




HBB:
• Strong heritage brands with leading market shares
• Strong relationships with leading retailers
• Highly professional and experienced management team
• Successful track record of product line expansion and new

product innovation
• Industry-leading working capital management

Kitchen Collection:
• Highly analytical merchandising skills and disciplined 

operating controls
• Two well-established, complementary retail store formats–

Kitchen Collection® and Le Gourmet Chef®

NACoal:
• Coal mines provide steady income and cash flow before

financing activities and high returns on equity
• Contracts are structured to minimize exposure to market

fluctuations of coal prices
• 2.3 billion tons of lignite coal reserves, of which 

approximately 1.1 billion tons are committed to current
customers

• Outstanding operational and technological mining skills
• Highly efficient heavy equipment utilization
• Excellent record of environmental responsibility and 

employee safety

Competitive Advantages

NMHG: 
• Leading market share positions in the Americas and

worldwide
• Highly recognized Hyster® and Yale® brand names
• Large installed population base of lift trucks; an estimated

785,000 Hyster® and Yale® lift trucks in operation 
worldwide

• Highly diverse customer base with more than 600 different
end-user applications in more than 700 industries

• Comprehensive global product line
• Strong dealer network
• Industry-leading national account coverage in the Americas
• Globally integrated operations with significant economies

of scale

Financial Objectives

NMHG:
Achieve a minimum operating
profit margin target of 9 percent
at the peak of the market cycle,
and an average operating profit
margin of 7 percent mid-cycle

HBB:
Achieve a minimum operating
profit margin target of 10 percent

Kitchen Collection:
Achieve a minimum operating
profit margin target of 5 percent 

NACoal:
Earn a minimum return on 
capital employed of 13 percent,
attain positive Economic 
Value Income from all existing
consolidated mining operations
and any new projects, maintain
or increase the profitability of
all existing unconsolidated
mining operations and achieve
substantial income growth by
developing new mining ventures

Key Strategies

NMHG:
• Innovation in our products and services

- Lowest cost of ownership
- Application-focused solutions

• Quality and efficiency
- Improve operational effectiveness while delivering high-quality products
- Continually reduce manufacturing and supply chain costs
- Manufacturing in market of sale

• Sales and service excellence
- Independent dealer networks with dual brand representation if dealerships

meet criteria
- Strong national account direct sales group to support large, geographically

dispersed customers
• Global coverage with local tailoring of products, services, processes and systems
• Organizational excellence

- People and processes development

NACoal:
• Mining and reclamation expertise

- Innovative and low cost
- Equipment maintenance
- Efficient processes and systems

• Safety focus
• Long-term partnerships with current and future customers
• New business opportunities

- Domestic and international
- Coal and value-added mining services

• Organizational excellence
- People development
- Highly disciplined mine management teams

Kitchen Collection:
• Unique, high-quality, widest variety of affordable products in creative 

store environments
• Store improvement and expansion

- Kitchen Collection® outlet and traditional mall expansion
- Le Gourmet Chef® outlet mall focus
- Internet channel expansion

• Cost control
- Continually reduce store and warehousing costs
- Control capital costs

• Partnerships with our suppliers
• Organizational excellence 

- People and processes development

HBB:
• Innovation in our products

- Invest in deep understanding of consumer and customer needs
- Leverage engineering expertise worldwide to develop innovative solutions that

improve everyday living
• Sales and marketing excellence

- Professional and efficient sales and marketing teams, processes and systems
- Building brand equity of our current brands and increasing the number of brands

• Quality and efficiency
- Ensure operational excellence while delivering high-quality products
- Continually reduce supply chain costs

• Partnerships with our customers and suppliers
• Organizational excellence

- People and processes development

NACCO Industries, Inc. is an operating holding company with subsidiaries in the following principal 
industries: lift trucks, small appliances, speciality retail and mining. In 2011, total revenues were 
$3.3 billion and net income* was $162.1 million.







NMHG, HBB and NACoal all had

strong returns on capital employed(3)

(“ROTCE”) on a net debt basis of 26.4 

percent, 27.7 percent and 17.1 percent, 

respectively, with only Kitchen Collection

falling below an acceptable level at 3.1 

percent. Consolidated NACCO’s ROTCE, 

excluding the Applica litigation settlement,

was 22.2 percent.

In addition to the substantial increase

in net income, each of NACCO’s subsidiaries

generated strong positive cash flow before

financing activities totaling $122.5 million

in 2011, much higher than the $57.3 

million generated in 2010. Also during

2011, NACoal put in place a favorable

credit agreement and paid substantial

dividends of $72.9 million to NACCO, while

HBB voluntarily prepaid $60 million on its

term loan. NACCO will continue to focus 

on maximizing cash flow before financing 

activities and expects continued strong

cash flow generation from all businesses

in 2012. 

NACCO’s stock price, like the overall

stock market, has been very volatile in the

past year – reaching as high as $132.69

in February 2011 and as low as $56.53 in

October 2011, with an average of $91.56

for the year. Given the Company’s strong

position in the industries it competes in,

NACCO hopes for enhanced valuation as 

it continues to successfully execute its

strategies to enable its subsidiaries to

reach their financial targets. NACCO’s

Board of Directors in November 2011 

approved the repurchase of up to $50 

million of the Company’s outstanding

Class A common stock. The authorization

for the repurchase program expires on 

December 31, 2012. The share repurchase

program does not require the Company 

to acquire any specific number of shares. 

As of December 31, 2011, NACCO had

purchased 24,406 shares at an average

price of $84.53 per share. 

Market conditions for NACCO’s 

subsidiaries are moderating or uncertain

at this time and each subsidiary is 

proceeding cautiously and monitoring 

conditions closely. The global lift truck

market is expected to moderate in 2012,

resulting in volumes at NMHG comparable

to 2011. While continued improvement 

in consumer confidence is expected, 

selling to the mass-market consumer is 

expected to remain challenging at HBB

and Kitchen Collection. In addition, rising

commodity costs are expected to create

margin pressures at HBB and NMHG 

since recovering these cost increases

through price increases in the prevailing

market conditions will be challenging. 

Coal deliveries are expected to be higher

in 2012, provided NACoal’s customers 

continue to achieve currently planned

power plant operating levels, but the lime-

rock market in southern Florida is expected

to continue to be depressed by weak local

housing and construction markets. In light

of these anticipated market conditions,

the Company expects earnings at NMHG

to be down compared with 2011 but up

modestly at the other subsidiaries, resulting

in an overall decrease in consolidated

earnings, excluding the Applica settlement.

Subsidiary Financial Objectives 
Each of NACCO’s subsidiary companies

has specific long-term financial objectives

(see below for specific goals). In 2011, 
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now focused on continuous improvement.
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Outlook for 2012
NACoal remains focused on safety,

environmental compliance and continuous

improvement programs. These well-estab-

lished programs provide a solid foundation

for all of its coal and limerock mines. 

NACoal expects improved operating 

performance at its coal mining operations

in 2012. Tons delivered are expected to

be slightly higher than 2011 provided

customers achieve currently planned power

plant operating levels. The company is

optimistic the issues affecting the power

plant served by the Mississippi Lignite

Mining Company (“MLMC”) have been 

substantially resolved, returning MLMC to 

a more regular production state in 2012.

However, some additional improvements to

the power plant operations are still expected

during the upcoming year. The unconsoli-

dated project mines are expected to have

steady, or perhaps slightly increased, 

requirements in 2012. Limerock deliveries

are expected to decrease modestly in 2012

as customer requirements are expected 

to be lower as a result of the continued

weakness in the southern Florida housing

and construction markets. Royalty and

other income in 2012 is expected to be

moderately higher than 2011.

NACoal’s primary focus in 2012 is 

the execution and implementation of the

projects it currently has in development.

NACoal has four mines in development

stages that will not be in full production for

several years but are expected to continue

to generate modest income in 2012. Liberty

Fuels is in the development phase and 

is eventually expected to produce approxi-

mately 4.8 million tons of lignite coal 

annually for Mississippi Power Company’s

new Ratcliffe power plant currently being

built in Mississippi. While completion of

the project is still contingent on resolving

legal challenges to regulatory approvals 

for the power plant, the project is currently

on track for initial deliveries to commence

in early 2014. Caddo Creek Resources

Company is in the permitting stage of a

project in Texas for which it expects to

mine approximately 650,000 tons of coal

annually for a customer that currently
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the Le Gourmet Chef® format and layout,

but these improvements were not fully 

implemented by the end of 2011. Opera-

tionally, Kitchen Collection ended the year

with enhanced store formats, which are

expected to improve performance in 2012,

especially when customer visits improve.

Outlook for 2012
Uncertainty in the economy, high 

unemployment rates and rising fuel prices,

along with other consumer financial 

concerns, are expected to continue to affect

consumer sentiment and limit spending

levels for Kitchen Collection’s target 

customer, prolonging a challenging retail

environment in 2012. However, the 

company expects to have an increased

number of Kitchen Collection® stores in

2012. As a result, Kitchen Collection 

expects revenue in 2012 to increase 

compared with 2011.

Overall, Kitchen Collection expects 

a modest increase in 2012 net income

and cash flow before financing activities

compared with 2011 primarily as a result

of an increase in the number of Kitchen

Collection® stores opened throughout 2011

and new stores expected to be opened in

2012, including some mall-based stores

with a smaller footprint and lower rent.

Kitchen Collection expects the momentum

achieved by the new stores in the fourth

quarter of 2011 to continue in 2012 

and expects improvements in operating

results as new stores opened in 2011

gain traction and additional new stores

are opened in 2012. In addition, Kitchen 

Collection anticipates improvements 

in operating results as the company 

continues its disciplined program of 

closing underperforming stores. 

Enhanced sales and margins are also

expected as a result of further improve-

ments in the company’s store formats and

layouts at both the Kitchen Collection®

and Le Gourmet Chef® stores as a result 

of further refinements of its promotional

offers and merchandise mix in both store

formats. In 2011, Kitchen Collection®

tested a refreshed layout and achieved

positive performance with this prototype.

The new layout will be rolled out to a large

portion of the stores in 2012. In addition,

during the year, the company invested 

significant time and resources in developing

a Le Gourmet Chef® prototype that is 

anticipated to enhance profit prospects.

Initial results are encouraging, and the

new prototype, with an improved product

assortment, is expected to be rolled out 

to all stores during 2012. In addition to 

the new formats, Kitchen Collection has

also created value and trend messaging

specific to each store format to enhance

sales. Finally, the renegotiation of store

leases and the combination of Kitchen

Collection’s two distribution centers into

one larger, more efficient facility, as well as

the absence of a number of costs incurred

in 2011 but not expected to recur in 2012,

are also expected to contribute to improved

results. Although the company anticipates

increased product and transportation costs

in 2012, it expects to offset these increased

costs through price increases and other

actions as needed.

Longer-Term Perspective
Kitchen Collection’s vision is to be the

leading specialty retailer of kitchen, home

entertaining and gourmet food products 

in outlet malls and other retail channels

for consumers seeking a large selection 

of unique, high-quality products at excep-

tional value. It sources products globally

from China, Taiwan, Indonesia, Vietnam

and India, as well as North America. The

company’s core strength is its Kitchen 

Collection® store format in outlet malls, but

it has two solid store formats and plans to

leverage this strength with strong, separate

brand identities for each.

The Kitchen Collection® store format

is strong and Le Gourmet Chef® continues

to improve. Going forward, management’s

plans for revenue and profitability growth

will focus on further strengthening its 

merchandise mix, store displays and 

appearance, optimizing store selling space,

evaluating and closing underperforming and

loss-generating stores as lease contracts

permit and maintaining disciplined cost

control. The company also plans to expand

the number of outlet malls in which Kitchen

Collection® and Le Gourmet Chef® operate

and to optimize store footprint sizes to 

enhance its ability to achieve target profit

levels. The company also plans to continue

to work on refining a traditional mall 

approach for both store formats which 

focuses on a smaller store footprint and

which takes advantage of open locations

and lower rents. In the near term, expansion

will be focused on the Kitchen Collection®

format. When adequate profit prospects

are demonstrated for the Le Gourmet

Chef® format, focus will shift to growth in

the number of these stores. 

With improvements already 

implemented or in planning, the Kitchen 

Collection® stores are expected to achieve

higher margins in 2012, but are still not

expected to achieve the long-term operating

margin target of 5 percent until 2014. 

Le Gourmet Chef® stores are not expected
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Calculation of Return on Capital Employed:

2011
2011 Average Equity (12/31/2010 and each of 2011’s quarter ends) . . . . . 
2011 Average Debt (12/31/2010 and at each of 2011’s quarter ends) . . . . 
2011 Average Cash (12/31/2010 and at each of 2011’s quarter ends) . . . . 
2011 Average capital employed, net of cash . . . . . . . . . . . . . . . . . . . . . . . . . . . 

2011 Net income, as reported . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Less: Applica settlement, after taxes of $21.0 million . . . . . . . . . . . . . . . . . . . 
Plus: Applica litigation costs, after taxes of $1.0 million . . . . . . . . . . . . . . . . . 
Plus: 2011 Interest expense, as reported . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Less: Income taxes on 2011 interest expense at 38%*. . . . . . . . . . . . . . . . . . 
Return on capital employed . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Return on capital employed percentage . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

2010
2010 Average Equity (12/31/2009 and each of 2010’s quarter ends) . . . . . 
2010 Average Debt (12/31/2009 and at each of 2010’s quarter ends) . . . . 
2010 Average Cash (12/31/2009 and at each of 2010’s quarter ends) . . . . 
2010 Average capital employed, net of cash . . . . . . . . . . . . . . . . . . . . . . . . . . . 

2010 Net income, as reported . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Plus: Applica litigation costs, after taxes of $6.6 million . . . . . . . . . . . . . . . . . 
Plus
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Yale Global: 
    www.yale.com
         Yale North America: 
             www.northamerica.yale.com
         Yale Latin America: 
             www.southamerica.yale.com
         Yale Europe: 
             www.yale-forklifts.eu
         Yale Asia-Pacific:
            www.yale.com.au
UTILEV: 
    www.utilev.com
Hamilton Beach Brands–U.S.:
   www.hamiltonbeach.com 
    www.proctorsilex.com
   www.commercial.hamiltonbeach.com
Hamilton Beach Brands–Mexico:
   www.hamiltonbeach.com.mx 
Kitchen Collection:
   www.kitchencollection.com
   www.legourmetchef.com
North American Coal:
   www.nacoal.com

Stock Exchange Listing
The New York Stock Exchange
Symbol: NC

Investor Relations Contact
Investor questions may be addressed to:

Investor Relations
NACCO Industries, Inc.
5875 Landerbrook Drive, Suite 300
Cleveland, Ohio 44124
(440) 449-9669
E-mail: ir@naccoind.com

NACCO Industries Website
Additional information on NACCO Industries
may be found at the corporate website,
www.nacco.com. The Company considers
this website to be one of the primary
sources of information for investors and
other interested parties. 

Subsidiary Company Websites
The websites of several subsidiary 
companies and their brands can be found
at the following locations:

NACCO Materials Handling Group:
   www.nmhg.com
Hyster Global:
   www.hyster.com
         Hyster North America:
             www.hysteramericas.com
         Hyster Europe: 
             www.hyster.co.uk
         Hyster Asia-Pacific: 
             www.hyster.com.au
         Hyster China: 
             www.hyster.com.cn

Annual Meeting
The Annual Meeting of Stockholders of
NACCO Industries, Inc. will be held on 
May 9, 2012, at 9:00 a.m. at the corporate
office located at: 5875 Landerbrook Drive,
Cleveland, Ohio 44124

Form 10-K
Additional copies of the Company’s Form
10-K filed with the Securities and Exchange
Commission are available free of charge
through NACCO Industries’ website
(www.nacco.com) or by request to:

Investor Relations
NACCO Industries, Inc. 
5875 Landerbrook Drive, Suite 300  
Cleveland, Ohio 44124
(440) 449-9669

Stock Transfer Agent and Registrar
Computershare
250 Royall Street
Canton, Massachusetts 02021
(800) 622-6757

Legal Counsel
Jones Day
North Point
901 Lakeside Avenue
Cleveland, Ohio 44114

Independent Registered Public
Accounting Firm

Ernst & Young LLP
1300 Huntington Building
925 Euclid Avenue
Cleveland, Ohio 44115

Corporate Information

Environmental Benefits
This Annual Report on Form 10 K is printed using post consumer waste recycled paper and vegetable based inks.  

By using this environmental paper, NACCO Industries, Inc. saved the following resources: 

The FSC Trademark identifies wood fibers coming from forests which have been certified in accordance with the rules of the Forest Stewardship Council.

5,575 lbs.
solid waste

not generated

4,575 lbs. net
greenhouse

gases prevented 

35,020,000
BTUs energy

not consumed 

143 lbs. water
borne waste 
not created 

42,927 gal.
wastewater
flow saved 

64 trees  pre
served for the

future






