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This presentation contains statements that may be considered “forward-looking statements” within the 
meaning of the Private Securities Litigation Reform Act of 1995.  These forward-looking statements are 
not historical facts and represent only the Company’s beliefs and expectations.  Forward-looking 
statements involve known and unknown risks and uncertainties, which may cause the Company’s actual 
results in future periods to differ materially from forecasted results.  Among those factors which could 
cause actual results to differ materially are the following:  market demand, competition, weather, 
seasonality, financial issues, and other risks and uncertainties, including (but not limited to) those 
described under the caption “Forward-Looking Information” in Part I, Item 1 and Item 1A of the 
Company’s Annual Report on Form 10-K for the year ended December 31, 2011 as well as other risks 
and uncertainties listed from time to time in the Company’s SEC reports.  The Company does not 
undertake any obligations to update the information contained herein, which reflects management’s 
beliefs and expectations only as of this date. More information about factors that potentially could 
affect Alamo Group’s financial results are included in the Company’s public filings. This presentation also 
contains non-GAAP financial measures.  These measures are included to facilitate meaningful 
comparisons of our results to those in prior periods and future periods and to allow a better evaluation 
of our operating performance, in management’s opinion.  Our reference to these non-GAAP measures 
should not be considered as a substitute for results that are presented in a manner consistent with 
GAAP.  These non-GAAP measures are provided to enhance investors overall understanding of our 
financial performance.   

Safe Harbor 
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ÅAlamo Group is a global leader in the design and manufacture of 
high quality  agricultural equipment for farms and ranches and 
infrastructure maintenance equipment for governmental and 
industrial markets. 

 

ÅOur products include tractor mounted mowing and other 
vegetation maintenance equipment, excavators, street sweepers, 
vacuum trucks, snow removal equipment, zero turn radius mowers, 
agricultural implements and related after-market parts and services.  

 

ÅWe sell our products primarily through an international network of 
independent dealers and distributors to  governmental end users and 
related contractors, as well as to agricultural, commercial turf and 
other similar markets. 

Corporate Profile 
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ÅFounded in 1969 
ÅThree Operating Divisions 
ÅNorth American Industrial 
ÅNorth American Agricultural 
ÅEurope 

ÅCorporate Headquarters – Seguin, Texas 
Å18 manufacturing locations in the U.S., Canada, England, France 
 and Australia 
ÅApproximately 2,460 employees as of March 31, 2012 
ÅPrimarily sell through a worldwide network of over 5,500 
 independent dealers and distributors 
ÅInitial public offering in 1993 
ÅTraded on the New York Stock Exchange (Symbol: ALG) 
ÅQuarterly dividend paid since 1993 - current annual rate $0.24  

 
 

About Alamo Group 
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Corporate Governance 

Alamo Group is dedicated to enhancing shareholder value over the 
long term in a manner that is consistent with high ethical standards and 
good corporate governance.  We have implemented policies and 
procedures that are designed to support this commitment which apply 
to all of our directors, officers and employees worldwide.  These policies 
reflect our expectation that our Company always acts with integrity in a 
legal, ethical and responsible way for the benefit of our customers, 
employees and shareholders.  Our Corporate Governance Guidelines, 
Code of Business Conduct and Ethics  and Board Committee Charters can 
be found under the “Our Commitment” tab of our website, Alamo-
Group.com. 
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Sales & Earnings History 

(U.S. $ millions) Net Sales Net Earnings 
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2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Sales 246 259 279 342 368 456 504 557 455 539 604

Net Earnings 10.8 6.4 8.0 13.4 11.3 11.5 12.4 11.0 18.6 21.1 32.1
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Sales by Division 

(U.S. $ Millions) 
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Å Tractor mounted mowers, street sweeping equipment, excavators, vacuum trucks, snow 
 removal equipment and replacement parts 

 

Å Equipment for maintenance on and around highways, airports, military installations, recreational 
 areas, commercial landscape and other specialty markets 

 

Å Sold direct and through approximately 550 independent dealers and distributors 
 

Å End-Users 
∙ State, county and local authorities and other governmental agencies in the United States  
  and internationally 
∙ Contractors 
∙ Other specialty markets 

 

Å Marketed under Alamo Industrial®, Terrain King®, Tiger™, Schwarze®, Nite-Hawk™, Gradall®, 
 VacAll®, Henke®, Tenco® and other brand names 

North American Industrial Division 
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http://www.gradall.com/
http://www.tiger-mowers.com/
http://www.terrainking.com/
http://www.schwarze.com/
http://www.henkemfg.com/
http://www.vacallindustries.com/
http://www.nitehawksweepers.com/


Industrial Products 

Wheeled Excavator Boom Mounted Mower 

Catch Basin Cleaner  

Twin Side and Rear Mounted Mowers 

Snowplow  Regenerative Air Street Sweeper 
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Å Tractor powered mowers, tillage implements, post hole diggers, scraper blades, rock pickers, front-
 end loaders and backhoes, snow blowers, zero turn radius mowers, hayrakes and tedders, other  ag 
 implements, related replacement parts and other agricultural aftermarket wear and spare parts 

 

Å Clear brush, maintain pastures and unused farmland, shred crop stubble, hay-making, tillage, 
 rock removal and general farm operations 

 

Å Sold primarily through approximately 3,100 dealers, distributors and other Original  Equipment 
 Manufacturers 

 

Å End-Users 
∙ Farmers 
∙ Ranchers 
∙ Mowing contractors 
∙ Hobby farmers 
∙ Other specialty markets 

 

Å Marketed under Bush Hog®, Rhino®,  Earthmaster®, Schulte®,  Herschel ™, Valu-Bilt®  and other 
 brand names 

North American Agricultural Division 
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http://www.schulte.ca/
http://www.bushhog.com/
http://www.servis-rhino.com/
http://www.earthmastertillage.com/
http://www.herschel-adams.com/
http://www.valu-bilt.com/


Agricultural Products 

Tillage Implement Flex Wing Rotary Cutter Zero Turn Radius (ZTR) Mower  

42 foot Rotary Cutter Swift Rake Front-End Loader 
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Å Hedge and grass cutters, front-end loaders and backhoes, mowers, cultivators, and other ag 
 implements, vacuum trucks, jetting systems, trenchers and related replacement parts 

 
Å Sold direct and through approximately 2,000 dealers and distributors 

 
Å End-Users 

∙ Agricultural markets 
∙ Governmental agencies 
∙ Contractors 
∙ Other specialty markets 

 
Å Marketed under Bomford®, McConnel®, Twose™, Spearhead ™, Rousseau ™, SMA®, Faucheux ™, 
 Forges Gorce ™ , Rivard® and other brand names 

 

European Division 
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http://www.bomford-turner.com/
http://www.faucheux.fr/
http://www.forges-gorce.fr/
http://www.rousseau-web.com/
http://www.mcconnel.com/
http://www.rivard.fr/
http://www.sma-fr.com/
http://www.spearhead.uk.com/
http://www.twose.com/


European Products 

Flail Mower 

Embankment Mower Tri-wing Rotary Cutter  Hedge Mower 

Vacuum Truck  Trencher 
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Strategic Objectives 

Organic  

Growth 

Strategic 

Acquisitions 

Continuous 

Operational 

Improvement 
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Organic Growth 

ÅObjective is to grow organically at rates in excess of core market 
growth rates   
 

ÅOrganic Growth is driven by: 
Å Product development  
Å Geographical expansion 
Å Cross selling opportunities 
Å Strength of multiple distribution networks 
Å Pricing leadership 
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Continuous Operational Improvement 

Objective is to continuously improve our operating efficiencies by: 
 

ÅManufacturing consolidation 
Å Fewer bigger plants 

 

ÅCapital investment focused on cost reduction 
Å More automated processes 

 

ÅGlobal group purchasing initiatives 
Å Take advantage of our total group scale  

 

ÅLean manufacturing 
Å Reduce lead times and inventory 
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Continuous Operational Improvement 

_____________________ 

Source:  Alamo Group audited financial statements 

(1) Operating Income excludes Gain on Bargain Purchase and Goodwill Impairment . 

(2) Free Cash Flow equals EBITDA (excluding Gain on Bargain Purchase and Goodwill Impairment) less Capital Expenditures. 

(3) Net Operating Assets equals the sum of Accounts Receivable, Inventories, Prepaid Expenses and Net Property, Plant & Equipment, less Accounts Payable and Accrued Liabilities. 

(4) Net Debt equals the greater of  (a) the amount that Long Term Debt (including current maturities) exceeds Cash and cash equivalents or (b) zero. 
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Strategic Acquisitions 
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Alamo Group looks to acquire businesses or products that command or 
have potential to be major players in their niche markets and are 
complimentary to Alamo’s existing range.  We target three specific types of 
acquisitions. 

 
Å Consolidation of similar products in current markets 

 
Å New products that are complimentary to the markets and customers   

we currently serve 
 

Å Similar products to those we currently offer in new geographical     
markets 



Alamo Acquisitions 

Market Share Consolidation 

Complementary Products for 

Existing Channels 

Expanding Market Coverage & 

Global Reach of Existing 

Product Lines 

Schulte, Twose, Valu-Bilt, 

Rousseau, Spearhead, Tenco, 

Nite-Hawk, Bush Hog 

Schwarze, Twose, Schulte, 

Gradall, Vacall, Henke, Tenco 

Schulte, Faucheux, Spearhead, 

Rivard, Tenco  

Type of Acquisition Acquisition Target 
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ÅAn integrated strategy for long-term revenue and earnings 
growth 
 

ÅLeadership position in niche markets 
 

ÅA growing demand for agricultural attachments 
 

ÅStability in government spending on infrastructure maintenance 
 

ÅFinancial strength to support strategic objectives 
 
 

Why Alamo, Why Now? 
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A Recipe for Growthé 

Continuous 
Operational 

Improvement 

Organic 

Growth 

Strategic 
Acquisitions 

Continuous Operational Improvement 
provides financial strength to fund 
Strategic Acquisitions 

Strategic Acquisitions provide scale 
efficiencies & purchasing power which 
aid Operational Improvement 

Continuous Operational Improvement 
leads to greater efficiency and drives 
performance to benefit Organic Growth 

Organic Growth sustains margins, 
allowing Operational Improvements to 
increase shareholder returns 

Strategic Acquisitions consolidate share, expand 
geographic reach & provide complementary 
products  to fuel Organic Growth 
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Organic Growth strengthens market 
leadership and expands Strategic 
Acquisition opportunities 



In North Americaé 

Sources: US Census Bureau  and usgovernmentspending.com. 

Relatively stable government  

spending on infrastructure  

maintenanceé 

Growing US farm income  

drives demand for  

agricultural equipment ... 

Source: US Department of Agriculture 
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Source: EU Eurostats 

While in Europeé 
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A Stronger Agricultural Market and Steady Government Spending 

 Help Stabilize Demand for Alamo Group Products... 



Income Statement 
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(in  U.S. $ thousands) 3/31/12 3/31/11 12/31/11 12/31/10 12/31/09

Revenue 155,911$     140,715$   603,593$   538,548$   454,825$   

Gross Margin 35,238$       31,901$      135,085$   116,914$   94,561$     

% of Revenue 22.6% 22.7% 22.4% 21.7% 20.8%

Operating Expenses 24,245$       22,560$      92,347$     86,041$     76,100$     

EBIT 10,993$       9,341$        48,585$     30,873$     34,534$     

% of Revenue 7.1% 6.6% 8.0% 5.7% 7.6%

Depreciation & Amortization 2,550$         2,715$        10,606$     11,275$     8,848$        

Net Income 6,785$         5,667$        32,070$     21,117$     18,633$     

% of Revenue 4.4% 4.0% 5.3% 3.9% 4.1%

Diluted Earnings Per Share 0.56$           0.47$          2.68$          1.78$          1.80$          

Adjusted Diluted Earnings Per Share 
(1)

0.56$           0.47$          2.39$          1.78$          1.11$          

EBITDA 
(2)

13,543$       12,056$      59,191$     42,148$     43,382$     

Adjusted EBITDA 
(3)

13,543$       12,056$      53,344$     42,148$     27,309$     

(1)Adjusted EPS Is a non-GAAP financial measure that excludes the after-tax effect of gain on bargain purchase and goodw ill impairment

(2)EBITDA is a non-GAAP financial measures defined for this purpose as the sum of EBIT and depreciation and amortization

(3)Adjusted EBITDA is a non-GAAP financial measures that excludes the pre-tax effect of the gain on bargain purchase and goodw ill impairment

Three Months Ending Fiscal Year Ending



Balance Sheet 
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(in  U.S. $ thousands) 
3/31/12 3/31/11 12/31/11 12/31/10 12/31/09

Current Assets 345,542$     309,136$   276,123$   265,060$   263,727$   

Total Assets 451,045$     416,922$   380,935$   370,983$   379,957$   

Current Liabilities 90,583$       89,840$      75,693$     79,189$     79,816$     

Working Capital 254,959$     219,296$   200,430$   185,871$   183,911$   

Total Debt 56,784$       48,641$      9,811$        25,425$     49,789$     

Total Debt Net of Cash 18,926$       20,258$      (477)$          (4,818)$      32,015$     

Shareholders' Equity 287,156$     262,733$   276,658$   253,260$   263,919$   

Total Debt as a % of Capitalization 16.5% 15.6% 3.4% 9.1% 15.9%

Total Debt Net of Cash as a % of Capitalization 6.2% 7.2% -0.2% -1.9% 10.8%

Net Cash provided (used) by Operating Activities (17,701)$      (23,965)$    10,915$     41,877$     72,086$     

Capital Expenditures 1,684$         1,433$        6,369$        4,980$        3,453$        

Dividends Paid 712$            710$           2,845$        2,826$        2,399$        

Three Months Ending Fiscal Year Ending



Contact Information 

 Corporate Office 
 1627 E Walnut St., Seguin, Texas 78155 
 

 Ron Robinson, President & CEO 
Phone: 830-372-9615 
Email: rrobinson@alamo-group.com 
 

Dan Malone, Executive Vice President & CFO 
Phone:  830-372-9581 
Email:  dmalone@alamo-group.com 
 

Bob George, Vice President, Secretary & Treasurer 
Phone:  830-372-9621 
Email:  bgeorge@alamo-group.com 
 

Public Relations Firm:  FTI Consulting, Inc. 
Contacts:  Eric Boyriven/Alexandra Tramont 
Phone:  212-850-5600 
Email:  Eric.Boyriven@fticonsulting.com 
             Alexandra.Tramont@fticonsulting.com 
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We clear the way ... 


