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1) STAN CRADER BEGINS RESEARCH ON NEW BOOK ABOUT “STIHL IN AMERICA” AND NEEDS YOUR HELP. 
 
If you have photos or know stories and profiles of the people who used and/or sold Stihl products in the 1960’s, then you 
need to pass them on to OPEESA member Stan Crader.  And make your contribution to creating a book about the 
beginnings of “Stihl in America.” 
 
Stan says “My goal is to uncover as many meaningful profiles about the people who pioneered “Stihl in America.”  I’m most 
interested in what I can learn about the distributors themselves, but will include dealer stories too.” 
 
So here’s an opportunity to share your knowledge about the early days of “Stihl in America,” its people and their stories. 
 
You can reach Stan Crader at:    stan@stancrader.com  
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2) FORMER ARIENS CO. PRESIDENT, CHAIRMAN MICHAEL S. ARIENS, PASSES 

Rick Barrett         www.jsonline.com 
 
March 2 -- He managed a company through several acquisitions, hundreds of product launches and more than one economic 
downturn. 
 
But if there was one thing that Michael S. Ariens got excited about, it was something like this winter's East Coast blizzards. 
 
"Those who knew my father, knew he loved nothing more than a great big snowstorm, especially in Boston," said Dan Ariens, 
chairman and chief executive of Ariens Co., a Brillion manufacturer of snow throwers and other outdoor power equipment. 
 
Michael Ariens, chairman emeritus of the company his grandfather founded in 1933, died at home Saturday. He was 83. 
 
Michael Ariens, grandson of Henry Ariens, celebrated his 55th anniversary with the company last November. He was 
company president from 1969 to 1992 and was chairman from 1992 until 2014. 
 
"Mike leaves us with a legacy of his personal leadership style, a strength of character that people who worked with him want 
to emulate. As a leader, he was thoughtful and insightful with a great sense of humor," Dan Ariens said. 
 
Under Ariens' leadership, the company experienced significant growth and many changes. One of the most successful and 
lasting product introductions was the Sno-Thro machine in 1960. 
 
In 1982, he led the acquisition of the Gravely product line. Also in the early 1980s, he represented the outdoor power 
equipment industry before the Consumer Product Safety Commission in the development of new safety standards. 
 
It was significant that he kept Ariens Co. independent during a time when similar-size companies were being acquired by 
larger competitors, said Fred Stratton Jr., retired chairman and CEO of Briggs & Stratton Co. in Wauwatosa. 
 
Stratton and his wife, Ann, spent many hours with Ariens and his wife, Mimi. 
 
"Whenever we had an opportunity, we would hang out with them because they were a lot of fun and very nice people. Mike 
was a true gentleman," Stratton said. 
 
Ariens spent part of each day thanking employees at their workstations for their years of commitment to the company. He 
continued that ritual through his last day on the job in late 2014. 
 
"From my point of view, it's a requirement. You take the lives of a lot of people, we invite them into work, and they work every 
day. ... The least we can do is thank them for the commitment made to the company," he was quoted as saying in 2013. 
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He was very approachable, said Fred Moreaux, who worked with Ariens for more than 37 years and now is Ariens Co. 
director of product compliance and liability. 
 
"His office door was always open. Any time you had an idea, concern or just needed advice, he was more than willing to take 
the time out of his busy schedule to talk with you," Moreaux said. 
 
Ariens was one of the longest-serving board members of the Outdoor Power Equipment Institute, where he held various 
leadership positions over his career, including chairman. He also served on the boards of many businesses and civic and 
philanthropic organizations. 
 
A graduate of Massachusetts Institute of Technology and Indiana University, he served in the Army Corps of Engineers. 
Before joining Ariens Co., he worked for the chairman of Cummins Engines. 
 
On his 40th anniversary with Ariens Co., he was quoted as saying, "A career of 40 years doesn't pass with either a 
continuous flow of success or a series of failures, but rather is a variable travel of luck, vision, pain, hope and sacrifice. ... I've 
had a great trip." 
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3) GENERATING POWER FROM WASTE GAS 

http://www.jsonline.com/  Rick Barrett 
 
Milwaukee -- February 28 -- When satellite photos showed bursts of light coming from the black night sky of rural North 
Dakota, it raised awareness about the practice of "flaring" wasted natural gas from the Bakken oil fields. 
 
Huge flames light up the sky as the gas, a byproduct of oil production, is burned off day and night where there's no 
economical way to capture and use it. 
 
In some places, "You can't see the stars. The sky is kind of a dark orange," said Sean Arithson, spokesman for Dakota 
Resource Council, an environmental group based in Bismarck, N.D. 
 
Generac Power Systems of Waukesha and Kohler Power Systems, a division of Kohler Co., have equipment that captures 
some of the gas and turns it into usable electricity. 
 
The portable generators, some roughly the size of a large pickup truck, burn the gas as fuel and provide electric power to the 
oil pumping operations. 
 
The equipment captures "a fair amount of fuel" that otherwise would be burned off into the atmosphere, said Terry Dolan, a 
Generac executive vice president. 
 
Generac and Kohler make generators for commercial and industrial uses as well as backup power for homes. Some of the 
largest units can provide enough emergency power to run an oil refinery or hospital. 
 
The Bakken oil field units, which run 24 hours a day in remote areas of the Dakotas, are a growth area for Generac, Dolan 
said. 
 
"A lot of these places are really far from where the utility lines go, but they need the electric power. With the flared gas, they 
have a constant flow of fuel coming out of the ground," he said. 
 
Generac and Kohler sell the gas-driven generators to companies in the oil fields, which set them up to provide electric power 
that otherwise would come from diesel-powered generators. 
 
A diesel-powered unit would burn 9 gallons of fuel an hour, 24 hours a day, to provide the electricity that comes from a 
generator burning the waste gas, said Mark Wald, president of Blaise Energy Inc., a Bismarck firm that provides the 
equipment and uses Generac products. 
 



"It's crazy. There's a great big flare and fuel going up in smoke, while right next to it you have a diesel generator using fuel 
that has to be trucked in," Wald said. 
 
Oil companies say they've spent more than $13 billion to capture the waste gas, mostly through pipelines, rather than burn it 
into the sky. But sometimes they have difficulty obtaining permission from landowners to place pipelines on their property, 
and it's cost prohibitive in remote areas. 
 
North Dakota is considering state legislation that would drastically cut the time oil companies can burn off natural gas. It 
would require companies to begin paying royalties and taxes on wasted natural gas within 14 days after an oil well begins 
production. Companies are given a year now, but often they receive extensions because of the high cost of moving the gas to 
market. 
 
The burned-off gas is valued at more than $1 million a month in lost state revenue, according to an Associated Press article. 
"We want to get this gas, no question about it," Ron Ness, president of the North Dakota Petroleum Council, said in a recent 
hearing on the issue. 
 
The Generac and Kohler generators use only a small amount of the waste gas from an oil well, but the units provide valuable 
power in areas where it would cost millions of dollars to run a utility line. They run year-round even in the harshest weather. 
Reliability is important. It can cost a petroleum company $10,000 an hour in lost revenue if an oil well is not pumping because 
the generator shut down or something else went wrong. 
 
Kohler has dozens of the gas-powered generators in the Bakken oil fields, said Nolan Landes, a senior products manager for 
the company's generator product line. 
 
The units also are used in oil fields in Texas, Oklahoma, Canada and overseas. 
 
Once a well is established, the waste gas is essentially a free source of fuel, Landes said. 
 
But it's difficult to maintain machinery in remote locations, where the temperature can drop to 30 below zero. Also, the gas 
coming out of the ground from an oil well contains impurities that have to be removed before it's suitable for powering a 
generator. 
 
"It's not like the gas that comes out of a pipe into your home," Dolan said. 
 
Sensors in the generators are constantly checking the fuel quality and adjusting the units to run on it. Backup systems, such 
as propane tanks, can be used if a problem arises with the gas coming out of the ground. 
 
The gas is valued at only a fraction of the value of the oil being produced. But there's still incentive to capture it as an energy 
source, Blaise Energy's Wald said. 
 
With lower oil prices, "Everybody's looking at trimming costs," he said. If an oil field operator can save money by replacing 
diesel generators with gas-driven units, they're moving in that direction. 
 
"We are not slowing down with the drop in oil prices," Wald said. 
 
"We have seen significant growth in the call for generators to use the waste gas that's been flared for years," Dolan said. 
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4) DELTA SYSTEMS INTRODUCES BLUETOOTH INNOVATION DELTA BLUE TECHNOLOGY™:  
 
STREETSBORO, OH – March 17 -- Delta Systems, a leading manufacturer of electronic controls, displays and switches, is 
breaking new ground by introducing a first of its kind wireless connectivity platform called Delta Blue Technology™. 
 
Delta Blue Technology uses Bluetooth Low Energy (BLE) technology to wirelessly connect smart devices directly to any 
equipment that utilizes specific Delta Systems modules and controllers. The technology not only allows equipment to 



broadcast real-time diagnostic information, but it also provides the ability to control machine actions–like shutdown and 
startup–from any BLE-enabled device. Currently, Delta Blue Technology can be added to most of the company’s electronic 
product offerings. 
 
Delta Blue Technology is already making waves in the OPE industry. One of Delta System’s major customers is debuting the 
technology on several models this spring. “We’re excited to acknowledge that a mobile app powered by Delta Blue 
Technology was named as a finalist for the Bluetooth Breakthrough Awards at this year’s International CES," said Spencer 
Allemang, Product Marketing Engineer at Delta Systems. The app enables owners to access information about oil changes, 
blade maintenance, air filter replacements and track key mechanical vitals over the life of their lawn tractor or zero-turn 
mower. 
 
“This technology has the power to change the OPE landscape. With uses beyond consumer-facing apps such as fleet 
management and generator monitoring & control, we’re bringing innovations to the OPE market that are must-haves for the 
next generation of consumers,” said Allemang. “By connecting products with Delta Blue Technology, manufactures can offer 
disruptive and expandable functionality within their existing markets,” said Advanced Technology Manager Tony Nohra. 
 
The company is in the process of rolling out Delta Blue Technology across their entire product line. “In addition to remote 
diagnostics, data mining, and market intelligence, Delta Blue Technology enables a competitive advantage and smart 
presence in the new, connected world,” added Nohra. 
 
About Delta Systems:  
Delta Systems is a designer and manufacturer of electronic controls, displays and switches based out of Streetsboro, Ohio. 
Delta Systems has been partnering with customers to provide innovative solutions to the Outdoor Power Equipment industry 
for more than 40 years. 
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5) BLOUNT INT ANNOUNCES 4TH QUARTER AND FULL YEAR 2014 RESULTS 
 

 Fourth quarter 2014 sales increased seven percent compared to 2013 

 Fourth quarter 2014 Adjusted EBITDA increased 24 percent compared to 2013 

 Full year 2014 sales were $945 million and Adjusted EBITDA was $138 million 

 Full year 2014 free cash flow was $46 million 
 
PORTLAND, Ore., March 11 -- Blount International, Inc. today announced results for the fourth quarter and full year ended 
December 31, 2014.  
 
Results for the Quarter and Full Year Ended December 31, 2014 
 
Sales in the fourth quarter were $232.2 million, an increase of $15.3 million or seven percent compared to the fourth quarter 
of 2013. Operating loss for the fourth quarter of 2014 was $2.5 million compared to an operating loss of $16.5 million in the 
same quarter last year. Adjusted EBITDA in the fourth quarter was $30.5 million, an increase of $6.0 million or 24 percent 
compared to the fourth quarter of 2013. Fourth quarter net loss was $2.4 million, or $0.05 per diluted share, compared to net 
loss of $21.5 million, or $0.43 per diluted share, in the fourth quarter of 2013. 
 
Sales for the full year were $944.8 million, an increase of $44.2 million or five percent compared to full year 2013. Operating 
income for 2014 was $64.2 million compared to operating income of $37.5 million for full year 2013. Adjusted EBITDA for full 
year 2014 was $138.0 million, an increase of $14.5 million or 12 percent compared to full year 2013. The full year 2014 net 
income was $36.6 million, or $0.73 per diluted share, compared to net income of $4.8 million, or $0.10 per diluted share, for 
full year 2013. 
 
"We operated well in 2014, and our results reflect our performance and stronger demand in our core business compared to 
the previous year," stated Josh Collins, Blount's Chairman and CEO. "Our continued focus on Operational Excellence and 
our targeted cost reductions positively impacted our results for the quarter and the full year." 
 



Collins continued, "Looking ahead to 2015, we remain focused on operating well and executing on our strategic plan. While 
the underlying fundamentals of our business are sound, we are experiencing significant headwinds from foreign currency 
markets related to the strength of the U.S. Dollar." 
 
Blount operates primarily in two business segments – the Forestry, Lawn, and Garden ("FLAG") segment and the Farm, 
Ranch, and Agriculture ("FRAG") segment. The Company reports separate results for the FLAG and FRAG segments. 
Blount's Concrete Cutting and Finishing ("CCF") business is included in "Corporate and Other." 
 
Forestry, Lawn, and Garden 
 
The FLAG segment had fourth quarter 2014 sales of $160.4 million, which was $12.7 million higher than the fourth quarter of 
2013. Sales volume increases were partially offset by foreign exchange rate impacts on reported sales and a reduction in 
average prices. Fourth quarter 2014 sales increased in all geographic regions compared to fourth quarter of 2013. North 
America generated approximately 11 percent growth, Europe and Russia improved about one percent, Asia sales increased 
19 percent, and the rest of the world generated nearly 10 percent growth.  
 
Foreign exchange rates reduced segment sales by more than three percent as the U.S. Dollar strengthened versus nearly all 
currencies in the quarter. The largest impacts came from the Euro and Russian currencies. Lower average prices resulted 
primarily from targeted price reductions put in place earlier in 2014 in certain geographic markets.  
 
Segment contribution to operating income and Earnings Before Interest, Taxes, Depreciation, Amortization, and certain 
charges ("Adjusted EBITDA") was $23.9 million and $31.2 million, respectively, for the fourth quarter of 2014, and includes 
$8.1 million of allocated shared services expenses. Contribution to operating income improved 46.1 percent and Adjusted 
EBITDA improved 18.1 percent for the fourth quarter of 2014 versus the fourth quarter of 2013.  
 
Segment contribution to operating income and Adjusted EBITDA improved primarily due to higher sales volumes and 
favorable foreign exchange rates. Increased steel costs, lower average pricing, and slightly higher costs partially offset the 
improvements in those areas. The closure of a higher cost FLAG manufacturing plant announced in 2013 and higher plant 
utilization rates (89 percent in the fourth quarter of 2014 compared to 65 percent in the fourth quarter of 2013) contributed to 
improved overall operating efficiency. The manufacturing cost improvement was more than offset by an increase in SG&A 
spending, driven mostly by incentive compensation expense as 2014 results compare more favorably to target than in 2013 
and higher training, travel, and relocation expenses. 
 
Farm, Ranch, and Agriculture 
 
The FRAG segment reported fourth quarter 2014 sales of $63.3 million, an increase of $0.2 million from the fourth quarter of 
2013, mainly due to stronger average pricing. Sales volumes declined approximately one percent, but were more than offset 
by increased average pricing of nearly two percent. 
 
The FRAG segment had $2.3 million of Adjusted EBITDA in the fourth quarter of 2014. FRAG segment contribution to 
operating loss was $21.4 million after $3.9 million of depreciation and amortization expense, $2.5 million of allocated shared 
services expenses, and $19.7 million in non-cash charges related to impairment of certain acquired intangible assets. The 
change in the fourth quarter 2014 contribution to operating loss compared to the fourth quarter of 2013 is presented below.  
 
The benefit of improved average pricing was more than offset by slightly lower volumes and higher costs in the FRAG 
segment, mainly due to additional spending in SG&A related to wages and benefits. Wages and benefits increased primarily 
due to additional headcount, wage inflation, and higher incentive compensation expenses. Product sales mix in the fourth 
quarter of 2014 included relatively lower margin products compared to 2013. The FRAG operating loss is also partially 
attributed to an impairment of purchased intangible assets. 
 
Corporate and Other 
 
Corporate and Other generated net expense of $4.9 million in the fourth quarter of 2014 compared to net expense of $8.9 
million in the fourth quarter of 2013. Fourth quarter 2014 net expense improved primarily as a result of lower restructuring 
expenses and professional fees. Higher professional fees in the prior year were driven mostly by financial statement audit 
costs. 
 
Net Income 
 
Fourth quarter 2014 net loss decreased primarily due to higher overall operating income in the fourth quarter of 2014 
compared to 2013 and lower intangible asset impairment charges. Fourth quarter 2014 net interest expense was flat. Other 
income improved $2.2 million primarily as a result of foreign exchange impacts on non-operating assets.  
 
Cash Flow and Debt 



 
As of December 31, 2014, the Company had net debt of $356.9 million, a decrease of $38.2 million from December 31, 2013 
and an increase of $5.9 million compared to September 30, 2014. The decrease in net debt since December 31, 2013 was 
primarily the result of generating free cash flow of $45.6 million in 2014 partially offset by the CCF-related acquisition of 
Pentruder and foreign exchange impacts on cash. Fourth quarter 2014 free cash flow was a use of $6.3 million compared to 
generation of $7.8 million in the fourth quarter of 2013.  
 
The decrease in free cash flow in the fourth quarter of 2014 as compared to 2013 was the result of a large conversion of 
working capital to cash in the prior year and an increase of $1.8 million of capital spending in the fourth quarter of 2014, 
mostly on continued capacity increases in China and Canada. The Company defines free cash flow as cash flows from 
operating activities less net capital spending. The ratio of net debt to last-twelve-months ("LTM") Adjusted EBITDA was 2.6x 
as of December 31, 2014, which is an improvement compared to December 31, 2013 and reflects lower net debt and 
increased Adjusted EBITDA. 
 
2015 Financial Outlook 
 
Prior to the recent significant movement in currency exchange rates, our expectation was for FLAG sales to return to historic 
rates of growth with a modest headwind related to ordering patterns from our largest OEM customer. However, we now 
assume that the recent, significant change in foreign currency markets related to the strength of the U.S. Dollar will override 
those patterns. The Company has significant foreign sales denominated in U.S. Dollars. As a result, many of the Company's 
products are effectively priced higher for our customers.  
 
While it is still early in the year and significant uncertainty exists, we now estimate the Company's fiscal year 2015 sales to 
range between $900 million and $950 million, operating income to range between $78 million and $94 million, and Adjusted 
EBITDA to range between $130 million and $145 million. Our expectation for sales assumes FLAG segment sales decline 
one percent to seven percent and FRAG segment sales remain flat to an increase of three percent, both compared to 2014 
levels.  
 
In 2015, steel prices are expected to increase by $1 million to $2 million compared to 2014. The 2015 operating income 
outlook includes non-cash charges of approximately $12 million related to acquisition accounting amortization. Free cash flow 
in 2015 is expected to range between $40 million and $50 million, after approximately $40 million to $50 million of capital 
expenditures. Net interest expense is expected to be between $17 million and $18 million in 2015, and the effective income 
tax rate for continuing operations is expected to be between 34 percent and 37 percent in 2015. 
 
The Company's outlook range for Sales, Operating Income, and Adjusted EBITDA in 2015 versus 2014 is presented in the 
table below. The table illustrates the foreign currency translation impact at prior year business volumes as well as the 
expected 2015 unit volume effect resulting from market and currency driven demand pressure related to effectively higher 
U.S. Dollar denominated prices.  
 
Blount is a global manufacturer and marketer of replacement parts, equipment, and accessories for consumers and 
professionals operating primarily in two market segments: Forestry, Lawn, and Garden ("FLAG"); and Farm, Ranch, and 
Agriculture ("FRAG"). Blount also sells products in the construction markets and is the market leader in manufacturing saw 
chain and guide bars for chain saws. Blount has a global manufacturing and distribution footprint and sells its products in 
more than 115 countries around the world. Blount markets its products primarily under the OREGON®, Carlton®, Woods®, 
TISCO, SpeeCo®, ICS® and Pentruder® brands. For more information about Blount, please visit our website at 
http://www.blount.com. 
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6) TTI REPORTS RECORD SALES, GROSS MARGIN AND PROFIT FOR 2014 

 

HONG KONG, March 18 -- Hong Kong-based global power equipment and floor care company Techtronic Industries Co. Ltd. 
announced its results for the financial year ended December 31, 2014, achieving record sales, gross margin and profit. 
Shareholders' profits grew by 20.0% to US$300 million, with earnings per share increasing by 20.0% over 2013 to US 16.41 
cents. Driven by new product innovations and growth in all geographic regions, sales rose by 10.5% over 2013 to a 
record US$4.8 billion. 
 

http://www.blount.com/


TTI's largest business unit, Power Equipment, grew in sales by 13.0% to US$3.6 billion, accounting for 74.7% of total sales, 
and improved operating profit by 16.7% compared to 2013. The Floor Care and Appliance business grew 3.8% to US$1.2 
billion in sales with operating profit expanding 15.4% from last year.  
 
Gross profit margin improved for the sixth consecutive year to 35.2% from 34.2% in 2013 driven by the introduction of new 
products along with our global cost improvement initiatives in purchasing, supply chain, value engineering and 
manufacturing. 2014 earnings before interest and tax increased by 15.4% to US$351 million, with the margin improving by 30 
basis points to 7.4%. The Board is recommending a final dividend of HK19.00 cents (approximately US2.45 cents) per share, 
which will result in a full-year dividend 32.6% higher than last year. 
 
Mr. Horst Pudwill, Chairman of TTI, said, "TTI had an outstanding year in 2014, and I am delighted to report record sales, 
gross margin and profit. Our focus on product innovation and execution allows us to deliver consistently strong results, and 
will continue to drive our future success." 
 
Mr. Joseph Galli, CEO of TTI, commented, "We enter 2015 with our strongest product lineup ever and are at the forefront of 
the shift to lithium cordless products across the industrial and consumer tool, outdoor products and floor care segments. 
Superior products, a disciplined operational approach, and a passionately committed team are central to our identity, and will 
continue to propel our growth."   
  

Highlights 
    

  

2014 
US$ 
million 

2013 
US$ 
million Changes 

Turnover 
 

4,753 4,300 +10.5% 

Gross profit margin 
 

35.2% 34.2% +100 bpt 

EBIT 
 

351 304 +15.4% 

Profit attributable to Owners of the Company 
 

300 250 +20.0% 

Basic earnings per share (US cents) 
 

16.41 13.68 +20.0% 

Dividend per share (approx. US cents) 
 

4.05 3.06 +32.6% 

     

 

 Sales increased 10.5% to a record US$4.8 billion 

 Our high margin Milwaukee Industrial Tool business grew 22.2% globally, delivering a 3 year CAGR +20% 

 Growth in all geographic regions 

 Gross profit margin expanded 100 basis points 

 Net profit increased 20.0% for the year, delivering double digit growth for seven consecutive years 

 Efficient working capital management at 14.6% of sales 
 
About TTI 
Founded in 1985 and listed on the Stock Exchange of Hong Kong Limited in 1990, TTI is a world-class leader in quality 
consumer, professional and industrial products marketed to the home improvement, hardware, and construction industries. 
An unrelenting strategic focus on Powerful Brands, Innovative Products, Exceptional People and Operational Excellence 
drives our success. TTI's powerful brand portfolio includes MILWAUKEE, AEG® and RYOBI® power tools, accessories and 
hand tools, RYOBI® and HOMELITE outdoor products, EMPIRE layout and measurement products, and HOOVER, ORECK , 
VAX and DIRT DEVIL Floor Care and Appliances. 
 
TTI is one of the constituent stocks of the MSCI Hong Kong Index (Mid Cap security) under MSCI Global Standard Index. 
The Company is also one of the constituents on the Hang Seng Consumer Goods Index under the Hang Seng Composite 
Industry Index, Hang Seng Composite MidCap Index under the Hang Seng Composite Size Index, Hang Seng Global 
Composite Index, Hang Seng Broad Consumption Index, Hang Seng HK 35, FTSE Multinationals Index, classified as a Hong 
Kong Stock, FTSE RAFI All-World 3000 Index and FTSE Hong Kong Index and classified as a Large Cap stock in FTSE 
Global All Cap Index. For more information, please visitwww.ttigroup.com. 
 
MILWAUKEE, HOMELITE, EMPIRE, HOOVER, ORECK, VAX and DIRT DEVIL are trademarks of the TTI Group. AEG® is a 
registered trademark of AB Electrolux (publ) and is used by the TTI Group pursuant to a license granted by AB Electrolux 
(publ). RYOBI® is a registered trademark of Ryobi Limited and is used by the TTI Group pursuant to a license granted by 
Ryobi Limited. 
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7) iROBOT CORPORATION'S ROBOTIC LAWN MOWER COULD BE ON ITS WAY 

Steve Symington     www.fool.com 

 

April 1 - Since iRobot Corporation released its first Roomba robotic vacuum more than 12 years ago, it has sold over 10 

million home robots worldwide. But if iRobot has its way, your lawn could be its next destination in the near future. 

 

The U.S. Federal Communications Commission recently revealed that iRobot has requested a waiver of certain rules 

prohibiting the unlicensed operation of certain fixed wideband wireless systems. iRobot's end goal, according to the request, 

is to be able to market and receive certification for a robotic lawn mower. 

 

Of course, this shouldn't be a huge surprise. Robotics-industry watchers have already uncovered related robotic lawn mower 

patent applications from iRobot dating to 2007. And just last year, iRobot Chief Technology Officer Paulo Pirjanian hinted in 

an MIT Technology Review interview, "Through our government and defense business we have a lot of experience with 

things that work in rugged outdoor environments, so you can imagine us going into the backyard." 

 

iMowbot? Yes, please! 

 

Lucky for us, iRobot's request reveals several juicy details regarding its new robotic lawn mower plans. 

 

First, iRobot points out that electric robotic lawn mowers are not only better for the environment than gas-powered mowers 

but would also reduce deaths and injuries related to lawn mowing, minimize noise pollution, and improve quality of life for the 

elderly, disabled, and anyone who wants additional free time to spend with friends and family -- or, as I can attest as a 

longtime Roomba owner, to watch in amusement as the robotic lawn mower does its thing. 

 

iRobot also notes that while robotic lawn mowers are already "well accepted in Europe," the only models available in the 

United States require the placement of underground electric fences. That requires digging a trench and installing buried wire, 

"a cumbersome and costly process that has limited greatly the public's adoption of [robotic lawn mower] technology." 

 

As a result, iRobot states its own robotic lawn mower -- which has yet to be named -- "will not require buried wire, but instead 

will rely on stakes (i.e. portable beacons) in the yard that transmit to the robot to map out and stay within the designated 

mowing area." 

 

By iRobot's estimation, the typical user with a lawn between one quarter and one third of an acre would require between four 

and nine battery-powered stakes. And after an initial setup procedure "of a few minutes' duration," those beacons would 

communicate only with the robot via unique addressing. That means each user's beacons are capable of talking only to their 

respective robot, even if several other neighbors operate their own robotic lawn mowers at the same time. 

 

What To Expect Next 

 

If you were hoping to unleash a robotic lawn mower from iRobot in time for this summer, however, you're probably out of luck. 

iRobot states that the product is currently in the "early design phase," so it's unclear exactly when it will be ready for 

mainstream adoption. Either way, that day couldn't come soon enough to appease iRobot skeptics, who worry about the fact 

that its fast-growing Roomba line currently generates around 85% of total sales.  

 

But in the end, it's hardly surprising that iRobot would want to get this right the first time. iRobot CEO Colin Angle has made it 

clear that he prefers baby steps in robotics, and to "pick applications that have real concrete value to customers, deliver on or 

exceed their expectations, and move on." With that in mind, you can bet iRobot will introduce the mower at a relatively 

attractive price to maximize both profits and its value proposition. 
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8) ASTRONOMERS: KEEP IROBOT’S LAWNMOWER BOT OUT OF OUR BACK YARD 

Curt Woodward       www.betaboston.com  
 
April 6 - Robot, the maker of the Roomba, is hoping to find another consumer hit with robots that can mow your lawn. But 
those plans are causing some friction with astronomers who are mapping the galactic regions that produce new stars. 
Scientists from the National Radio Astronomy Observatory have formally objected to iRobot’s early plans for a lawn-mowing 
bot, telling the Federal Communications Commission that a radio-frequency fence meant to keep the product from wandering 
away would interfere with their sensitive equipment. 
 
iRobot has to ask the FCC for permission to market its lawnmower robot because the company plans to use a series of radio 
transmitters mounted on two-foot lawn spikes to define the boundary of an owner’s lawn, sending signals that would halt the 
mower before it starts motoring down the street. There are other robotic lawnmowers in the world, but they typically use hard-
wired fences to keep the bots in place. 
 
Officials from the federally funded observatory say one way to solve the problem could be forcing iRobot to remotely disable 
any lawnmower bots if they’re too close to an installation of radio telescopes. 
 
In its official response, Bedford, Mass.-based iRobot says that while it “respects the work of the radio astronomy community,” 
the remote location of the radio telescope facilities and the low-power signals proposed for iRobot’s radio fence system mean 
“there is an exceedingly low practical risk” of any interference with the work of mapping the heavens. 
 
That’s where things get a little snarky. In response to iRobot, Harvey S. Liszt, an astronomer and spectrum manager with the 
National Radio Astronomy Observatory implied that iRobot’s claims about the need for its autonomous mechanoid 
landscapers were both wildly overblown and utterly trivial:  “iRobot cited multiple statistics of grim accidents and spilt gasoline 
to assert the public benefit of approving its wireless robotic lawn mowers. However, there is already a competitive market for 
robotic lawn mowers using wire loops, which has somehow failed to stanch the stream of ghastly accidents and spilt gasoline 
that iRobot associates with the mundane practice of lawn-mowing. Robotic lawn devices are expensive, typically several 
thousand dollars, and meant for situations where mowing is performed far more frequently than in the typical front yard.” 
 
It’s too early to tell who will win this particular fight, which was previously noted by Bloomberg. But iRobot’s proposed 
lawnmower bots are a long way from hitting the market. The company’s plans to enter the lawn-care field were teased earlier 
this year, right after a lackluster earnings report dinged iRobot’s shares on Wall Street. In its initial FCC paperwork, iRobot 
acknowledges the lawnmower idea is still “in the early design phase.” 
 
iRobot has pushed into several other robotics categories in the dozen years since it debuted the Roomba, its original disc-
shaped robotic vacuum. But most consumers would probably be hard-pressed to name iRobot’s bots for cleaning gutters and 
pools or mopping household floors — iRobot says that Roomba remains the company’s biggest seller. 
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9) BRIGGS AND STRATTON ADDING WAREHOUSE OPERATION IN GLENDALE 
 
April 6 -- Briggs and Stratton Corp. plans to open a warehouse and distribution center in a former ATandT building in the 
4300 block of North Richards Street in Glendale. 
 
The plan will be discussed by the Glendale Plan Commission Monday night. 
 
Nanette Behrens, representing the property owner Phoenix Investors, said Briggs and Stratton (NYSE: BGG) will lease the 
200,000-square-foot warehouse. She was not able to offer additional details on the company’s plans for the building. 
 
Briggs and Stratton, based in Wauwatosa, produces engines for outdoor power equipment including lawnmowers, 
generators, pumps and pressure washers. 
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10) IROBOT HASN'T GIVEN UP ON DEVELOPING ROOMBA'S LAWN MOWING SIBLING 

Mariella Moon      www.engadget.com  
 
April 10 -- You know how long it's been since we first heard that iRobot's making a robotic lawn mower?  Nine years.   After 
almost a decade of wondering if we'll ever see Roomba's more outdoorsy sibling, iRobot's finally giving us a glimpse of how 
the device will work through an FCC filing. Other robot lawn mowers require you to prep your lawn by burying wires around 
the perimeter -- the machines will recognize those wires and won't venture beyond them. iRobot, however, plans to use a 
wireless beacon system that entails burying four to nine beacons to mark the edges of your lawn. Those beacons will 
calculate the robots' position within the property and transmit it to the machine. 
 
Sounds good, thus far, right? After all, beacons are already being used for both indoor and outdoor navigation, in airports, 
stores, ballparks, among other locations. Unfortunately, iRobot wants its beacons to broadcast data in the 6240-6740 MHz 
range. That's the same frequency the National Radio Astronomy Observatory (NRAO) is using to watch the universe. The 
radio telescopes operating in that range are scouring space for an abundance in methanol, which usually indicates a star-
forming region. 
 
NRAO's astronomers aren't happy with iRobot's plans and are officially contesting the company's request. iRobot, on the 
other hand, argues that NRAO's facilities are far from residential areas, and there's very little chance of its lawnmowers 
disrupting the astronomers' research. Thus, the future of Roomba for lawns depends on the FCC's decision and on iRobot's 
backup plans, in case the agency sides with NRAO. 
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11) EETC SETS BOLD AGENDA FOR TECHNICIAN TRAINING 

Greg Wartgow              www.greenindustrypros.com 
 
April 13 -- The Equipment & Engine Training Council (EETC) just wrapped up its 19th annual conference in Mundelein, IL. 
The event, hosted by area manufacturers Echo Inc. and Subaru Industrial Power Products, was attended by roughly 100 of 
the industry's brightest minds in small engine and power equipment repair—from students and educators to manufacturers, 
distributors and service technicians themselves. 
 
The EETC is a non-profit association whose goal is to address the shortage of qualified equipment service technicians in the 
outdoor power equipment industry. 
 
According to the EETC's Erik Sides, this year's conference saw a 25% jump in attendance compared to 2014. "Growth" has 
been the operative word since Sides took over as executive director in 2013. "We've seen membership growth in just about 
every segment of our association," Sides points out.  
 
For instance, when comparing 2015 to 2014: 
• Dealer memberships up 81% 
• College memberships up 16% 
• High school memberships up 11% 
•  
Both manufacturer and distributor memberships are also up modestly. Additionally, the EETC has seen a better than 40% 
increase in certification testing (2014 vs. 2013). These are all signs that the association is headed in the right direction and 
that interest in small engine repair is not waning—which is a good thing for all key stakeholders in this industry, including 
manufacturers, dealers, and equipment users such as landscape contractors. 
 



That said, Sides and the EETC Executive Board want to do more. They discussed several new programs and initiatives to 
further increase awareness of the association, gain new members, and certify and recertify more technicians. 
New education and testing materials. Numerous test books have been updated for 2015. These include, among others, two-
stroke engines, four-stroke engines, electrical, drivelines and compact diesel. 
 
Additionally, EETC is now helping distribute a host of other educational materials related to small engine and power 
equipment repair. These include vocational education resources from Briggs & Stratton, American Technical Publishers 
(ATP) and Goodheart-Willcox. Also, brand new textbooks in electrical and two-stroke engines are under development. 
 
Online education. Through a partnership with a provider of online cloud-based technical education, EETC is ramping up its 
online education and testing capability. "This is a great alternative to the more traditional textbook format," Sides says. 
 
EETC actually began offering online testing in 2013. Its popularity has steadily grown. Roughly 24% of tests taken in 2014 
were online. This partnership will only accelerate growth in this area. George Klein, an instructor at Walla Walla Community 
College in Walla Walla, WA, says he's quite excited about that—because the ability to access education and testing online 
has become vital. "My students absolutely love it," he exclaims. "They are all doing their testing online now." 
 
GROWING TECHNICIANS STATE BY STATE.  
 
The EETC Board approved an initiative to appoint "state directors". These would be EETC member volunteers who would 
serve as liaisons to colleges and high schools, and FFA and SkillsUSA organizations within each state. This kind of 
grassroots outreach, state by state, is designed to help keep the EETC—and small engine repair in general—in front of both 
educators and students, while also providing invaluable assistance to educators looking to build up their small engine-related 
programs. 
 
New program for high school students. On that note, EETC is also rolling out a new program specifically designed for high 
schools. "First Step to Power - Small Engine Technology" has two primary objectives: 1) enhance EETC brand recognition 
among high schools, 2) equip high school and perhaps even junior high school students with just a basic understanding of 
two- and four-stroke engine theory and preventive maintenance, better laying the groundwork for continued pursuit of a 
career in small engine repair. 
 
First Step to Power is ideal for those schools that simply do not have the resources nor budget to offer a full-blown small 
engine program. Instructors will need to be EETC-certified in the "First Step to Power - Small Engine Technology program in 
order to administer tests. Furthermore, the schools themselves will need to be EETC-accredited in the First Step to Power 
program, and also maintain EETC membership. More details will become available as the program is further developed and 
ultimately rolled out in coming months. 
 
Longer certification period. The EETC Board agreed to extend technician certification from three years to five, which is far 
more common in similar technical trades. Re-certifications will also be good for five years. Hopes are that both certifications 
and re-certifications will increase dramatically as a result. 
 
Complimentary parts catalog subscription. ARI Network Services Inc., a leading provider of electronic parts lookup solutions, 
will offer EETC member educators with a small engine or power equipment program a complimentary subscription to 
PartSmart, ARI’s premier parts lookup solution. Catalogs included in the EETC educator’s subscription include Blount 
(Oregon), Briggs & Stratton, Echo, Honda, Husqvarna, Jacobsen, Kawasaki, Kohler, MTD, Stihl, Subaru and Toro.  
 
Scholarship winners announced. Six recipients of the 2015 Paul H. Scholten Memorial Scholarship Program were 
announced. The program is designed to award individuals pursuing a certificate or degree in power equipment technology at 
an EETC-accredited school.  
 
Winners were: 
• Easton Marie Murray, SUNY Cobleskill College in Cobleskill, NY 
• Michael Massick IV, Fox Valley Technical College in Appleton, WI 
• Kilen Warmka, Alexandria Technical & Community College in Alexandria, MN 
• Robert Waddel, Texas State Technical College in Waco, TX 
• Ross Ryan, North Dakota State College of Science in Wahpeton, MN 
• Kendall Pettey, Walla Walla Community College in Walla Walla, WA 
 
2016 Conference. Next year's conference will be hosted by Kohler Engines in Kohler, WI, at The American Club Resort. An 
amazing room rate has been secured, so make plans now to attend. "This will be our 20th annual conference, and we want it 
to be big," Sides points out. 
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12) MANAGEMENT CHANGE IN HUSQVARNA GROUP’S CONSUMER BRANDS DIVISION 
 
STOCKHOLM – April 20 -- Effective May 1, 2015, Jeff Hohler has been appointed President of the Consumer Brands 
Division and member of Husqvarna Group Management. 
 
Most recently, Jeff Hohler has held the position as President of the Tools Business Segment within Newell Rubbermaid, Inc. 
in the U.S. Jeff has held several different divisional president positions within Newell Rubbermaid since joining the company 
in 2001. Between 1991 and 2001, Jeff held numerous managerial positions within the Black & Decker Corporation. 
 
Jeff Hohler has a Bachelor of Science in Journalism from the Bowling Green State University, the U.S. in 1988 and an MBA 
in Marketing from the John Hopkins University, the U.S. in 2000. 
 
“I’d like to welcome Jeff to Husqvarna Group. His management and leadership skills, his solid retail experience and 
turnaround track-record will be great assets for our Consumer Brands division as well as for the Group,” says Kai Wärn, 
President and CEO of the Husqvarna Group. 
 
Alan Shaw, President of the Consumer Brands Division will leave Husqvarna Group in order to pursue other interests. 
 
"I want to thank Alan for his valuable contributions during his time with the Husqvarna Group", says Kai Wärn, President and 
CEO of Husqvarna Group. ”I am also grateful to Alan for remaining with the Group until we found his successor and wish him 
the best of luck in the future.”  
 
The above information has been made public in accordance with the Securities Market Act and/or the Financial Instruments 
Trading Act. It was released for publication at 15:30 CET on April 20, 2015. 
 
Husqvarna Group 
 
Husqvarna Group is a world leading producer of outdoor power products including chainsaws, trimmers, robotic lawn mowers 
and garden tractors. The Group is also the European leader in garden watering products and a world leader in cutting 
equipment and diamond tools for the construction and stone industries. The Group’s products and solutions are sold under 
brands including Husqvarna, Gardena, McCulloch, Poulan Pro, Weed Eater, Flymo, Zenoah and Diamant Boart via dealers 
and retailers to end-customers in more than 100 countries. Net sales in 2014 amounted to SEK 33 billion, and the Group had 
more than 14,000 employees in 40 countries. 
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13) HUSQVARNA INTERIM REPORT JANUARY - MARCH 2015 
 
21 April, 2015 
 
Kai Wärn, President and CEO: 
 
"Since January 1, Husqvarna Group operates under a new brand-driven divisional structure. The new organization shall be 
seen as a proactive measure to position Husqvarna Group for the next phase 2016 and beyond, with a stronger focus on 
profitable growth. In 2015 however, the main focus will remain on operating margin recovery through the Accelerated 
Improvement Program (AIP). 
 
Overall, the year has started well for us. Group operating income increased by 22% to SEK 1,112m (908), despite a currency 
adjusted sales decline of -3%. The corresponding operating margin rose to 10.2% (9.4). Even if total sales declined, the 



development in terms of divisional mix was positive. Sales increased 9% in both of our higher margin forest and garden 
divisions Husqvarna and Gardena.  
 
Consumer Brands’ sales were down by -21% predominantly reflecting a late start of the season due to another cold winter in 
the U.S., and our ambition to prioritize value before revenue. Construction was off to a slow start, mainly due to external 
reasons, but sales gradually improved and ended at an increase of 2% but with a significantly higher run-rate in March. 
 
AIP continues to deliver according to plan and the trend of improving gross and operating margins for the Group remains. 
Margins were positively affected by continued impact from the two main components in our improvement program; 
Operational Excellence driven cost reductions and sales growth in our product leadership areas - the latter having a favorable 
impact on the mix.  
 
Some of the progress was offset by unfavorable volume impact due to the lower sales in Consumer Brands. On the other 
hand, income for the Group was supported by a positive impact from changes in exchange rates, as currency hedges offset 
most of the negative transaction effects. 
 
The recent currency movements have helped us short term, but the longer-term impact, mainly referring to the strengthening 
of the USD, is expected to have a negative impact. So whereas operating income and margin recovery have been solid since 
the launch of the AIP program, additional improvement areas to balance the negative currency impact have been identified, 
such as indirect material and logistics as well as capacity and efficiency measures.” 
 
First quarter, January - March 
 
• Net sales increased by 13% to SEK 10,928m (9,685). Adjusted for exchange rate effects, net sales decreased -3%. 
- Growth for Husqvarna, Gardena and Construction, while Consumer Brands declined substantially. 
• Operating income rose 22% to SEK 1,112m (908). 
- Operational Excellence cost reductions and favorable divisional mix. 
• Positive short-term impact from changes in exchange rates amounting to SEK 107m. 
• Earnings per share increased to SEK 1.37 (1.08). 
• Operating cash flow amounted to SEK -2,410m (-1,969). 
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14) THOUGHTS FOR THE DAY 
 
 
The best portion of your life will be the small, nameless moments you spend smiling 
With someone who matters to you. 
 
-  Unknown 
 
 
"You don't have to attend every argument you're invited to." 
 
-  Anonymous 
 
 
“I have made many mistakes and done a lot of foolish things,  
but when I look back on the person I was,  
I feel affection for him and laugh at him.” 
 
-  Thomas Moore in “The Soul’s Religion” 
 
 



"Education is not the filling of a pail, but the lighting of a fire." 
 
-  William Butler Yeats 
 
 
Disagreement is not a reason to stop talking; 
It’s a reason to start.” 
 
-  Leonard Pitts’ 
 
 
“How do you spell love?”                   - Piglet 
“You don’t spell it.  You feel it.”          - Winnie the Pooh 
 
 
“…I persist in believing that your (political) party does not equal your character, nor does your ideology, (equal) your identity.   
(Thus) I feel no imperative to like you because I agree with you.  Or to dislike you because I don’t.” 
 
- Leonard Pitts 
 
 
“Life is too deep for words, 
So don’t try to describe it,  
Just live it.” 
 
- C.S. Lewis 
 
 
Sometimes the questions are complicated 
And the answers are simple. 
 
- Unknown 
 
 
“Remember that sometimes not getting what you want is a wonderful stroke of luck.” 
 
- Dalai Lama 
 
 
“The bird of paradise lands only on the hand that does not grasp.” 
 
- Zen Proverb 
 
 
The strongest people are not those who show strength in front of us, 
but those who win battles we know nothing about. 
 
- Unknown 
 
 
 
The best thing about growing older is getting clear on what does and doesn’t matter. 
 
- Unknown 
 
 
Should you ever find yourself the victim of other peoples bitterness, smallness or insecurities, 
remember things could be worse…You could be them. 
 
- Unknown 
 
 
 
 



“Success is liking yourself, 
Liking what you do,  
And liking how you do it.” 
 
- Maya Angelou 
 
 
“To acquire the habit of reading 
Is to create for yourself a refuge 
From almost all the miseries of life.” 
 
- W. Somerset Maugham 
 
 
“A man is but the product of his thoughts. 
What he thinks, he comes.” 
 
- M. Gandhi 
 
 
“Thank you, God, for this good life 
And forgive us if we do not love it enough.” 
 
- Garrison Keillor 
 
 
“Never let a fool kiss you,  
Or a kiss fool you.” 
 
- Joe Adams 
 
 
“Any sufficiently advanced technology 
Is indistinguishable from magic.” 
 
 Arthur C. Clarke 
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15) WALBRO APPOINTS NEW PRESIDENT AND CEO 

www.outdoorpowerequipment.com  
 
April 22 -- Headquartered in Tuscon, Ariz., Walbro Engine Management, the world’s largest carburetor manufacturer and 
leading supplier of ignition, fuel delivery and storage components and systems, announced April 20 the appointment of 
Matthew Riddle as president and chief executive officer. He will immediately assume responsibilities and succeed Tony 
Martin, who has stepped down. 
 
Riddle, 48, is a seasoned international executive, having served operational and leadership roles at FMC Corporation, United 
Defense Industries Inc., BAE Systems Inc., and most recently as president of Raytheon International Inc. During his tenure at 
Raytheon, Riddle helped grow its international business almost two-fold. 
 
“I am honored by the opportunity to lead Walbro into its next chapter, continuing our focus on the customer and our drive on 
improving performance” said Riddle. “Walbro has tremendous talent, a long legacy of innovation, and a unique position of 
strength in ignition- and fuel-system solutions. I look forward to working closely with our leadership team and employees 
worldwide to drive profitable growth through solutions that help our customers achieve competitive advantage.” 
 
A patented inventor, Riddle is active with the Boy Scouts and sits on the board of the National Philharmonic. He holds a 
Bachelor of Science in Mechanical Engineering from California Polytechnic State University. Riddle is married with three 
children, and his interests include his family, the outdoors, reading, automobiles, hunting and fishing. 

http://www.outdoorpowerequipment.com/
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16) BRIGGS REPORTS RESULTS FOR THE 3rd QUARTER AND FIRST 9 MONTHS OF FISCAL YEAR 2015 

Highlights: 

 Third quarter fiscal 2015 consolidated net sales were $619.0 million, a decrease of $9.4 million or 1.5% compared to the 
prior year 

 Third quarter fiscal 2015 consolidated adjusted net income was $39.2 million, an improvement from the adjusted net 
income of $38.7 million in the third quarter of fiscal 2014 

 Third quarter fiscal 2015 adjusted diluted earnings per share was $0.86, an improvement from the adjusted diluted 
earnings per share of $0.81 in the prior year 

 Tax credits recognized in third quarter benefited earnings by $4.7 million 

 Fiscal 2015 earnings guidance lifted to $1.27 to $1.43 per diluted share before restructuring and acquisition expenses 
from previous guidance of $1.20 to $1.35 per diluted share. 

MILWAUKEE – April 23 -- "While sales were relatively consistent with last year, we continued to make progress on 
introducing new products and improving our operations," commented Todd J. Teske, Chairman, President and Chief 
Executive Officer of Briggs and Stratton Corporation.  Teske continued, "The restructuring of our Products business to focus 
on higher margin products and streamline our manufacturing operations has contributed to improved Products segment 
earnings of nearly $5 million in the quarter and $20 million for our fiscal year to date. We also launched several innovative 
products this spring including our new EXi engine that never requires oil changes and our new In-Start lithium-ion electric 
starting technology providing users with our easiest push button starting engine ever." 

Consolidated Results: 

Consolidated net sales for the third quarter of fiscal 2015 were $619.0 million, a decrease of $9.4 million or 1.5% from the 
third quarter of fiscal 2014. Engines shipped to third party OEM customers increased slightly in the quarter; however, 
shipments to our Products segment were down in the quarter due to higher shipments earlier in the year to enable production 
in advance of the McDonough plant closure. The strengthening of the US dollar, predominantly against the Australia dollar, 
Brazilian real and Euro, led to an unfavorable foreign exchange impact on sales of $6.7 million. In addition, net sales were 
unfavorably impacted by reduced generator sales and unfavorable mix of engines shipped.  

Net sales benefited by higher sales in international markets, particularly Australia and Europe, and the results of the Allmand 
acquisition, which closed in August of this fiscal year. The fiscal 2015 third quarter consolidated net income, which includes 
restructuring expenses and acquisition-related charges, was $33.9 million or $0.75 per diluted share. The third quarter of 
fiscal 2014 consolidated net income, which included restructuring charges, was $39.2 million or $0.82 per diluted share. The 
fiscal 2015 third quarter consolidated net income includes a tax benefit of $4.7 million related to incremental research and 
development tax credits, partially offset by an unfavorable foreign exchange impact of approximately $3.4 million. 
 
Consolidated net sales for the first nine months of fiscal 2015 were $1.36 billion, a decrease of $6.4 million or 0.5% from the 
first nine months of fiscal 2014.  The decrease is due to reduced shipment volumes of engines to OEM customers in North 
America due to slightly elevated channel inventories, lower generator sales from a lack of major power outages, and an 
unfavorable foreign exchange impact of approximately$14.0 million, predominantly due to the weakening of the Euro, 
Australian dollar, and Brazilian real. The decrease in net sales was partially offset by higher sales in Europe and Australia, 
higher sales of commercial lawn and garden equipment and pressure washers in North America, and the results of the 
Allmand acquisition.  
 
The fiscal 2015 nine months consolidated net income, which includes $24.9 million of restructuring expenses and acquisition-
related charges, was $25.6 million or $0.56 per diluted share. The first nine months of fiscal 2014 consolidated net income, 
which included$5.1 million of restructuring charges, was $20.5 million or $0.43 per diluted share. The fiscal 2015 nine months 
consolidated net income includes an unfavorable foreign exchange impact of approximately $5.4 million, partially offset by a 
tax benefit of $5.0 million related to incremental research and development tax credits. 
 
Non-GAAP Financial Measures and Segment Reporting 



 
This release refers to non-GAAP financial measures including "adjusted gross profit", "adjusted segment income (loss)", and 
"adjusted net income (loss)".  Refer to the accompanying financial schedules for supplemental financial data and 
corresponding reconciliations of these non-GAAP financial measures to certain GAAP financial measures. 
Beginning in fiscal 2015, the Company is using "segment income (loss)" as the primary measure to evaluate operating 
performance and allocate capital resources for the Engines and Products segments. Previously, the Company used income 
from operations. Segment income (loss) is defined as income (loss) from operations plus equity in earnings of unconsolidated 
affiliates. The Company has recast prior year amounts for comparability, and has included a reconciliation from consolidated 
segment income (loss) to income (loss) from operations in the accompanying Adjusted Segment Information table. 
 
 
Engines Segment: 

  

 Three Months Ended 
Fiscal March  

 

 Nine Months Ended 
Fiscal March  

(In Thousands) 
 

2015 
 

2014 
 

2015 
 

2014 

     Net Sales 
 

$ 432,248 
 

$ 452,359 
 

$ 857,067 
 

$ 901,858 
     Gross Profit as 
Reported 

 
$   98,885 

 
$ 107,930 

 
$ 189,580 

 
$ 187,423 

    
Restructuring 
Charges 

 
- 

 
(774) 

 
- 

 
2,622 

     Adjusted Gross 
Profit 

 
$   98,885 

 
$ 107,156 

 
$ 189,580 

 
$ 190,045 

     Gross Profit % 
as Reported 

 
22.9% 

 
23.9% 

 
22.1% 

 
20.8% 

     Adjusted Gross 
Profit % 

 
22.9% 

 
23.7% 

 
22.1% 

 
21.1% 

     Segment 
Income as 
Reported 

 
$   54,928 

 
$   62,071 

 
$   59,967 

 
$   54,805 

    
Restructuring 
Charges 

 
- 

 
(774) 

 
- 

 
3,047 

     Adjusted 
Segment Income 

 
$   54,928 

 
$   61,297 

 
$   59,967 

 
$   57,852 

     Segment 
Income % as 
Reported 

 
12.7% 

 
13.7% 

 
7.0% 

 
6.1% 

     Adjusted 
Segment Income 
% 

 
12.7% 

 
13.6% 

 
7.0% 

 
6.4% 

 
 
Net sales were $432.2 million in the third quarter of fiscal 2015, a decrease of $20.1 million or 4.5% from the prior year. Total 
engine volumes shipped in the quarter decreased by 1.6% or approximately 50,000 engines. Engines shipped to third party 
OEM customers increased slightly in the quarter; however, shipments to our Products segment were down in the quarter due 
to higher shipments earlier in the year to enable production in advance of the McDonough plant closure. Net sales also 
decreased due to an unfavorable sales mix. Despite an unfavorable foreign exchange impact of $4.3 million, largely due to 
the weakening of the Euro, sales into the European market increased on improved placement of our engines and as channel 
inventories were low following an improved lawn and garden season last season. 
 
Adjusted segment income in the third quarter of fiscal 2015 was $54.9 million, a decrease of $6.4 million from the prior year. 
The adjusted gross profit percentage was 22.9% in the third quarter of fiscal 2015, a decrease of 80 basis points from the 
prior year. Manufacturing throughput decreased by 6% during the quarter which reduced adjusted gross profit margins by 
approximately 140 basis points. The decrease was largely timing related as we accelerated production to earlier quarters in 
fiscal 2015 in order to accommodate the footprint restructuring of our Products segment and to build engine inventories in 
advance of beginning production of the EXi engine platform in the second fiscal quarter.  
 
In addition, unfavorable foreign exchange, primarily related to the Euro, reduced adjusted gross profit margins by 70 basis 
points. Partially offsetting the lower adjusted gross profit margins were the previously announced retirement plan changes, 
which improved fiscal 2015 adjusted gross profit margins by $3.2 million, or 70 basis points. Manufacturing efficiency 
improvements in fiscal 2015 also helped offset the decrease in adjusted gross profit margins. 
 



Engineering, selling, general and administrative expenses decreased $2.2 million largely due to the retirement plan changes. 
Higher compensation expense in fiscal 2015 was offset by the benefit of the movement in foreign exchange rates. 
 
 
Products Segment: 

  

 Three Months Ended 
Fiscal March  

 

 Nine Months Ended Fiscal 
March  

(In Thousands) 
 

2015 
 

2014 
 

2015 
 

2014 

     Net Sales 
 

$ 211,135 
 

$ 205,160 
 

$ 576,313 
 

$ 529,724 
     Gross Profit as 
Reported 

 
$   19,908 

 
$   22,365 

 
$   64,505 

 
$   62,149 

    
Restructuring 
Charges 

 
7,088 

 
- 

 
20,780 

 
2,082 

    Acquisition 
Related 
Charges 

 
- 

 
- 

 
1,172 

 
- 

     Adjusted Gross 
Profit 

 
$   26,996 

 
$   22,365 

 
$   86,457 

 
$   64,231 

     Gross Profit % 
as Reported 

 
9.4% 

 
10.9% 

 
11.2% 

 
11.7% 

     Adjusted Gross 
Profit % 

 
12.8% 

 
10.9% 

 
15.0% 

 
12.1% 

     Segment Loss 
as Reported 

 

$   
 (8,128) 

 
$    (4,913) 

 

$ 
 (20,125) 

 
$  (16,783) 

   
Restructuring 
Charges 

 
8,031 

 
- 

 
23,261 

 
2,082 

    Acquisition 
Related 
Charges 

 
110 

 
- 

 
1,641 

 
- 

     Adjusted 
Segment Income 
(Loss) 

 
$           13 

 
$    (4,913) 

 
$      4,777 

 
$  (14,701) 
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Net sales were $211.1 million in the third quarter of fiscal 2015, which was an increase of $6.0 million or 2.9% from the prior 
year. This increase was due to higher sales in international markets, increased commercial lawn and garden equipment sales 
in the North American market and the results of the Allmand acquisition.  Growing conditions in the Australia market 
improved in fiscal 2015, which led to increased net sales. Partially offsetting the increase was an unfavorable foreign 
exchange impact of $2.4 million, primarily related to the weakening of the Australian dollar and Brazilian real. In addition, 
generator sales decreased due to fewer major power outages. 
 
Adjusted segment income in the third quarter of fiscal 2015 was $0.0 million, an improvement of $4.9 million from the prior 
year adjusted segment loss. The adjusted gross profit percentage of 12.8% increased by 190 basis points year over year.  
Manufacturing throughput for the first three quarters of fiscal 2015 increased by over 20%.   
 
This favorable absorption of fixed costs led to an improvement of approximately 190 basis points in the third quarter.  In 
addition, favorable sales mix improved adjusted gross margins due to a focus on selling higher margin lawn and garden 
equipment and the benefit of the Allmand acquisition. Partially offsetting the increase in adjusted gross profit margins was an 
unfavorable foreign exchange impact of approximately 80 basis points primarily due to the weakening of the Australian dollar 
and Brazilian real. 
 
Adjusted engineering, selling, general and administrative expenses remained consistent year over year.  Higher spend due to 
the Allmand acquisition and increased compensation expense was offset by $2.3 million in savings related to the 
restructuring actions announced in July 2014. 
 



Allmand Bros., Inc. Acquisition: 
On August 29, 2014, the Company completed the acquisition of Allmand Bros., Inc. for approximately $60 million in cash, net 
of cash acquired.  Allmand is a leading designer and manufacturer of high quality towable light towers, industrial heaters, and 
solar LED arrow boards. Allmand, which is included within our Products segment, has historical annual net sales of 
approximately $80 million.  
Corporate Items: 

The effective tax rates for the third quarter and first nine months of fiscal 2015 were 20.2% and 5.7%, compared to 26.1% 
and 26.6% for the same respective periods last year.  The tax rates for the third quarter and first nine months of fiscal 2015 
were primarily driven by incremental federal research and development (RandD) tax credits related to prior years offset by 
reserves for unrecognized tax positions for a net tax benefit of $4.7 million and $5.0 million, respectively.  In addition, the tax 
rate for the first nine months of fiscal 2015 was impacted by the reversal of previously recorded reserves as a result of the 
effective settlement of the Company's IRS audit. The tax rates for the third quarter and the first nine months of fiscal 2014 
included a taxpayer election filed pursuant to the outcome of a U.S. court case that provided the Company precedent to 
record a tax benefit of $2.9 million for the permanent exclusion of qualified export activity from prior years' taxable income. 
 
Financial Position: 

Net debt at March 29, 2015 was $235.4 million (total debt of $285.1 million less $49.7 million of cash), or $117.6 
million higher than the $117.8 million (total debt of $225.0 million less $107.2 million of cash) at March 30, 2014. Cash flows 
used in operating activities for fiscal 2015 were $52.1 million compared to $14.0 million in fiscal 2014. The increase in 
operating cash flows used was primarily related to higher inventory levels to facilitate the upcoming closure of 
the McDonough plant and the introduction of a new engine line in fiscal 2015. In addition, the Company paid cash of $59.9 
millionfor the Allmand acquisition in the first nine months of fiscal 2015 compared to no acquisitions in the same respective 
period last year. 

Restructuring: 

During the third quarter of fiscal 2015, the Company made progress on implementing the previously announced 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 initiated production of pressure washers at 
our Milwaukee plant during the third quarter and ceased production at the McDonough, Georgia plant shortly after the end of 
the third quarter.  Pre-tax restructuring costs for the third quarter and first nine months of fiscal 2015 were $8.0 
million and $23.3 million, respectively, and pre-tax savings were $2.3 million and $5.1 million, respectively. Pre-tax 
restructuring cost estimates for fiscal 2015 remain unchanged at $30 million to $37 million. Total annual cost savings as a 
result of these actions are anticipated to be approximately $15 million to $20 million with approximately $5 million to $7 
million expected to be realized in fiscal 2015 and the remainder realized in fiscal 2016.  
 
Share Repurchase Program: 
On January 22, 2014, the Board of Directors of the Company authorized up to $50 million in funds for use in the Company's 
common share repurchase program. On August 13, 2014, the Board of Directors authorized up to an additional $50 million in 
funds for use in the common share repurchase program. The common share repurchase program authorizes the purchase of 
shares of the Company's common stock on the open market or in private transactions from time to time, depending on 
market conditions and certain governing loan covenants. During the first nine months of fiscal 2015, the Company 
repurchased approximately 2.0 million shares on the open market at an average price of $19.40 per share. As of March 29, 
2015, the Company has remaining authorization to repurchase up to approximately $48 million of common stock with an 
expiration date of June 30, 2016. 
 
Outlook: 
We are increasing our estimated earnings for fiscal 2015 to take into consideration the operating results and additional share 
repurchases during the first three fiscal quarters as well as the tax benefit of $4.7 million recognized in the third quarter for 
research and development tax credits.  We have also considered the continued strengthening of the U.S. dollar relative to 
many currencies we sell in outside of the United States.   
  
We now project our fiscal 2015 full year net income to be in a range of$57 million to $64 million or $1.27 to $1.43 per diluted 
share prior to the impact of acquisition expenses, additional share repurchases, or costs related to our announced 
restructuring actions.   We now project consolidated net sales for fiscal 2015 to be in a range of $1.90 billion to $1.95 billion.   
 
The decrease in the sales guidance is primarily related to slowing growth rates in sales of product in international regions as 
well as the impact of the strengthening U.S. dollar.  We continue to estimate the retail market for U.S. lawn and garden 
products will increase an estimated 1-4% in the next season; however, it is possible that sales of lawn and garden products 
shift to later in the season due to retail sales patterns, retailer reorders, and OEM production schedules.  



Operating margins are expected to be in a range of 4.9% to 5.2%, an improvement over fiscal 2014 reflecting the strategic 
actions taken to focus on higher margin products and the positive impacts of the restructuring actions. Interest expense and 
other income are estimated to be approximately $19 million and $7 million, respectively. The effective tax rate excluding 
restructuring charges is projected to be in a range of 25% to 26% and capital expenditures are projected to be 
approximately $60 million to $65 million. 
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17) LAWNS AND DISORDER, A GROWING MENACE 

Joe Queenan’s Moving Targets column          www.wsj.com   
 
April 24 -- Many wondrous things have sprung from the human mind: penicillin, hovercraft, the hammered dulcimer, zero-
coupon bonds. But when humankind strikes out, it strikes out in a big way. 
 
A case in point: the lawn. 
 
The lawn is arguably the most foolish, destructive, annoying entity on Earth. Lawns consume such a gigantic portion of 
California’s water usage that getting rid of them could single-handedly solve the drought problem. Well, maybe. Well-
maintained, comely lawns—nurtured by noxious chemicals—destroy natural habitats and discourage larks and hummingbirds 
and magpies and snowy egrets from stopping by, and make neighbors’ lawns look ugly and stupid and proletarian. 
 
Lawns consume enormous amounts of manpower. That money could be better spent on higher education or tasty snacks. 
And because people often get home from work late in the evening, the sound of their mowers puncturing the stillness 
infuriates their neighbors, resulting in bawling infants, ruinous lawsuits and many, many homicides. This is also true of lawn 
mowers that puncture the primaveral stillness. 
 
Uncut lawns ruin a neighborhood’s image, because broken bottles and trash and corpses start to accumulate on them. Not 
taking care of one’s lawn is one of the most explicitly antisocial activities a human being can engage in. Such negligence 
indicates that the homeowner is a slob. And the whole point of lawns in the first place was to get mankind to stop being a 
slob. 
 
The history of the human lawn is reasonably straightforward. Early men cut down the high grasses so that they could see the 
saber-toothed tigers coming. They didn’t do it for aesthetic reasons—because early humans, as noted, were slobs. 
Occupants of feudal castles also chopped down the high grass, fearing that if it was left untended they would not realize that 
Birnam Wood had come to Dunsinane until it was too late. 
 
The point is, lawns originally had some social function: They helped ward off predators. But from that point on, lawns became 
purely ornamental. Rich people had lawns—more like pastures—because they wanted to show that they were so wealthy 
they didn’t need to grow crops on their land. But then the lower classes got into the act, because they thought a patch of 
green in front of their hovels would make their ugly daughters seem more marriageable. 
 
“It’s not a lawn,” they would tell suitors stopping by for stewed tea and moldy scones. “It’s a meadow.” 
 
Soon everyone and his brother had lawns, and most of them looked absolutely terrible by mid-August, because only farmers 
had a scythe to chop them down—and farmers, who do not believe in lawns, never lend out their scythes. Eventually the 
rotary lawn mower was invented. It is easily the most idiotic machine ever. Over the years, millions of people have derived 
immense pleasure from the flat iron, the cotton gin and the eight-track tape player. But no one ever got any fun out of a rotary 
lawn mower. 
 
Most famous civilizations got along just fine without lawns. The Franks did not have lawns. Neither did the Hittites. Socrates 
definitely did not have a lawn, nor did Sargon the Great. Interestingly enough, it was ornate, ostentatious lawns that helped 
bring about the French Revolution, because the sans-culottes thought the aristocracy had planted all those lawns in 
Versailles just to make fun of their hideous, fallow fields. 
 
The lawn—like the ice box, the weekly newsmagazine or the harpsichord—is basically a useless vestige of a bygone era. 
Mankind would be a whole lot better off if lawns had never been invented. They are wasteful, phony and ubiquitous. Let’s 
replace them with tarmac right now. 

http://www.wsj.com/


 
 
 
 
BACK TO THE TOP 
 
 
 
 
18) 2015 – 2016 OPE INDUSTRY MEETING AND EVENTS CALENDAR 
 
 
 

2015 – 2016 OPE INDUSTRY MEETING AND EVENTS CALENDAR 
 

January 19-21, 2016 
 BTME-BIGGA, British Turf Management and the British International Golf & 
Greenkeepers Association Show, Harrogate International Center, England 

   

February 2-5, 2016  World of Concrete, Las Vegas Convention Center, Las Vegas, NV 

   

February 6-9, 2016 
 OPEAA, Outdoor Power Equipment Aftermarket Association Annual Meeting,  
Hyatt Regency Pier 66, Fort Lauderdale, FL 

   

February 21-24, 2016 
 The Rental Show, American Rental Association Conference and Trade 
Show, Georgia World Congress Center, Atlanta, GA 

   

February 28 – March 2, 2016 
 OPEESA, Outdoor Power Equipment and Engine Service Association  Annual 
Members Meeting, Rancho Bernardo Inn, San Diego, CA 

   

March 13, 2016  Daylight Savings Time Begins 

   

April 6-9, 2016 
 EETC, Equipment and Engine Training Council 20th Annual Conference, The 
American Club, Kohler, WI 

   

May 3-5, 2016 
 National Hardware Show, Las Vegas Convention Center and Las Vegas 
Hotel and Casino, Las Vegas, NV 

   

June 23-25, 2015 
 OPEI, Outdoor Power Equipment Institute Annual Meeting, LaPosada de 
Santa Fe, Santa Fe, NM 

   

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

   

August 30 - Sept 1, 2015 
 SPOGA+GAFA, International Garden Trade Fair with the International Trade 
Fair for Sport, Camping and Garden Lifestyle, Cologne, Germany           

  . 

September 13-15, 2015 
 GLEE, International Garden and Leisure Show, The NEC Birmingham, 
England 

   

October 21-23, 2015 
 GIE+EXPO, Combining GIE+EXPO and the Hardscape North America 
Shows, Louisville, KY 

   

Oct 28-31, 2015  FFA, Future Farmers of America Annual Convention, Louisville, KY 

   

November 1, 2015  Daylight Savings Time Ends 

   

November 4-5, 2015 
 IOG SALTEX, Grounds Care, Sports Facilities, Amenities, Landscaping And 
Estate Management Outdoor Trade Show, The NEC, Birmingham, England 

   

http://www.harrogateweek.org.uk/
http://www.worldofconcrete.com/
http://www.opeaa.org/
http://www.therentalshow.com/
http://www.opeesa.com/
http://www.eetc.org/
http://www.nationalhardwareshow.com/
http://www.opei.org/
http://www.skillsusa.org/
http://www.spogagafa.com/en/spogagafa/home/index.php
http://www.gleebirmingham.com/
http://www.gie-expo.com/
http://www.iog.org/shows-and-events/iog-saltex
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19) GENERAC REPORTS FIRST QUARTER 2015 RESULTS 
 
WAUKESHA, Wis. -- Apr. 30, 2015-- Generac Holdings Inc., a leading designer and manufacturer of power generation 
equipment and other engine powered products, today reported financial results for its first quarter ended March 31, 2015. 
 
First Quarter 2015 Highlights 
 

 Net sales were $311.8 million during the first quarter of 2015 as compared to $342.0 million in the prior-year first 
quarter. 

o Residential product sales were $156.8 million during the first quarter as compared to $164.0 million in the 
prior-year quarter, primarily due to lower portable generator shipments resulting from a decline in power 
outage severity compared to the prior year. 

o Commercial & Industrial (C&I) product sales were $133.8 million during the first quarter as compared 
to $157.4 million in the prior-year quarter, primarily due to a decline in shipments to telecom national account 
customers and, to a lesser extent, oil & gas markets. 

 Net income during the first quarter of 2015 was $19.7 million, or $0.28 per share, as compared to $34.7 million, 
or $0.50 per share, for the same period of 2014. Adjusted net income, as defined in the accompanying reconciliation 
schedules, was $34.1 million, or $0.49 per share, as compared to $50.7 million, or $0.72 per share, in the first 
quarter of 2014. 

 Adjusted EBITDA, as defined in the accompanying reconciliation schedules, was $57.1 million as compared to $77.5 
million in the first quarter last year. 

 Cash flow from operations in the first quarter of 2015 was $25.3 million as compared to $36.4 million in the prior year 
quarter. Free cash flow, as defined in the accompanying reconciliation schedules, was $18.7 million as compared 
to $31.4 million in the first quarter of 2014. 

 For the trailing four quarters, including the first quarter of 2015, net sales were $1.431 billion; net income was $159.6 
million; adjusted EBITDA was $316.9 million; cash flow from operations was $241.9 million; and free cash flow 
was $205.6 million. 

 During the first quarter of 2015, the Company made a voluntary pre-payment of term loan debt of $50 million. Total 
liquidity at March 31, 2015 was strong with cash and cash equivalents on hand of $150.1 millionand 
approximately $150 million available on the Company’s ABL revolving credit facility. Total net debt to adjusted 
EBITDA, as defined in the accompanying reconciliation schedules, at the end of the first quarter was 2.8 times. 

 
“The first quarter of this year was particularly challenging with several of the end markets we serve performing below our 
expectations,” said Aaron Jagdfeld, President and Chief Executive Officer. “With an extremely low power outage environment 
and difficult winter weather, shipments of residential products were weaker than expected. In addition, the rapid decline in oil 
and gas related investment coupled with continued softness in capital spending in the telecom sector also had a negative 
impact on our C&I product shipments during the quarter.  
 
Despite a softer demand environment in the near term, we remain focused on driving awareness for our products, expanding 
and developing our distribution, launching innovative new products and controlling costs.” 
 
Additional First Quarter 2015 Highlights 
 
Residential product sales for the first quarter of 2015 were $156.8 million as compared to $164.0 million for the first quarter of 
2014. The decline was primarily driven by a power outage severity environment during the quarter that was well below 
normalized levels and prior year, resulting in fewer shipments of portable generators. Additionally, although shipments for 
home standby generators were approximately flat during the quarter, heavy snow and colder temperatures in certain key 
regions limited growth for the category as installations were slowed by these conditions. 
 
C&I product sales for the first quarter of 2015 were $133.8 million as compared to $157.4 million for the comparable period in 
2014. The decline was primarily due to reduced shipments to telecom national account customers in the current year as a 
result of lower capital spending by certain of these customers and, to a lesser extent, reduced sales into oil & gas markets. 
Partially offsetting these declines were contributions from recent acquisitions and growth in Latin America. 
 



Gross profit margin for the first quarter of 2015 was 32.9% compared to 34.9% in the prior-year first quarter. The decline was 
driven by a number of factors including a temporary increase in certain costs associated with the slowdown of activity in west 
coast ports, unfavorable absorption of manufacturing overhead-related costs, mark-to-market adjustments on commodity 
forward contracts, and the impact from recent acquisitions. These declines were partially offset by a more favorable mix of 
residential products. 
 
Operating expenses for the first quarter of 2015 increased $3.5 million, or 6.4%, as compared to the first quarter of 2014. The 
increase was primarily driven by increased marketing and advertising expenses and the addition of recurring operating 
expenses associated with recent acquisitions. 
 
2015 Outlook Update 
 
As a result of current end market conditions, the Company is revising its prior guidance for revenue growth and adjusted 
EBITDA margins for the full year 2015.  
 
Net sales for 2015 are now expected to be approximately flat as compared to the prior year, primarily the result of a power 
outage severity environment that is expected to remain below normal during the first half of the year, with the assumption of a 
return to more normalized baseline levels of outage activity during the second half.  
 
Adjusted EBITDA for 2015 is also expected to be approximately flat as compared to the prior year, resulting in EBITDA 
margins of approximately 23.0% for the full year. Free cash flow is expected to remain strong for the full year 2015 due to an 
attractive margin profile, low cost of debt, favorable tax attributes and capital-efficient operating model. 
 
“Although market conditions have been difficult so far in 2015, we believe many of these headwinds to be temporary in nature 
as the numerous long-term growth opportunities that impact our business remain firmly in place,” continued Mr. Jagdfeld.  
 
“We have become a more diversified company in recent years, with a strong balance sheet and the capability to generate 
significant free cash flow, providing us with the flexibility to drive our Powering Ahead strategic plan forward.” 
 
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, oil & gas, 
and construction markets, Generac's power products are available globally through a broad network of independent dealers, 
distributors, retailers, wholesalers and equipment rental companies, as well as sold direct to certain end user customers. 
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20) GENERAC SUFFERS AN EARNINGS BROWNOUT 
 Dan Caplinger      www.fool.com  
 
April 30 -- For most companies, tough weather conditions are always a negative. In the power-generator industry, though, 
companies like Generac Holdings have often thrived when bad storms bring power lines down and leave millions of residents 
without electricity from the grid. Still, coming into Thursday morning's first-quarter financial report, Generac investors were 
nervous about the fact that despite the cold winter, relatively few storm events had a major impact on the grid. As it turned 
out, Generac's quarter did fall short of what most investors had expected, but other factors that many wouldn't have thought 
of played a role in holding back the generator maker's results. Let's look more closely at Generac's latest results and what 
they mean for its future. 
 
Generac's first-quarter performance reflected a considerable slowdown for the generator specialist. Revenue of $311.8 
million was down almost 9% from year-ago levels, which was considerably worse than the 5% sales decline that most of 
those following the stock were looking to see. The impact on earnings was even more severe, with adjusted net income 
falling by about a third and earnings per share of $0.49 falling 20% below the consensus estimate among shareholders. 

Neither of Generac's two major product lines performed well. The Commercial and Industrial division suffered the larger 
decline in revenue, with sales dropping 15% as Generac cited a decline in shipments to its customers in two key industries. 



Yet sales were also sluggish on the residential side, with revenue falling more than 4% on weaker than expected levels of 
power outages across its geographical market. In addition, tough winter conditions hampered installation efforts for many 
residential customers, slowing the rate of natural demand for the market. 

Other factors also hit Generac. Gross margins fell 2 percentage points to 32.9%, with Generac having to absorb some costs 
due to the slowdown in key ports on the West Coast. Increased marketing and advertising expenses pushed operating 
expenses up more than 6% from the year-ago quarter. 

CEO Aaron Jagdfeld took a long-term view on responding to the tough conditions. "The rapid decline in oil and gas related 
investment," Jagdfeld said, "coupled with continued softness in capital spending in the telecom sector had a negative impact 
on our [commercial and industrial] product shipments during the quarter." Jagdfeld noted the challenges of having multiple 
end markets perform badly at the same time. 

Even with the winter having fallen short of expectations, Generac thinks that times will get better. As Jagdfeld put it, "Despite 
a softer demand environment in the near term, we remain focused on driving awareness for our products, expanding and 
developing out distribution, launching innovative new products, and controlling costs." 

Still, improvement will take time, and the poor start to the year led Generac to cut its guidance for 2015. Generac now 
expects roughly flat sales for the year, even under the assumption that a slow power-outage environment in the first half of 
2015 will give way to more typical conditions later in the year. Adjusted operating earnings are also likely to see growth 
disappear for the year, according to the company. 

The good news, though, is that Generac has left itself far better diversified than it was in the past. With solid exposure to both 
industrial and residential applications, Generac isn't entirely vulnerable to the vagaries of the weather. 

Still, investors were unhappy with Generac's results, sending the stock plunging 8% in the first two hours of pre-market 
trading following the announcement. Without the storm-driven demand that Generac has had in several past years, the 
company will have to prove to shareholders that it can keep growing even when Mother Nature doesn't make the need for its 
products eminently clear. 
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21) BLACK and DECKER FINED $1.6M FOR DELAYED REPORTING OF LAWN MOWER DEFECT 
` Scott Dance     www.baltimoresun.com 
 
April 29 -- Federal regulators fined Black & Decker $1.575 million for failing to immediately report a defect that allowed some 
cordless electric lawnmowers to start spontaneously, officials announced Wednesday. 
 
Black & Decker did not admit any wrongdoing as part of the agreement with the government, and a company spokesman 
said the dispute was the result of "an honest disagreement" over federal law regarding recalls. 
 
The U.S. Department of Justice alleged that the company, formerly based in Towson but now part of Connecticut-based 
Stanley Black & Decker, received more than 100 complaints from 1998 to 2009 about the mowers starting by themselves or 
continuing to run after their handles were released. But the company did not report the problems to the Consumer Product 
Safety Commission until late 2009, officials said. 
 
In at least two cases, consumers were injured when the mowers started while being cleaned, according to federal officials' 
complaint. 
 
"This dispute represents an honest disagreement over the reporting requirements of the Consumer Product Safety Act," said 
Gregory S. Waybright, the company's vice president for investor and government relations, in an e-mail. "Stanley Black & 
Decker resolved to put it behind us, to resume and maintain our good relations with the CPSC." 
 
Black & Decker and Stanley merged in 2010. 
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22) 2015 – 2016 OPEESA OFFICERS, BOARD, EXECUTIVE DIRECTOR 

 

Outdoor Power Equipment and Engine Service Association 
OPEESA 
Officers and Board of Directors 
2015 - 2016 
 
 
Fname Lname Company  Position/Term 

Jeff Plotka Precision Work 

75 Harbor Road  
Port Washington  NY11050 

 President 

Steve Purdy Oscar Wilson Engine & Parts 

826 Lonestar Drive  
O’Fallon, MO  63366 

 Vice President   Annual 
Meeting Chair 

Ted  Finn Gardner, Inc.  
3641 Interchange Road  
Columbus, OH   43204 

 Sect/Treasurer 

Ron Monroe Hayward Distributing Co.  
4061 Perimeter Drive  
Columbus  OH  43228 

 Past President 

Blair Coates Coates Landscape Supply 

2690 S 2000 W 
Rexburg  ID  83440 

 2016 

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 

Scott Harris Blount International 
4909 SE International Way 
Portland  OR  97222-4679 

 2017 
Manufacturer/ Affiliate Rep. 

David Dollard KPM Exceptional 
926 Route 46 
PO Box N   
Kenvil, NJ   07847 

 2018 

Mark DeShetler Florida Outdoor Equipment 
2691 Dardanelle Drive  
Orlando, FL   32808 

 2018 

Nancy Cueroni OPEESA 

37 Pratt Street 
Essex  CT  06426-1159 

 Executive Director 
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