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At Toro,
Weõve got a good thing growing

Janney Capital Markets

February 24 -25, 2010
www.thetorocompany.com
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Safe Harbor
Å Statements made in this news release, which are forward -looking, are made pursuant to the safe harbor provisions of the Private Securities 

Litigation Reform Act of 1995. Forward -looking statements involve risks and uncertainties that could cause actual results to dif fer materially 

from those projected or implied. These uncertainties include factors that affect all businesses operating in a global market as well as 

matters specific to Toro. Particular risks and uncertainties that may affect the companyõs operating results or overall financia l position at 

the present include: slow or negative growth rates in global and domestic economies, resulting in rising unemployment and wea ken ed 

consumer confidence; the threat of further terrorist acts and war, which may result in contraction of the U.S. and worldwide eco nomies; 

drug cartel -related violence, which may disrupt our production activities and maquiladora operations based in Juarez, Mexico; fluctuations 

in the cost and availability of raw materials, including steel, resins and other commodities; fluctuating fuel and other cost s of transportation; 

the impact of abnormal weather patterns, natural disasters and global pandemics; the level of growth or contraction in our ma rke ts, 

including the golf market; government and municipal revenue, budget and spending levels, which may negatively impact our grou nds

maintenance equipment business in the event of reduced tax revenues and tighter government budgets; dependence on The Home De pot as 

a customer for the residential segment; elimination of shelf space for our products at retailers; inventory adjustments or ch ang es in 

purchasing patterns by our customers; market acceptance of existing and new products; increased competition; our ability to a chi eve the 

profitability goal for our one -year initiative called ò5 in ONE, Back on Course!ó which is intended to improve our after-tax ret urn on sales; our 

increased dependence on international sales and the risks attendant to international operations; credit availability and term s, interest rates 

and currency movements including, in particular, our exposure to foreign currency risk; our relationships with our distributi on channel 

partners, including the financial viability of distributors and dealers; our ability to successfully achieve our plans for an d integrate 

acquisitions and manage alliances or joint ventures, including Red Iron Acceptance, LLC; the costs and effects of changes in tax, fiscal, 

government and other regulatory policies, including rules relating to environmental, health and safety matters; unforeseen pr odu ct quality 

or other problems in the development, production and usage of new and existing products; loss of or changes in executive mana gem ent or 

key employees; ability of management to manage around unplanned events; our reliance on our intellectual property rights and the absence 

of infringement of the intellectual property rights of others; the occurrence of litigation or claims, including the previously disclosed pending 

litigation against the company and other defendants that challenges the horsepower ratings of lawnmowers, of which the compan y is 

currently unable to assess whether the litigation would have a material adverse effect on the companyõs consolidated operating r esults or 

financial condition, although an adverse result might be material to operating results in a particular reporting period. In add ition to the 

factors set forth in this paragraph, market, economic, financial, competitive, legislative, governmental, weather, production and other 

factors identified in Toro's quarterly and annual reports filed with the Securities and Exchange Commission, could affect the forward -looking 

statements in this press release. Toro undertakes no obligation to update forward -looking statements made in this release to ref lect events 

or circumstances after the date of this release. 
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Å In business for over 95 years

ÅApproximately 4,500 employees worldwide

ÅRich history and deep expertise in the care of 

turf and landscapes ðmaintenance equipment to

precision irrigation systems

ÅStrengthening operations through LEAN and DFMA

ÅStrategic Focus:

ð Innovative Products

ðComprehensive Customer Care

ðStrong Relationships

Toro at a Glance
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Portfolio Transformation

Percent of  Net Sales by Segment

Residential 59%
1990 2009

Residential 36%

Professional 41% Professional 64%

Professional business fundamentals:

ÅHigher margins vs. residential

ÅCustomers plan to spend on a fairly regular basis 

ÅMore informed buyer will reward innovation, performance, 

productivity and service relationship
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Fõ09 TotalRevenues

Revenues by Market Revenues by Product
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Residential Segment
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Fõ 09 International Revenues
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Professional Segment

Å Golf Market
ð #1 market share position in Equipment and 

Irrigation (Toro brand)
ð Strong relationships, service, innovation leader

Å Landscape Contractor Market
ð #1 & #2 market position in equipment
ð Toro & Exmark equipment brands

ð Professionals maintaining landscapes for 
residential & commercial properties

Å Sports Fields and Grounds Market
ð Equipment & Irrigation (Toro & Irritrol)

ð Sports fields, govõt, military & institutional 
properties, schools, cemeteries

Å Micro -Irrigation Market
ð Irrigation emission devices to regulate flow of 

drip irrigation for vegetable fields, fruit & nut 
orchards, vineyards

Å Competitors
ð John Deere, Textron (Jacobsen), Rain Bird, 

Hunter, Kubota, Scag, Netafim
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Residential Segment

Å Products to mow, trim, water, and 
clear debris & snow 

ð Our Brands - Toro, Lawn -Boy, Lawn 
Genie, Pope, Hayter

ð Competition ðSears Craftsman, 
Honda, Deere, Briggs and Stratton 
(Snapper, Simplicity), MTD (Cub 
Cadet, Yard Machines, Troy -Bilt), 
Ariens, Black & Decker, Rain Bird

Å Large market, slow growth 

Å Toroõs competitive advantages

ð Product Innovation / Performance

ð Powerful brands

ð Strong servicing dealer network

ð Strong relationships with key 
retailers & channel partners
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International Business

Å All products marketed internationally
ð 32% of total sales from outside the U.S.
ð Brands remain the same

ð Competition - Deere, Textron, RainBird, 
and local country brands

Å Professional Segment

ð Market Leader

ð Strong relationships with key 
influencers and decision -makers 
(architects, superintendents, national 
accounts)

Å Residential Segment

ð Brand is not as strong
ð Shares are smaller

Å Most manufacturing done in North 

America for export

Å Hayter acquisition completed Feb 2005
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Operations

Å Eleven manufacturing facilities, 
mainly in North America

Å Primarily a designer and assembler 

of products

Å Roughly half of manufacturing 
volume located in low -cost plants (El 
Paso TX, Juarez Mexico).  Suited for 
high volume, mass production.

Å Balance of production located in 
mid -western U.S.  Products are 
lower volume, more complex 
assembly .

Å Continued focus on building LEAN 

enterprise
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Sales & Profit History ($ millions)
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Net Sales $ 1,353 1,399 1,497 1,653 1,779 1,836 1,877 1,878 1,523 1523

Net Earnings $ 50.4 59.9 81.6 102.7 114.1 129.0 142.0 120.0 62.8

% of Sales 3.7% 4.3% 5.5% 6.2% 6.4% 7.0% 7.6% 6.4% 4.1%

F'01 F'02 F'03 F'04 F'05 F'06 F'07 F'08 F'09 F'10

Net 
Earnings

Net Earnings are after restructuring charges

Profit After Tax

Estimate
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Key Performance Measures

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

'04 '05 '06 '07 '08 '09

0.0%

10.0%

20.0%

30.0%

40.0%

'04 '05 '06 '07 F'08 F'09

Return on Invested Capital (%)

Significant Share Repurchases

Å$170 M in Fô04

Å$157 M in Fô05

Å$147 M in Fô06

Å$183 M in Fô07

Å$110 M in Fô08

Å$115 M in Fô09

Return on Average Equity (%)

Fõ05 Fõ06 Fõ07 Fõ08 Fõ09

Net cash 
flow 
provided by 
operating 
activities

$174.1 $190.3 $183.6 $215.7 $251.5

Less

Cap Ex
($37.4) ($39.9) ($42.2) ($48.9) ($37.9)

Free Cash 

Flow *
$136.7 $150.4 $141.4 $166.8 $213.6

*Free Cash Flow = Non -GAAP term; reconciliation shown 

above
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Fõ10 1Q Results and Fõ10 Outlook

ÅFõ10 First Quarter results 
ð Revenues down 2.6% compared to LY

ÅResidential segment up 9%
ÅProfessional segment down 7%

Å International business down 2% -- without currency down 9%

ð Gross margin up 30 bps vs. LY

ð SG&A expenses down $8M vs. LY; favorable as a % of sales by 150 
bps

ð Inventory down $48M or 20%

ð Accounts receivable down $131M or 44%
ð EPS of $0.32 vs. $0.18 LY

ÅFõ10 Outlook (as of 2/18/10)
ð 2Q guidance of:

ÅòAbout $1.15ó vs. $1.00 in 2Q of Fõ09

ð Full -year guidance of: 
ÅòComparableó revenues to LY

ÅEPS of òabout $2.15ó -- up 24% vs. LY
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Capital Deployment Priorities

ÅEnsure liquidity

ÅDriving organic growth
ðNew product development 

ÅSteady increases in R&D investment as % of sales

ðNew services and solutions (beyond product)

ðBrand building

ðCustomer Care

ÅStrategic acquisitions
ðRainmaster ® irrigation controllers

ðTurfGuard Ê water sensing technology

ÅReturn to shareholders
ðRegular dividends

ðShare repurchases 
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Driving Shareholder Value

Toroõs Stock Performance vs. S&P 500
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Areas of Focus

ÅOrganic Growth

ðWater technologies

ðZero turn mowing market

ðInternational business

ÅAcquisitions

ðProfessional

ðInternational
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Accelerate our Future

ÅCreate/Move the playing field
ðòThe Toro Experienceó ðProducts plus customer solutions

ð Define and execute a water management strategy

ð Technology to enhance productivity and conservation

ÅMoving beyond products with solutions to problems:
- More productivity - More partnerships

- More prevention - More resource utilization improvement

- More conservation - More environmentally responsible

ÅEnabling technologies for future solutions
ð Monitoring and reporting
ð Sensing
ð Robotics
ð Hybrid and hydrogen power sources

ð Smart Systems ( evapotranspiration , mobile asset tracking, etc.)

òWhat got us here wonõt get us there !ó
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Why Toro is Different

ÅExclusively focused on turf and landscapes

ÅToro is more important to customers

ðMore comprehensive and relational

ÅBring more added -value via innovation and creativity

ðPerformance, Productivity, Environmental

ÅCulture of continuous improvement via engaged 
employees

ÅBetter financial disciplines to combat challenges

Count On It !
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Appendix
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Purpose, Mission and Brand

Purpose
To enable our customers to make their 

outdoor landscapes better.

Mission
To be the leading worldwide provider of outdoor 

landscaping products, support services and 
integrated systems.

Brand Promise
òToro is always there to help you care for your 

landscapes the way you want, when you want, better 
than anyone else.ó
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Our Long Term Goals

ÅBrand Leadership - be #1 or 2 in each of our 

core markets 

Å8% or more average annual sales growth

ÅNet Earnings > 7% of net sales, leadership in 

peer group 

ÅConsistent double digit earnings growth

ÅReturn on Invested Capital > 20%

ÅAverage working capital as percentage of 

sales òin the teensó
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Driving Continuous Improvement

ÅGoal to achieve
5% PAT

ÅFocus on cost
ñright sizingò

ÅSignificant gross

margin improvement

ÅMinimal revenue
growth

ÅGoal to achieve
ñ6%+ò PAT

ÅGoal to drive 8% 
3 year compound
revenue growth

ÅBegan LEAN journey

ÅSGA leveraging

ÅCommodities affect 
gross margins

ÅAchieved 7.0% PAT

Å3 year compound
revenue growth of 7.1%

Fô01 ïFô03

Fô04 ïFô06

Fô07 ïFô09

ÅGrowth is firsté

�9 Goal to drive 3 year
compound revenue
growth of 8%

�9 New strategic and 

business development
resource in place

ÅContinue building LEAN

enterprise

�9 Goal to achieve ñ7%+ò
PAT 

�9 Working capital as % of

sales ñin the teensò


