvement Program remains key. From a demand perspective the third quarter 
may be more challenging in terms of comparison with prior year, as 2013 benefitted from a favorable garden season.”  
 
Second quarter  
 
• Net sales increased to SEK 11,045m (10,227). Adjusted for exchange rate effects, net sales increased 7%.  
• Operating income increased 35% to SEK 1,384m (1,022), including total negative impact from changes in exchange 

rates of SEK -3m, compared to the second quarter 2013.  
• Sales and operating income were higher for all business areas.  
• Earnings per share increased to SEK 1.70 (1.15).  
• Operating cash flow increased to SEK 2,282 (1,915).  
• The net debt/equity ratio improved to 0.60 (0.75).  
 
 



SECOND QUARTER  
 
Net sales  
Net sales for the second quarter 2014 increased by 8% to SEK 11,045m (10,227). Adjusted for exchange rate effects, net 
sales for the Group increased 7%, by 10% for Europe & Asia/Pacific, by 4% for Americas and by 8% for Construction.  
 
Operating income  
Operating income for the second quarter increased 35% to SEK 1,384m (1,022), corresponding to an operating margin of 
12.5% (10.0). Operating income and margin rose for all business areas.  
Operating income was positively impacted primarily by the higher sales volume, reduction of direct material costs and 
improved productivity. Costs for selling and administration as a percentage of sales declined, although logistics and 
marketing costs increased as a result of the higher sales activity.  
 
Changes in exchange rates had a total negative impact on operating income of SEK -3m compared to the second quarter 
2013.  
 
Financial items net  
Financial items net amounted to SEK -110m (-106), of which net interest amounted to SEK -96m (-105). The average interest 
rate on borrowings at June 30, 2014, was 3.5% (3.9).  
 
Income after financial items  
Income after financial items increased to SEK 1,274m (916) corresponding to a margin of 11.5% (9.0).  
 
Taxes  
Tax amounted to SEK -299m (-255), corresponding to a tax rate of 23% (28) of income after financial items.  
 
Earnings per share  
Income for the period increased 48% to SEK 975m (661), corresponding to SEK 1.70 (1.15) per share.  
 
JANUARY – JUNE  
 
Net sales  
Net sales for January – June increased by 8% to SEK 20,730m (19,251). Adjusted for exchange rate effects, net sales for the 
Group increased by 7%, for Europe & Asia/Pacific by 8%, for Americas by 6%, while sales for Construction increased by 9%.  
 
Operating income  
Operating income for January – June increased 34% to SEK 2,287m (1,710) and the corresponding operating margin rose to 
11.0% (8.9). Operating income and margin rose for all business areas.  
 
Operating income for the first half year was positively impacted primarily by the higher sales volume, reduction of direct 
material costs, improved productivity and favorable mix. Logistics and marketing costs rose as a result of the higher sales 
activity.  
 
Changes in exchange rates had a total negative impact on operating income of SEK -48m compared to January - June 2013.  
 
Financial items net  
Financial items net amounted to SEK -206m (-192), of which net interest amounted to SEK -178m (-195).  
Income after financial items  
 
Income after financial items increased to SEK 2,081m (1,518) corresponding to a margin of 10.0% (7.9).  
 
Taxes  
Tax amounted to SEK -490m (-390), corresponding to a tax rate of 24% (26) of income after financial items. 
 
Earnings per share  
Income for the period increased 41% to SEK 1,591m (1,128), corresponding to SEK 2.77 (1.96) per share.  
 
OPERATING CASH FLOW  
 
Operating cash flow for January - June increased to SEK 2,282m (1,915). Cash flow from operations, excluding changes in 
operating assets and liabilities, increased due to the higher result. Cash flow from changes in operating assets and liabilit ies 
decreased, mainly as a result of inventory changes. The increase in capital expenditure was mainly related to the new 
manufacturing facility for chainsaw chains in Huskvarna. 
 



FINANCIAL POSITION  
 
Group equity as of June 30, 2014, excluding non-controlling interests, amounted to SEK 12,556m (11,591), corresponding to 
SEK 21.9 (20.2) per share.  
 
Net debt decreased to SEK 7,603m (8,733) as of June 30, 2014, of which liquid funds amounted to  
SEK 2,330m (1,940) and interest-bearing debt amounted to SEK 8,525m (9,209), excluding pensions. The major currencies 
used for debt financing are SEK and USD. Net debt decreased by SEK 200m during the last twelve months as a result of 
changes in exchange rates.  
 
The net debt/equity ratio improved to 0.60 (0.75) and the equity/assets ratio rose to 40% (38). 
 
On June 30, 2014, long-term loans including financial leases amounted to SEK 5,421m (7,515) and short-term loans 
including financial leases to SEK 2,792m (1,487). Long-term loans consist of SEK 3,463m (4,939) in issued bonds, and bank 
loans and financial leases of SEK 1,958m (2,576).  
 
The major part of the bonds and bank loans mature in 2016 - 2018. During the second quarter 2014 the Group amortized a 
loan amounting to SEK 500m with original maturity in March 2015. The Group also has an unutilized SEK 6 bn syndicated 
revolving credit facility, with maturity in 2016. 
 
PERFORMANCE BY BUSINESS AREA  
 
Europe & Asia/Pacific 
Net sales for Europe & Asia/Pacific increased by 12% in the second quarter. Adjusted for exchange rate effects, net sales 
increased by 10%.  
 
Efforts to grow sales of premium brands, in the prioritized product areas and sales channels, continued to develop well. 
Watering products and robotic lawn mowers were the products with the best development. Market demand in Europe was 
positively impacted by favorable weather conditions in both the first and second quarters.  
 
Operating income for the second quarter increased 38% to SEK 1,101m (800) and the operating margin improved to 19.1% 
(15.5), mainly as a result of the higher sales volume, favorable product and channel mix, reduction of direct material costs 
and improved productivity.  
 
Changes in exchange rates had a positive year-on-year impact of SEK 30m on operating income in the second quarter and 
SEK 35m in the first half year. 
 
Americas 
Net sales for Americas increased by 3% in the second quarter 2014. Adjusted for exchange rate effects, net sales increased 
by 4%.  
 
Market demand in the first half of the year was hampered by a late spring and challenging early summer weather conditions 
in the U.S. Demand also suffered from high trade inventory levels entering the second quarter, following the strong sell-in to 
the trade in the first quarter.  
 
Sales increased in the U.S. and Latin America, with a slightly better development for handheld products than for the wheeled 
products in the second quarter. Dealer channel sales continued to develop strongly, accounting for the majority of the total 
sales increase in the quarter as well as for the first six months.  
 
Operating income for the second quarter increased to SEK 220m (156) and the corresponding margin rose to 5.0% (3.7), 
mainly due to lower direct material costs, improved productivity and favorable mix, which partly was offset by higher logistics 
costs.  
 
Changes in exchange rates had a negative year-on-year effect of SEK -26m on operating income in the second quarter and 
SEK -62m in the first half year. 
 
Construction 
Net sales for Construction increased by 8% in the second quarter 2014. Adjusted for exchange rate effects, the increase in 
sales was also 8%.  
 
Market demand for construction products in most main markets continued to develop positively also in the second quarter. 
Sales increased in all markets, with the best development in region rest of the world, primarily driven by continued strong 
growth in Brazil, and in Europe.  
 



Operating income increased to SEK 121m (100), mainly as a result of the higher sales volume. The corresponding operating 
margin improved to 13.7% (12.3).  
 
Changes in exchange rates had a negative year-on-year effect of SEK -8m on operating income in the second quarter and 
SEK -21m in the first half year.  
 
NEW ORGANIZATION AS OF JANUARY 1, 2015  
 
Husqvarna Group will establish a new organization for its forest and garden operations which follows the brand dimension 
with a global profit and loss responsibility. The Construction division will continue in its current form. The new organization will 
be implemented gradually and fully effective as of January 1, 2015. Implementation costs and redundancies will be limited.  
 
The forest and garden operations will be organized in three global brand divisions representing three different business 
models;  
 
• Husqvarna (including Zenoah), which are dealer channel centric brands that enjoy strong recognition across many 
different forest and garden product segments, primarily for professionals and demanding consumers. Net sales for the 
division in 2013 represented approximately 52% of Group net sales.  
 
• Gardena, which is a retail centric brand with strong “must have” recognition in the consumer watering segment. Net 
sales for the division in 2013 represented approximately 13% of Group net sales.  
 
• Consumer Brands. This division includes all other Group brands, such as PoulanPro, McCulloch and Flymo. Net 
sales for the division in 2013 represented approximately 25% of Group net sales.  
 
The divisions will have global profit & loss, cash flow and balance sheet responsibility. Most operational activities will primarily 
be organized within the brand divisions. To secure synergies and strategic alignment, a Group Operations division and global 
staff functions such as Business Development and Technology Office will be established.  
 
The Construction division, which represents around 10% of Group net sales, will not be impacted by the organizational 
changes in the forest and garden operations.  
 
In the Group’s external financial reporting, the segment reporting will comprise four divisions; the three forest and garden 
divisions Husqvarna, Gardena and Consumer Brands, and the Construction division, as of January 1, 2015. The new 
organization results in new cash generating units, which potentially creates a need for impairment of intangible assets. Any 
such consequences will be communicated when known.  
 
PARENT COMPANY  
Net sales January - June 2014 for the Parent Company, Husqvarna AB, amounted to SEK 7.107m (6,430), of which SEK 
5,578 (4,981) referred to sales to Group companies and SEK 1,529m (1,449) to external customers.  
 
Income after financial items amounted to SEK 829m (1,012). Income for the period was SEK 505m (907). Investments in 
tangible and intangible assets amounted to SEK 263m (227). Cash and cash equivalents amounted to SEK 795m (432) at 
the end of the quarter. Undistributed earnings in the Parent Company amounted to SEK 17,085m (17,466). 
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10) JUDY ALTMAIER TALKS ABOUT HER FIRST YEAR HEADING EXMARK AND THE OPE MARKET 

http://www.lawnandlandscape.com/   
 
July 29 – Lawn and Landscape -- Last July, Exmark Manufacturing announced Judy Altmaier as its vice president and 
general manager. She replaced Rick Olson, who took over as vice president of international business for Exmark’s parent, 
Toro. After decades of running global operations for Eaton Corp., and a four-year stint at Big Red in Minnesota as vice 
president of operations, she moved down to Nebraska and into the top spot at Exmark. 
 
We caught up with Atlmaier to discuss what she’s learned in the last 12 months in the GM’s seat, where she sees the mower 
market moving and why the company has to make so many different kinds of equipment. – Chuck Bowen 

http://www.lawnandlandscape.com/


 
Lawn & Landscape: Tell me about your first year in this position. What surprised you the most in the past 12 months? 
 
Judy Altmaier: First of all, I can’t believe it’s been a year already. In my mind and when I talk to people I think, “Ok well I’ve 
been here about five months.” That’s how much time it feels like. Time has flown because I’m having a great time doing this. I 
guess what I was surprised with was how much I really truly loved this. This is really a great job and a great division and good 
product. I knew particularly that the people here are very proud of what they do. But I was surprised at the absolute depth of 
passion that the entire team has here. 
 
LAWN & LANDSCAPE: Tell me about that decision to put up your hand and say, ‘I want to go head up Exmark.’ 
 
Judy Altmaier: Every job happens because there was an opening. When Rick Olsen returned to the headquarters to run the 
international division, it left an open position. It wasn’t on my list of things to do, but I started thinking about what it would be 
like to be involved with this business at such an intimate level. From an operations standpoint, I loved what I was doing, but I 
thought, you know, the time was right for me personally and professionally to jump into Exmark. 
 
LAWN & LANDSCAPE: What have you learned since you joined Exmark? 
 
Well I can tell you it’s a very different look when you’re trying to drive initiatives from an operational standpoint. When you get 
into a division all of a sudden things become clear. Like, “Oh, now I understand why there have to be all these different 
products.” I used to joke with the divisions when I was in operations that if I ran marketing as an operations person, we’d 
have one product, we’d make a lot of them and they’d all be very, very good. That’s how an operations person thinks: You’ve 
gotta have standardization, communization of parts, everything should look the same. You make a lot of them and it’s gonna 
be great. 
 
LAWN & LANDSCAPE: When you and I sat down at GIE+EXPO last October, we talked a little bit about what you had 
planned for Exmark. You said Exmark is already a really well-run company. So when you get up in the morning, what’s at the 
very top of your to-do list? 
 
I always am wondering if we’re looking out for what our competitors are doing, not that you’d want to build your business 
model based on what your competitors are doing, but you don’t want anything to sneak up on you that you aren’t expecting – 
some technology or something that’s way cooler than something we have. I don’t know if that’s a high risk but you’ve gotta 
think about it. 
 
So we spend a lot of time looking at other peoples’ products to just check out their quality and their technology. But then we 
spend a tremendous amount of time thinking about growing, what will we look like 10 years from now, and how do we have to 
be prepared? It’s not just about product then. You have a bigger company and bigger division then you need to think about all 
the things you need to support it. Do you have the right systems? Do we have the right depth strength? Those are the things 
that I spend a lot of my thinking time on. And is the customer going to value something, ultimately, that is different than what 
they value now? 
 
LAWN & LANDSCAPE: Can you give me a look into the future and where you see Exmark moving and what contractors 
might expect? 
 
Probably not in the way that you would like me to, frankly. I would say we’ll continue to focus on technology and operator 
comfort, and way to help our commercial cutters be more productive and fuel efficient. And one more thing is some green 
technology, I know you just spoke with Gary Busboom at length about propane, you know all those things are very near and 
dear and we continue to work on every single day. 
 
Steve Jobs said about the iPhone, people don’t know what they want until they see it. It’s probably the same with mowers. 
People didn’t know they needed this until we brought it out and said look how cool this is, look how much this is going to help, 
look how much this is going to save you. So we also need to make sure we’re not getting caught up in the coolness of it. 
Ultimately that’s not valued by the customers and a waste of time and energy on probably the wrong area, and it’s a delicate 
balance. 
 
LAWN & LANDSCAPE: So, tell me, I’m interested to hear your opinion about Jacobson acquiring Dixie Chopper. What did 
you think about that when you heard about that? 
 
I thought it was surprising. I thought it was just an interesting move. You might be surprised to know that they didn’t call me to 
ask my opinion before they did it, so I wasn’t involved in that decision. I thought it was an interesting time for them to jump in. 
I don’t know if their revenues are down or they’re losing market share in their other business, so maybe that’s why this is 
interesting to them. But I think with this one, time will tell. I don’t know what they plan to do with it. 
 



LAWN & LANDSCAPE: VallleyCrest is a Toro account and Brickman is an Exmark account. What does the KKR deal mean 
for you at Exmark? 
 
I don’t know that we can predict what it will mean. I think we have to focus – it doesn’t really do me any good to spend time 
worrying about that. I think what I need to spend time on is focusing on being the supplier to Brickman, to ValleyCrest, to new 
customers. Provide the products that they want to use and can count on, be reliable every single day. We have to continue to 
bring value to those very important customers – all of them, the big ones and the small ones. And then I think the details will 
work themselves out. 
 
LAWN & LANDSCAPE: You’ve got a really Zen approach to things. 
 
I don’t know if I have Zen, but I do have a philosophy that you’ve got to understand what’s in your circle of control. There are 
a lot of things in my circle of concern, but there are only a few things in my circle of control. So I might as well spend my time 
and energy on those things I can impact and manage and that I can be responsible for. Everything else is very important, but 
if I focus on the things that matter, that’s the right formula. Time will tell if that’s true, too. 
 
LAWN & LANDSCAPE: I know a lot of people, if one of their largest customers acquired their next largest customer, they’d 
be freaking out. And we’ve had that happen in our business. It can be a bit startling and surprising. It makes the sales guys 
worry too. 
 
Yeah I’m not really a freak-out kind of person. 
 
LAWN & LANDSCAPE: I can tell. 
 
If you ever see me freaking out, it’s big. 
 
LAWN & LANDSCAPE: That’s when I should hide. 
 
Well yeah, I don’t even know what I would do if I was freaking out. At the end of the day, whether I freak out, or have a 
meltdown, or throw a temper tantrum, at the end of the day I don’t get much control of what they do. So all I can do is make 
sure that we don’t lose focus. As long as I continue to wait, I wait as Exmark continues to bring things that our customers 
want, like EFI technology that gives them tremendous fuel savings, or we listen to them for what they need on their machines 
for better productivity. As long as we’re doing that and delivering that, I have to think that that’s the right approach. If we just 
start developing products and throwing them at them and saying, “here use this,” instead of asking them what they need, that 
would be an operation of our fundamental approach and I don’t think we’re gonna move from what we did well, which is 
listening to our customers. 
 
LAWN & LANDSCAPE: Can you share anything about what you’re doing for GIE+EXPO this year? 
 
Well I don’t know that I’m going to be terribly helpful. My quick answer is if people know what to expect, why would they show 
up? 
 
LAWN & LANDSCAPE: You’ve got to give me something to write about Judy! 
 
I know. I’m sorry. You can say we’re going to have some really cool stuff. We’re going to bring all of our latest and newest, 
and a couple of things that no one has seen yet. It’ll be fun, and beyond that I won’t tell you anymore. 
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11) SHAUNNA BALADY JOINS BRIGGS AND STRATTON AS VP OF CORPORATE DEVELOPMENT 
 
WAUWATOSA, Wis., July 29 -- Briggs & Stratton Corporation has recently added Shaunna Balady to their executive team as 
Vice President of Corporate Development. Balady will lead the mergers and acquisitions team, as well as strategic planning 
activities for the company. 
 



"I'm pleased to welcome Shaunna Balady to our executive team," said Todd Teske, Chairman, President and CEO of Briggs 
& Stratton. "Shaunna brings unique technical and operational background strength to Briggs & Stratton and she will be 
instrumental in executing the Company's strategy to invest and grow in geographic expansion." 
 
Balady comes to Briggs & Stratton from GE Home & Business Solutions, where she was the Business Development Leader 
with primary responsibility in overseeing all M&A activity for the business unit, while formulating the Business' external growth 
roadmap. Balady also served in strategic planning and acquisition positions at Rockwell Automation and  CNH Global. Over 
her career, she has led and completed over 30 transactions which include product, service and software related deals. 
 
About Briggs & Stratton Corporation 
 
Briggs & 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®, Snapper Pro® Ferris®, Murray®, Branco® and Victa® brands. Briggs & Stratton products 
are designed, manufactured, marketed and serviced in over 100 countries on six continents. 
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12) GENERAC REPORTS SECOND QUARTER 2014 RESULTS 

 

Strong home standby shipments drive sequential sales improvement in residential products as increased sales from C&I 

products further diversifies business 

 

WAUKESHA, Wis.-- July 31 -- Generac Holdings Inc., a leading designer and manufacturer of power generation equipment and 

other engine powered products, today reported financial results for its second quarter ended June 30, 2014. 

 

SECOND QUARTER 2014 HIGHLIGHT 

 

   -- Net sales increased over the prior year by 4.6% to $362.6 million as  

      compared to $346.7 million in the second quarter of 2013.  

 

          -- Commercial & Industrial (C&I) product sales increased 22.5% to  

             $163.5 million as compared $133.4 million in the prior-year second  

             quarter, primarily due to the contribution of recent acquisitions  

             and continued strength in the oil & gas market.  

 

          -- Residential product sales were $179.6 million during the second  

             quarter of 2014 as compared to $196.6 million in the prior year  

             quarter. The prior year second quarter benefited from  

             approximately $40 million in shipments due to Superstorm Sandy.  

             Excluding this prior year benefit, residential product sales  

             increased approximately 15% primarily as a result of strong home  

             standby generator shipments.  

 

   -- Net income during the second quarter of 2014 was $54.0 million, or $0.77  

      per share, as compared to $28.3 million, or $0.40 per share, for the same  

      period of 2013.  

 

   -- Adjusted net income, as defined in the accompanying reconciliation  

      schedules, was $57.1 million, or $0.82 per share, as compared to $66.6  

      million, or $0.95 per share, in the second quarter of 2013.  



 

   -- Adjusted EBITDA, as defined in the accompanying reconciliation schedules,  

      was $84.5 million as compared to $90.1 million in the second quarter last  

      year.  

 

   -- Cash flow from operations in the second quarter of 2014 was $48.9 million  

      as compared to $36.1 million in the prior year quarter. Free cash flow,  

      as defined in the accompanying reconciliation schedules, was $40.5  

      million as compared to $30.3 million in the second quarter of 2013.  

 

   -- For the trailing four quarters, including the second quarter of 2014, net  

      sales were $1.444 billion; net income was $184.3 million; adjusted EBITDA  

      was $365.7 million; cash flow from operations was $270.9 million; and  

      free cash flow was $236.9 million.  

 

"Our second quarter results for residential products were seasonally higher as we saw shipments increase as compared to 

the first quarter of 2014 due to strength in home standby generators. We remain focused on a number of key initiatives to 

continue to grow the market, further building on our leadership position in this product category," said Aaron Jagdfeld, 

President and Chief Executive Officer.  

 

"C&I products continue to represent a growing portion of our sales as we have recently increased our exposure to new 

markets such as oil & gas, broadened our industrial product line, and strengthened our industrial distribution network to 

further diversify our business. We also continue to convert a significant amount of our earnings to free cash flow, providing us 

with the flexibility to drive our Powering Ahead strategic plan forward." 

 

ADDITIONAL SECOND QUARTER 2014 HIGHLIGHTS 

 

Residential product sales for the second quarter of 2014 were $179.6 million as compared to $164.0 million in the first quarter 

of 2014, and as compared to $196.6 million for the second quarter of 2013. Sales of residential products during the prior-year 

second quarter were positively impacted by approximately $40 million in incremental shipments as a result of satisfying the 

extended lead times that resulted from Superstorm Sandy, which did not repeat during the second quarter of 2014.  

 

Excluding this benefit in the prior year quarter, residential product revenue increased approximately 15% during the current 

year quarter, driven by strong shipments of home standby generators. In addition, increased revenue from power washer 

products contributed to this year-over-year sales growth in residential products. 

 

C&I product sales for the second quarter of 2014 increased 22.5% to $163.5 million from $133.4 million for the comparable 

period in 2013. The improvement was driven primarily by contributions from recent acquisitions and strength in oil & gas end 

markets, along with increased sales of natural gas generators used in light commercial and retail applications.  

 

Partially offsetting this strength was a year-over-year decline in sales within Latin America driven by the combination of a 

difficult prior-year comparison related to certain large projects which did not repeat, as well as overall economic softness in 

the region. 

 

Gross profit margin for the second quarter of 2014 was 35.3% compared to 37.8% in the prior-year second quarter. Gross 

margin was impacted over the prior year due to the addition of recent acquisitions along with a return to regular promotional 

activities consistent with a period of normal seasonality. 

 

Operating expenses for the second quarter of 2014 declined $4.7 million, or 8.6%, as compared to the second quarter of 

2013, primarily driven by a $4.9 million gain recorded in the current year quarter relating to a re-measurement of a contingent 

earn-out obligation from a recent acquisition. Excluding this gain, operating expenses were approximately flat relative to prior 

year despite the addition of SG&A costs associated with recent acquisitions. 

 



Interest expense in the second quarter of 2014 declined to $11.4 million compared to $14.3 million in the same period last 

year, resulting from a reduction in interest rate from the credit agreement refinancing completed in May 2013. In conjunction 

with the May 2013 refinancing and other debt prepayments made in the prior year quarter, a $13.5 million loss on 

extinguishment of debt was recorded during the second quarter of 2013. 

 

Beginning in the second quarter of 2014, there was a further 25 basis point reduction in borrowing costs as a result of the 

leverage ratio as defined in the credit agreement falling below 3.0 times, resulting in a $16.0 million non-cash gain being 

recorded in the current year quarter. 
 

2014 OUTLOOK 

 

The Company is reaffirming its prior guidance for 2014 in terms of revenue growth, EBITDA margins and cash flows. For the 

full-year 2014, the Company still expects net sales to increase in the mid-single digit range as compared to the prior year. 

This sales outlook assumes an increased level of power outage severity in the second half of 2014 as compared to recent 

quarters, returning to a more normalized annual baseline level.  

 

Adjusted EBITDA margins are expected to remain in the mid-20% range as previously guided, which are consistent with the 

average levels seen during the past four years. Free cash flow is still expected to be approximately 90% of full year 2014 

adjusted net income. 

 

"We remain excited about the compelling penetration opportunities for our residential and light commercial standby 

generators as we continue to focus our efforts on several high impact initiatives to increase the adoption for these products," 

continued Mr. Jagdfeld.  

 

"These initiatives are targeted at improving the awareness, availability and affordability of standby generators and are 

highlighted by our innovative sales and marketing processes, our efforts to increase and develop distribution, and our 

introduction of new products. In addition, we have several initiatives aimed at increasing our share of the C&I market by 

leveraging our recently expanded product offering.  

 

We also believe the overall secular trends toward natural gas generators, rental of mobile power equipment, and the 

penetration of certain end markets such as telecommunications and oil & gas will continue to drive additional growth. 

Through the execution of our Powering Ahead strategic plan, we expect to capitalize on these long-term opportunities, while 

also becoming a more balanced company as we further implement our diversification and international expansion strategies." 

 

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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13) WALBRO ENGINE MANAGEMENT PLANT IN CASS CITY, MI PLANS TO EXPAND 
 Mary Drier      www.michigansthumb.com 
 
Cass City, WI -- July 25 -- A Michigan Strategic Fund grant to Walbro Engine Management LLC will help the business expand 
in Cass City and create 28 new jobs. 
 
The company plans to invest about $4.2 million in its facility with help from a $165,000 grant. 
 
Walbro Engine Management was established in 1950 in Fenton and relocated to Cass City in 1954. It is a manufacturer of 
carburetors, ignition systems, fuel storage systems, and other components for power equipment, marine, and recreational 
applications. 
 
Those interested in employment opportunities with Walbro should visit www.walbro.com/careers. 
 
“Walbro Engine Management has been in Cass City for 60 years, and I’m proud that they chose to expand and create jobs 
right here in the Thumb,” said State Rep. Terry Brown (D-Pigeon) noting the company chose its Cass City location for the 
expansion over a competing site in Mexico. “This is a great example of state and local officials working together with 
businesses to support the local economy and improve our communities.” 
 
“This grant is excellent news for Cass City,” said U.S. Rep. Candice Miller (R-Harrison Township). “I applaud this grant to 
help Walbro Engine Management LLC with their expansion, and I believe it will have a significant economic impact on the 
community.” 
 
The Michigan Strategic Fund was created in 1984 to promote economic development and create jobs in Michigan. 
Cass City Village officials also offered Walbro a 12-year property tax abatement. 
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 14) ARI AND FIDELITONE TO DELIVER UNIFIED eCOMMERCE AND SUPPLY CHAIN SOLUTIONS 
 

MILWAUKEE, Aug 07 -- ARI Network Services, Inc. has partnered with Fidelitone Logistics to offer manufacturers and 
distributors end-to-end eCommerce technology and supply chain management, lowering the barrier for entry into B2C 
eCommerce sales for enterprises traditionally focused on a B2B distribution model.   
 
"This solution marries ARI's SaaS and DaaS technologies with Fidelitone's industry-leading supply chain capabilities to 
deliver robust solutions to handle every step of product fulfillment from the online order to pick, pack and shipping," said ARI 
President and CEO, Roy W. Olivier.  
 
"Our combined capabilities will help our customers who are set up for B2B distribution to quickly move to a B2C model 
without extensive changes to their infrastructure. Through our combined capabilities, we can quickly provide a turnkey B2C 
solution that will compete with any current online retailers." 
 
ARI and Fidelitone Logistics offer true full-service parts and product distribution management solutions, which include: 
 

 Product data conversion and optimization 

 eCommerce website development 

 Forecasting and inventory management 

 Vendor management 

 Procurement 

 Order management 

 Valued-added warehousing 

 Fulfillment 
 

"The combination of a powerful eCommerce website matched with a robust inventory forecasting model will provide laser 
focus to the complexities of parts and product management," said Fidelitone Logistics Vice President of Business 

http://www.walbro.com/careers
http://www.globenewswire.com/newsroom/ctr?d=10093399&l=1&a=Fidelitone%20Logistics&u=http%3A%2F%2Fwww.fidelitone.com%2F


Development, John Bauschka. "Add in the operational benefits of working with an experienced supply chain management 
company to bring the execution of the plan together, and you have a compelling solution." 
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15) HONDA POWER EQUIPMENT MANUFACTURING ANNOUNCES NORTH CAROLINA PLANT EXPANSION 
 
Swepsonville, NC -- August 5 -- Honda Power Equipment Manufacturing Inc. announced Wednesday it will invest $8.5 million 
in its Swepsonville facility to begin making a new snow blower by next year and prepare for the production of a new portable 
generator. 
 
The announcement came as part of a Honda event to celebrate the 30th anniversary of the plant, which produces a wide 
variety of outdoor power equipment including lawn mowers, string trimmers, snow blowers, water pumps and general 
purpose engines. 
 
As the popular song "Happy" played in the background before the 10 a.m. presentation began, throngs of employees donning 
white uniforms and safety glasses waited with anticipation as Honda officials, Gov. Pat McCrory, N.C. Commerce 
Secretary Sharon Decker and state Sen.Rick Gunn took the stage at the massive 375,000-square-foot facility. 
 
The plant employs more than 620 full-time associates and 340 contract associates. The $8.5 million investment is not 
expected to immediately require the addition of new jobs. But J.R. Cunningham, the company's senior manager of 
compliance and risk management, said there is potential for additional jobs, although he said it is "too early to tell at this 
time." 
 
Cunningham did say that production on Honda's new snow blower should begin at the Swepsonville facility "in a little over a 
year." He said there is no precise timeline on when exactly production will begin on Honda's new, small portable generator, 
but did say that market potential for the product is high, adding that the product can be used for everything from camping to 
tailgating to inclement weather. 
 
"People would use those in emergencies or to power some lights in your house," Cunningham said. "It will be small, it will be 
portable, two people will be able to pick it up and put it in the back of a trailer or car." 
 
During the presentation, McCrory said he met with the management team of Honda this morning to talk about several issues, 
including making sure North Carolina continues to be business friendly the quality of training and education provided by local 
community college. 
 
McCrory said Honda officials told him "the talent is No.1 right here in Alamance County" and that the company would not 
have made this investment without the strong employee base. 
 
McCrory joked that he had to take some credit for the investment, adding that during the 16 months he has been governor, 
the state had the "three worst snowstorms in North Carolina history so what better place to build more snow blowers and 
generators than right here in North Carolina?" 
 
The additional investment comes 30 years after Honda's first lawnmower rolled off the facility's assembly line. The original 
model produced in August 1984 sat adjacent to the company's 30 millionth lawnmower produced last year at the facility. 
Honda Power Equipment products are assembled at 11 Honda manufacturing facilities around the world. 
 
Honda, the parent company of Honda Power Equipment, continues to invest in the Triad and North Carolina as locations for 
its subsidiary companies. 
 
Honda Aircraft Co. is making of a lightweight HondaJet at the Piedmont Triad International Airport in Greensboro and Honda 
Aero in Burlington is making the HondaJet's engines. American Honda Finance Co., which provides financing to consumers 
who buy Honda products, is also located in Charlotte, 
 
Takuji Yamada, Honda COO of North American Regional Operations, noted this, saying that Honda is well known for its 
automobile business and will soon begin its aviation business with the small lightweight jet being produced at PTI. 

http://pubads.g.doubleclick.net/pagead/adview?ai=BSMlyGR7pU8ORJ4_GlQeKloDYBonny7oFAAAAEAEgqZbaHzgAWJmX6YiuAWDJ1qiKpKScELIBE3d3dy5iaXpqb3VybmFscy5jb226AQlnZnBfaW1hZ2XIAQnaAW5odHRwOi8vd3d3LmJpempvdXJuYWxzLmNvbS90cmlhZC9ibG9nLzIwMTQvMDgvd2h5LWhvbmRhLXBvd2VyLWVxdWlwbWVudC1pcy1leHBhbmRpbmctaW4tYWxhbWFuY2UuaHRtbD9wYWdlPWFsbJgC6IQBwAIC4AIA6gITLzQ2MzUvYnpqLnRyaWFkL29vcPgCgdIekAPgA5gD4AOoAwHgBAGSBQsIBxABGAEgwZnoGJIFCwgHEAEYASCZneoYkgULCAcQARgBIMnE6higBiA&sigh=Zj-vSvcNQyM&adurl=http://pagead2.googlesyndication.com/pagead/imgad?id=CICAgKCNn-yIxgEQARgBMggPKtH7CIiUnA%26t%3D10%26cT%3Dhttp%253A//bizjournals.com%26l%3Dhttp%253A//www.bizjournals.com/triad/blog/2014/08/honda-power-equipment-investing-8-5m-in.html
http://pubads.g.doubleclick.net/pagead/adview?ai=BSMlyGR7pU8ORJ4_GlQeKloDYBonny7oFAAAAEAEgqZbaHzgAWJmX6YiuAWDJ1qiKpKScELIBE3d3dy5iaXpqb3VybmFscy5jb226AQlnZnBfaW1hZ2XIAQnaAW5odHRwOi8vd3d3LmJpempvdXJuYWxzLmNvbS90cmlhZC9ibG9nLzIwMTQvMDgvd2h5LWhvbmRhLXBvd2VyLWVxdWlwbWVudC1pcy1leHBhbmRpbmctaW4tYWxhbWFuY2UuaHRtbD9wYWdlPWFsbJgC6IQBwAIC4AIA6gITLzQ2MzUvYnpqLnRyaWFkL29vcPgCgdIekAPgA5gD4AOoAwHgBAGSBQsIBxABGAEgwZnoGJIFCwgHEAEYASCZneoYkgULCAcQARgBIMnE6higBiA&sigh=Zj-vSvcNQyM&adurl=http://pagead2.googlesyndication.com/pagead/imgad?id=CICAgKCNn-yIxgEQARgBMggPKtH7CIiUnA%26t%3D10%26cT%3Dhttp%253A//bizjournals.com%26l%3Dhttp%253A//www.bizjournals.com/triad/search/results%253Fq%253DPat%252520McCrory
http://pubads.g.doubleclick.net/pagead/adview?ai=BSMlyGR7pU8ORJ4_GlQeKloDYBonny7oFAAAAEAEgqZbaHzgAWJmX6YiuAWDJ1qiKpKScELIBE3d3dy5iaXpqb3VybmFscy5jb226AQlnZnBfaW1hZ2XIAQnaAW5odHRwOi8vd3d3LmJpempvdXJuYWxzLmNvbS90cmlhZC9ibG9nLzIwMTQvMDgvd2h5LWhvbmRhLXBvd2VyLWVxdWlwbWVudC1pcy1leHBhbmRpbmctaW4tYWxhbWFuY2UuaHRtbD9wYWdlPWFsbJgC6IQBwAIC4AIA6gITLzQ2MzUvYnpqLnRyaWFkL29vcPgCgdIekAPgA5gD4AOoAwHgBAGSBQsIBxABGAEgwZnoGJIFCwgHEAEYASCZneoYkgULCAcQARgBIMnE6higBiA&sigh=Zj-vSvcNQyM&adurl=http://pagead2.googlesyndication.com/pagead/imgad?id=CICAgKCNn-yIxgEQARgBMggPKtH7CIiUnA%26t%3D10%26cT%3Dhttp%253A//bizjournals.com%26l%3Dhttp%253A//www.bizjournals.com/triad/search/results%253Fq%253DSharon%252520Decker
http://pubads.g.doubleclick.net/pagead/adview?ai=BSMlyGR7pU8ORJ4_GlQeKloDYBonny7oFAAAAEAEgqZbaHzgAWJmX6YiuAWDJ1qiKpKScELIBE3d3dy5iaXpqb3VybmFscy5jb226AQlnZnBfaW1hZ2XIAQnaAW5odHRwOi8vd3d3LmJpempvdXJuYWxzLmNvbS90cmlhZC9ibG9nLzIwMTQvMDgvd2h5LWhvbmRhLXBvd2VyLWVxdWlwbWVudC1pcy1leHBhbmRpbmctaW4tYWxhbWFuY2UuaHRtbD9wYWdlPWFsbJgC6IQBwAIC4AIA6gITLzQ2MzUvYnpqLnRyaWFkL29vcPgCgdIekAPgA5gD4AOoAwHgBAGSBQsIBxABGAEgwZnoGJIFCwgHEAEYASCZneoYkgULCAcQARgBIMnE6higBiA&sigh=Zj-vSvcNQyM&adurl=http://pagead2.googlesyndication.com/pagead/imgad?id=CICAgKCNn-yIxgEQARgBMggPKtH7CIiUnA%26t%3D10%26cT%3Dhttp%253A//bizjournals.com%26l%3Dhttp%253A//www.bizjournals.com/triad/search/results%253Fq%253DRick%252520Gunn
http://pubads.g.doubleclick.net/pagead/adview?ai=BSMlyGR7pU8ORJ4_GlQeKloDYBonny7oFAAAAEAEgqZbaHzgAWJmX6YiuAWDJ1qiKpKScELIBE3d3dy5iaXpqb3VybmFscy5jb226AQlnZnBfaW1hZ2XIAQnaAW5odHRwOi8vd3d3LmJpempvdXJuYWxzLmNvbS90cmlhZC9ibG9nLzIwMTQvMDgvd2h5LWhvbmRhLXBvd2VyLWVxdWlwbWVudC1pcy1leHBhbmRpbmctaW4tYWxhbWFuY2UuaHRtbD9wYWdlPWFsbJgC6IQBwAIC4AIA6gITLzQ2MzUvYnpqLnRyaWFkL29vcPgCgdIekAPgA5gD4AOoAwHgBAGSBQsIBxABGAEgwZnoGJIFCwgHEAEYASCZneoYkgULCAcQARgBIMnE6higBiA&sigh=Zj-vSvcNQyM&adurl=http://pagead2.googlesyndication.com/pagead/imgad?id=CICAgKCNn-yIxgEQARgBMggPKtH7CIiUnA%26t%3D10%26cT%3Dhttp%253A//bizjournals.com%26l%3Dhttp%253A//www.bizjournals.com/triad/search/results%253Fq%253DJ.R.%252520Cunningham


"In my view we are all part of one Honda family that I like to call Team Honda," he said. 
 
After the presentation was over, it was right back to work for the employees, who quickly moved to their stations and showed 
off the products being made in Swepsonville. There was literally a buzz in the air as machines cranked, engines moved down 
the conveyor belt and the smell of oil and gas filled the air on a facility tour. 
Alamance County Chamber of Commerce President Mac Williams, who also was in attendance, said Honda is among the 
largest manufacturing companies in Alamance County and that Honda officials often tout the area and meet with potential 
businesses that are also considering the county for operations. 
 
"They are always very happy and willing to do that," Williams said. "They have got a good story to tell about their 
experience." 
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16) BRIGGS AND STRATTON CORPORATION TO ACQUIRE ALLMAND BROS., INC. 
 

Towable light towers, industrial heater products, and flashing arrow boards provides diversification into higher margin, higher 

growth vertical industries and access to new distribution channels 

 

MILWAUKEE, Aug. 14, 2014 /PRNewswire/ -- Briggs and Stratton Corporation (NYSE: BGG) announced today that it has 
signed a definitive agreement to acquire U.S. based Allmand Bros., Inc. Founded in 1938 and based in Holdrege, Nebraska, 
Allmand is a leading designer and manufacturer of high quality towable light towers, industrial heaters, and solar LED arrow 
boards. 
 
Allmand has sales of approximately $80 million annually. Briggs and Stratton will acquire all of the outstanding shares of 
Allmand for approximately $62 million in cash, subject to customary due diligence and working capital adjustments. The 
transaction is expected to close in the next 30 days. 
 
"This acquisition helps us to further our strategic initiative of focusing on attractive higher margin, commercial end use 
products," commented Todd J. Teske, Chairman, President and Chief Executive Officer of Briggs and Stratton Corporation. 
Mr. Teske continued, "The acquisition of Allmand augments our higher margin commercial product portfolio, expands our 
market access to include the rental channel, and helps diversify our business into industry segments that we do not 
meaningfully participate in today.  
 
In addition, we believe this acquisition will accelerate our sales growth in the U.S. and abroad. We look forward to welcoming 
the management team and the employees of Allmand to our team, and building upon the strong foundation that has made 
Allmand a highly successful company." 
 
"For over 75 years, Allmand has been producing innovative products that make customer worksites brighter, warmer, safer, 
and more productive," commented Roger C. Allmand, Chairman of Allmand Bros., Inc. Mr. Allmand continued, "The 
combination of Allmand with Briggs and Stratton will provide even more opportunities for our people and our customers. With 
a proven track record of operating successfully for over 100 years, we believe that Briggs and Stratton will be able to 
accelerate our presence globally." 
 
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®, SnapperPro® Ferris®, Murray®, Branco® and Victa® brands. Briggs and Stratton 
products are designed, manufactured, marketed and serviced in over 100 countries on six continents.  
 
About Allmand Bros., Inc. 
Allmand Bros., Inc is a leading designer and manufacturer of high quality towable light towers, industrial heaters, and solar 
LED arrow boards used in a variety of industries including construction, roadway, oil and gas, mining, and sporting and 
special events. The Company's products are generally powered by diesel engines, and distributed through national and 



regional equipment rental companies, equipment dealers and distributors. Allmand currently sells its products and service 
parts in approximately 40 countries. 
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17) BRIGGS and STRATTON CORP. REPORTS RESULTS FOR THE FOURTH QUARTER AND FISCAL YEAR 2014 

 

MILWAUKEE, Aug. 14 -- Briggs and Stratton Corporation today announced financial results for its fourth fiscal quarter and 

fiscal year ended June 29, 2014. 

 

Highlights: 

 

 Fourth quarter fiscal 2014 consolidated net sales increased 4.1% to $496.8 million compared to the prior year 

 Fourth quarter fiscal 2014 engines segment sales increased 6.3% to $317.8 million compared to the prior year 

 Fourth quarter 2014 consolidated adjusted net income increased 36% to $14.6 million, from adjusted net income of $10.7 
million in the fourth quarter of fiscal 2013 

 Fourth quarter 2014 adjusted diluted earnings per share were $0.31, or $0.09 higher than the prior year 

 Fiscal 2014 full year consolidated net sales of $1.86 billion were consistent with the prior fiscal year; Fiscal 2014 organic 
sales growth of 4% after excluding approximately $100 million of storm related sales in the previous fiscal year and 
acquisition-related growth 

 Quarterly dividend increased by 4% to $0.125 per share 

 Board of Directors authorized an additional $50 million in share repurchases 
 

"Despite a slower than normal start to the lawn and garden season this spring, we saw improved sales results for our engines 

and products due to the new innovative products launched this year and market share gains made within the large engine 

category," commented Todd J. Teske, Chairman, President and Chief Executive Officer of Briggs and Stratton Corporation.  

 

Teske continued, "In addition to higher sales, we saw margin expansion in our engines business even as we continued to 

invest in our future with new product launches and building out our international sales distribution in emerging regions. Within 

our Products segment, our new pressure washer product launches and our commercial lawn and garden business continued 

to perform well even as we saw reduced demand for generators in the U.S. following an uneventful storm season and lower 

pre-season snow thrower sales to our European customers due to a significantly below normal snow season in Europe last 

winter." 

 

Also commenting on the fiscal year end results was David J. Rodgers, Senior Vice President and Chief Financial Officer, who 

said "Given our continued strong cash flow from operations of $127 million during fiscal 2014 and the ongoing strength of our 

balance sheet, the Board authorized an additional $50 million for share repurchases and a 4% increase in our quarterly cash 

dividend." 

 

Teske also commented on the recent announcement that Briggs and Stratton would acquire Allmand Bros., Inc., a Holdrege, 

Nebraska based designer and manufacturer of high quality towable light towers, industrial heaters and solar LED arrow 

boards. "We are pleased to announce a combination of these two well-established and great companies. We believe the 

acquisition of Allmand diversifies our higher margin commercial product portfolio, provides an entry into the construction and 

energy job site channels, and provides higher sales growth opportunities in the U.S. and abroad," said Teske. 

 

Consolidated Results: 

Consolidated net sales for the fourth quarter of fiscal 2014 were $496.8 million, an increase of $19.6 million or 4.1% from the 

fourth quarter of fiscal 2013, due to higher sales of large engines used on riding lawnmowers, pressure washers, and service 

parts used on lawn and garden equipment. The increase in sales was partially offset by lower sales of smaller engines used 

in walk lawnmowers and decreased sales of generators. The fiscal 2014 fourth quarter consolidated net income, which 



includes restructuring actions and goodwill and tradename impairment charges, was $7.8 million or $0.17 per diluted share. 

The fourth quarter of fiscal 2013 consolidated net loss, which included restructuring charges, goodwill and tradename 

impairment charges, and a litigation settlement, was $55.0 million or $1.17 per diluted share. 

 

Consolidated net sales for fiscal 2014 were $1.9 billion, a decrease of $3.4 million or 0.2% from fiscal 2013, due to lower 

sales of generators and the engines that power them. The impact of fewer weather related events creating demand for 

generators and the related engines was an estimated sales decrease of $100 million for fiscal 2014. This decrease was offset 

by higher sales of engines used on U.S. lawn and garden equipment, increased sales of pressure washers and sales from 

Branco, which was acquired mid-year in fiscal 2013.  

 

Fiscal 2014 consolidated net income, which included restructuring actions and goodwill and tradename impairment charges, 

was $28.3 million or $0.59 per diluted share. Fiscal 2013 consolidated net loss, which includes restructuring charges, 

goodwill and tradename impairment charges, and a litigation settlement, was $33.7 million or $0.73 per diluted share. The 

estimated impact of the reduced storms on generator and related engine sales in fiscal 2014 was $0.20 per diluted share 

compared with fiscal 2013 which had storms including Hurricanes Isaac and Sandy. 

 

Engines Segment: 

Engines segment net sales of $317.8 million in the fourth fiscal quarter increased $18.7 million or 6.3% from the prior year. 

Total engine volumes shipped in the quarter increased 2% to approximately 2 million units. Net sales increased partially due 

to increased placement of large engines used on lawn and garden equipment in the North America market, higher sales into 

the European market due to an improved season and higher service parts sales. Partially offsetting this increase was lower 

sales of small engines due to a decrease in the market for walk lawnmowers this season. New innovations, including Quiet 

Power Technology™ ("QPT™"), Mow-and-Stow™ and Ready Start® for Ride, were well received by the market this selling 

season. 

 

Engines segment adjusted income from operations in the fourth fiscal quarter was $22.2 million, an increase of $8.1 million 

from the prior year. Engines segment adjusted gross profit margin improved 50 basis points on favorable net pricing and mix, 

including the impact of new product introductions.  

 

In addition, we benefitted by 27% higher production of engines in the quarter improving adjusted gross profit margin by 160 

basis points. Lastly, engine segment adjusted gross profit margin benefited by 130 basis points due to reduced 

manufacturing costs and improved plant efficiencies compared to the prior year. Engineering, selling, general and 

administrative increased $6.2 million due to increased international sales and marketing expenses, research and 

development costs, corporate development and legal expenses, and compensation and benefits. 

 

Products Segment: 

Products segment net sales of $206.6 million in the fourth fiscal quarter increased by $3.5 million or 2% from the prior year. 

This increase was due to higher sales of pressure washers, commercial lawn and garden equipment and service parts in the 

North America market. Partially offsetting the increase were lower sales of generators as a result of fewer weather related 

events during fiscal 2014 and lower replenishment of snow throwers in Europe following last year's dry winter. Sales volume 

increases in both Australia and Brazil were offset by unfavorable foreign exchange related to the devaluation of the 

currencies. 

 

Products segment adjusted loss from operations in the fourth fiscal quarter was $1.4 million, an increase of $0.5 million from 

the prior year adjusted loss from operations. Products adjusted gross profit margins were consistent year over year. Products 

segment adjusted gross profit margin benefited from a 12% increase in manufacturing throughput as well as improved 

product sales mix in fiscal 2014. Offsetting the increase in adjusted gross profit margin was an unfavorable foreign exchange 

impact of approximately 60 basis points. Engineering, selling, general and administrative increased $1.0 million due to 

increased spending to support international growth. 

 

Corporate Items: 

Interest expense for the fourth quarter of fiscal 2014 was $0.1 million lower compared to the same period a year ago. For 

fiscal 2014, interest expense was comparable to fiscal 2013. 

 



The effective tax rate for fourth quarter of fiscal 2014 was 14.8% compared to 32.6% for the same period of fiscal 2013. The 

tax rate for the fourth quarter of fiscal 2014 was driven by the impact of foreign operations subject to different statutory tax 

rates. The tax rate for the fourth quarter of fiscal 2013 was impacted by a non-deductible goodwill impairment charge. 

 

Financial Position: 

Net debt at June 29, 2014 was $30.3 million (total debt of $225.0 million less $194.7 million of cash), or $6.6 million lower 

than the $36.9 million (total debt of $225.3 million less $188.4 million of cash) at June 30, 2013. Cash flows provided by 

operating activities for fiscal 2014 were $127.1 million compared to $160.8 million in fiscal 2013. The decrease in operating 

cash flows was primarily related to changes in working capital as higher fourth quarter sales in fiscal 2014 led to a larger 

accounts receivable balance year over year. The change was partially offset by no contributions to the pension plan in fiscal 

2014 compared to $29.4 million of contributions in fiscal 2013. 

 

Restructuring: 

The restructuring actions that were in progress at the beginning of fiscal 2014 have concluded as planned. These 

restructuring actions resulted in pre-tax restructuring costs for the fourth quarter and twelve months ended June 29, 2014 of 

$1.4 million and $6.5 million, respectively. Incremental pre-tax restructuring savings for fiscal 2014 were $2.5 million. 

 

In the first quarter of fiscal 2015, the Company announced further restructuring actions to narrow its assortment of lower-

priced Snapper consumer lawn and garden equipment and consolidate its Products segment manufacturing facilities in order 

to reduce costs. The Company will continue to focus on premium residential products through its Snapper and Simplicity 

brands and commercial products through its Snapper Pro and Ferris brands. The Company will close its McDonough, 

Georgia location and consolidate production into existing facilities in Wisconsin and New York. 

 

Total restructuring charges related to these actions are anticipated to be approximately $30 to $37 million, including non-cash 

write-downs of approximately $15 to $20 million, to be recorded during fiscal 2015. Total cash costs related to these actions 

are anticipated to be approximately $15 to $17 million, with the majority of the cash costs being incurred in fiscal 2015. Total 

annual cost savings as a result of these actions are anticipated to be approximately $15 to $20 million with approximately $5 

million to $7 million expected to be realized in fiscal 2015 and the remainder realized in fiscal 2016 upon completion of the 

transition in the fourth quarter of fiscal 2015. Products segment sales are estimated to be lower by approximately $20 to $25 

million in fiscal 2015 and $35 to $45 million annually beginning in fiscal 2016 as a result of these actions. 

 

Pending Acquisition: 

On August 14, 2014, the Company announced that it signed a definitive agreement to acquire Allmand Bros., Inc. Founded in 

1938 and based in Holdrege, Nebraska, Allmand is a leading designer and manufacturer of high quality towable light towers, 

industrial heaters, and solar LED arrow boards. The transaction is expected to close in the next 30 days. 

 

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. On August 13, 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 

expiration date of 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 fiscal 2014, the Company repurchased 2,100,499 shares on the open market at an average price of $20.49 per share. 

Since the end of the fiscal year, the Company has repurchased an additional 658,167 shares on the open market at an 

average price of $19.35 per share. As of August 12, 2014, the Company has remaining authorization to repurchase up to 

approximately $75 million of common stock with an expiration date of June 30, 2016. 

 

Outlook: 

For fiscal 2015, the Company projects net income to be in a range of $50 million to $60 million or $1.07 to $1.27 per diluted 

share prior to the impact of acquisitions, additional share repurchases, or costs related to our announced restructuring 

actions. Our fiscal 2015 consolidated net sales are projected to be in a range of $1.88 billion to $1.94 billion.  

 



We estimate that the retail market for lawn and garden products will increase 1-4% in the U.S. next season. Sales estimates 

do not include the impact of landed hurricanes. Operating income margins for fiscal 2015 are expected to improve over fiscal 

2014 and be in a range of 4.5% to 5.0% and reflect the positive impacts of the restructuring actions, particularly in the last 

quarter of the fiscal year. Interest expense and other income are estimated to be approximately $19 million and $7 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 $60 million to $65 million. 

 

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®, SnapperPro®, Ferris®, Murray®, Branco® and Victa® brands. Briggs and Stratton 

products are designed, manufactured, marketed and serviced in over 100 countries on six continents. 
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18) HUSQVARNA TO DISCONTINUE DIXON® BRAND IN NORTH AMERICA 
 
CHARLOTTE, N.C., Aug. 15 --  Husqvarna Professional Products Inc., a division of Husqvarna Group announced today that it 
will discontinue the distribution of products under the Dixon® brand name by the end of 2014 in North America. 
International markets are unaffected at this time. Husqvarna Group will continue to process Dixon warranty claims and 
provide service parts under the Dixon brand for an extended period of time. 
 
While Dixon's line of zero-turn mowers, walk-behind mowers and tractors will be discontinued, the Husqvarna Group will 
continue to manufacture and market similar products under the current family of Husqvarna Group brands. The Company 
does not expect that the move will require any job cuts, and it is not expected to have any noteworthy impact on 
Husqvarna Group's financial position. 
 
"The decision to phase out the Dixon brand is part of the Husqvarna Group's strategic plan, a strategy that seeks to reduce 
operational complexity, improve efficiency and give additional focus to the consumer," said Jeff Dewosky, Vice President – 
Dealer Sales, Husqvarna. 
 
Dixon products have been sold through the distributor and dealer division, and all impacted partners have been notified of 
the change. 
 
About Husqvarna Group 
Husqvarna Group is the world's largest producer of outdoor power products including robotic lawn mowers, garden 
tractors, chainsaws and trimmers. The Group is also the European leader in consumer watering products and one of the 
world leaders in cutting equipment and diamond tools for the construction and stone industries.  
 
Founded in 1689 and celebrating 325 years of engineering innovation, the Group's products and solutions are sold via 
dealers and retailers to both consumers and professional users in more than 100 countries. Net sales in 2013 amounted to 
SEK 30 billion, and the Group had 14,000 employees on average in more than 40 countries. 
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19) OPEESA OFFICERS, BOARD AND EXECUTIVE DIRECTOR CONTACT INFORMATION 
 

Outdoor Power Equipment and Engine Service Association 

2014 – 2015 OPEESA Officers, Board of Directors, Executive Director 

 

Fname Lname 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 

6010 Golding Center Dr 

Winston-Salem  NC  27103 

PO Box 1704  

Winston-Salem, NC  27102 

 2016 
Manufacturer/ Affiliate Rep. 

Lucas Mezzenga RBI Corporation  

10201 Cedar Ridge Dr. 

Ashland,  VA  23005 

PO Box 9318  

Ashland, VA   23227 

 2017 

Todd Bohon Power Tool Co.  

1709 Lamons Lane 

PO Box 5987  

Johnson City, TN   37602 

 2017 

Nancy Cueroni OPEESA 

37 Pratt Street 

Essex  CT  06426-1159 

 Executive Director 

 
 
BACK TO THE TOP 


