
number since the “good old days” prior to 
the 2008/2009 deep recession. The sales 
highlight for the quarter was USA Industrial.                                                                           
Mike’s team increased sales by 18.4% (6.8% ytd).

3rd Quarter Sales-out-of-Clarence increased 
13.5%, which improved the ytd performance to 
+5% over 2016!. 

After realizing exceptional growth last year, 
Europe and India grew at a more modest pace 
over and above last year’s record sales. Both 
regions are expecting a strong finish to the year.

Our total Global Sales grew 15.4% in June, 
9.4% for the quarter resulting in ytd growth of 
3.5%. This is a remarkable turnaround from the 
beginning of the fiscal year.

I want to thank all of you for making this a 
special year. It has been real TEAMWORK. 

Our future looks bright and that’s exactly what  
I told our business partner.

Each member of our global direct sales team is 
equipped with a Performance Assurance Case.  
This case allows us to audit a workstation with 
the goal of optimizing that workstation. We are 
able to evaluate the current tools being used, 
cut rates, hoses (length and I.D.), couplers, 
plugs, manifolds, lubrication and filtration.  
We will identify the pinch points and make 
recommendations that will result in reducing  
the overall process time. These improvements 
will provide a significant cost savings for the  
end user.

Can Dynabrade quantify the value that we are 
bringing to the market?

Absolutely! Two months ago we released 
Dynabrade’s Cost Savings Program. Our sales 
teams are equipped with a protocol to guide 
them through this process, literature and a web 
based template that will generate a three page 
deliverable that outlines the savings we are 
providing to the end user. Having this program 
allows us the opportunity to strengthen current 
partnerships and create new ones.

See PROVIDING SOLUTIONS on page 2 for more

“LINKING COMPANY NEWS TO EMPLOYEES”

See Dynabrade India on Page 3 for article

Buffalo Niagara Partnership Visit
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During a recent business trip, one of our trading 
partners asked me, “How is your business?”.  
I could have 
given him 
the short, 
somewhat 
expected, 
answer of 
“Pretty Good” 
but I decided 
to provide a 
more detailed 
answer 
because, 2017 
has been the 
most unusual year that I have experienced over 
my 30+ years in business. 

Our first quarter (October -December 2016) 
was plagued with Sage start-up issues. The                                      
US manufacturing industry was sputtering 
along awaiting the outcome of our presidential 
election. The combination resulted in a poor 
quarter with sales down 6.2% globally and 
6.9% for sales-out-of-Clarence. I’ll be the 
first one to admit that it was a disappointing 
performance.

“In May the Dynabrade Orbital cell set a 
new company record for most random 

orbital sanders build in a month by 
surpassing the 10,000 Orbital mark!”

“I didn’t realize Dynabrade had or does that.”  
This is a very common phrase that I have 
been hearing as I have been speaking with 
distributor management. It is true that we are 
very well known for the Dynafile® and Random 
Orbital Sanders, however when it comes to 
understanding the value that Dynabrade brings 
to the market there is a knowledge gap. Due to 
the initiatives that we have been investing in  
we are now starting to change the way we  
speak about our company. We are advancing  
into consultative selling.

It is no longer good enough to just release a new 
high quality product and expect the market to 
receive it with open arms. Distributors and end 
users want to know the answers to the following 
questions when they are selecting new partners:

Are you able to improve the working conditions 
for the operator? Can you help us reduce the 
process time for a particular operation? Can you 
quantify the value that you are bringing to the 
table?

Dynabrade can answer each of these questions 
with a resounding YES! 

Things changed dramatically during our second 
quarter (January – March). We launched many 
of our new programs, added a new rep group, 
prepared for the Extreme launch and the US 
manufacturing industry improved. These factors 
resulted in a very strong quarter with global 
sales up 7.2% and Clarence sales up 8.1%.  
The best part of it all was the fact that the 
growth was powered by new orders building 
excitement in our team. The strong performance 
offset the poor showing during the first quarter. 
Year to date results improved accordingly 
finishing about even with last year at the end 
of March. 

The positive momentum accelerated during the 
3rd quarter. Our production team stepped up 
to the “new normal” accepting the challenge 
by answering it with more overtime. Year to 
date our team collectively worked over 17,500 
hours of overtime! THANK YOU! We hired 15 
new people to strengthen our production team. 
Our Extreme ROS launch could not have been 
more successful with more than $600,000 
in sales to date. Our ROS production team 
deserves special recognition. They produced 
over 10,000 units in May. That is the highest 

How are we able to improve working conditions 
for the operator?

In the past 
two years 
Dynabrade 
has made a 
significant 
investment 
into our 
Source 
Capture 
initiative. As 
a result of 
adding a full 
time product 
manager we now have 55 vacuum systems that 
include portable systems, dry downdraft tables 
and wet downdraft tables.  Particulates that can 
be captured are wood, composites, coatings and 
metals. Capturing these particulates improve the 
overall air quality at the end user resulting in 
improved working conditions for the operator.

How are we able to reduce the process time at an 
end user?

Third Quarter Sets Stage for Sales Comeback! Message From the President
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It is clear that we are well positioned for future success.  
We recognize what we are good at and we are investing in 
important initiatives that enhance that. These enhancements 
are helping us change the way that we speak about Dynabrade. I 
encourage everyone to drive the message home that we are not the 
“same old” Dynabrade anymore.

We still sell the best belt tools and random orbital sanders, 
however we are much more than that now. We are solution 
providers that can enhance the operator experience, optimize a 
work station and quantify the value that we are bringing to the 
market. This is an exciting advancement!

of individual customers. 

Marketing 5.0 is for tomorrow and will connect the power of 
marketing 4.0 with the way we will create, develop and maintain 
relationships with our business partners. To do so, the first shift 
in our behavior is to become a customer centric organization. Our 
team in Dynabrade Luxembourg is now engaged in this behavior.

more barriers for our competitors. Our strategy of offering an end 
to end solution won us a contract with PPG in India - a major, global 
paint supplier - to distribute our products through a network of 
3000+ retailers.  

As they say “The journey sometimes is more exciting than the 
destination”. We thoroughly enjoyed a decade of creating Dynabrade 
India. From being a 5-importer company to over 100 dealers, from 
being an alien brand to a generic name in sanding; every day was a 
new challenge and a new excitement. 

With our taxation system now moving to GST, India is poised to grow 
over 7% and with our business having doubled in the last 7 years, 
there is no reason why we cannot continue on a similar growth 
trend. To gear up for this growth, we had to scale up. We moved to 
a bigger office and distribution center measuring almost 15,000 sq. 
ft. To celebrate our success and endorse our efforts Mr. Hardy, our 
president, inaugurated our new center, he also graced the occasion 
by being part of our 10th anniversary celebrations. We took this 
opportunity to take a small breather, enjoy the accomplishments 
and get ready to create more landmarks. With the support of the 
management team, friends and well-wishers like you around the 
world we look forward to many more decades of continued growth 
and celebrations!

PROVIDING SOLUTIONS continued from page 1

It is clear that Dynabrade is in the business of providing solutions. 
In addition to investing in the above initiatives, we have also 
invested in adding to our presence in the field. At no other time in 
our company’s history have we had more feet on the street than we 
do today. I am saying this at a time when much of our competition 
is reducing their ranks in the field.  

A sales person participating in a tool demonstration has always 
been a large part of our success. Here’s what we are doing today to 
keep that winning tradition alive:

•  Each sales person has 75+ tools in their vehicles ready 
for demonstration. They also carry accessories and abrasives 
to provide the systems solution.

In our industry, more than ever, it is time to innovate to keep our 
leadership in the market. In addition to product development 
and R&D efforts at Dynabrade Corporate, our marketing team in 
Luxembourg invests time and effort in marketing strategy 4.0  
and already thinks forward to marketing 5.0! 

Marketing 4.0 is an approach that combines online and offline 
interaction between companies and customers. In the digital 
economy, electronic interaction alone is not sufficient. In fact, in 
an increasingly online world, offline touch represents a strong 
differentiation. Marketing 4.0 blends style with substance. While 
it is imperative for brands to be flexible and adaptive due to rapid 
technological advancements, a brand’s authentic characteristics 
are more important than ever. In an increasingly transparent world, 
authenticity is the most valuable asset. Marketers need to adapt to 
this new reality and create brands that behave like human beings— 
approachable and likeable but also vulnerable. Brands should 
become less intimidating and strive to become authentic and 
honest, admit their flaws, and stop trying to be seem perfect.

Technology has always changed how marketing works. What is 
different today is the unprecedented rate of change in both the 
development of marketing tools and the escalation of expectations 
for better experiences from customers. 

Marketing 5.0 is both disruptive and additive to the previous 
eras. The printing press (marketing 1.0) brought forth a literate 
population and eventually brought us marketing channels like 
newspapers, magazines and direct mail. Broadcast technologies 
such as radio and television (marketing 2.0) enabled real-time 
communications on a mass scale. Broadcast also made new forms 
of news and entertainment possible and created environments for 
effective brand storytelling. PCs and the Internet (marketing 3.0) 
ushered in the digital age and enabled customers to search out 

It seemed like yesterday when we incorporated the Dynabrade 
India subsidiary in Mumbai, India. The decade old feeling of 
excitement and the pride of heading a profit center is still fresh in 
my mind. The initial projection of kick starting the operation with a 
warehouse measuring less than 2000 sq. ft and ultimately starting 
it in 6000 sq. ft made me feel bullish and insecure at the same 
time. Insecure because we now had to generate and pay rent for 
bigger premises. The transition from Regional Sales Manager to the 
Managing Director and responsibility of hiring 7 people in India was 
simply outstanding. For me it was the beginning of a new era as a 
professional.

India is traditionally a tough market. The weaker exchange against 
the dollar, higher importation tax and a low-cost labor country 
make selling premium air tool from USA a big challenge. Thanks 
to our persistence, high quality manufacturers did recognize our 
premium quality and preferred us against the likes of CP, IR and 
few other air tool companies who had local production facilities. 
Instead of playing to the strength of competing companies, who 
offered cheaper products, we created our own niche and capitalized 
on our strength of being global leader in abrasive power tools. On 
realizing that we were snatching away business from their own 
backyard, our competition started focusing on the global range 
from their overseas plants to match up to our quality. We were now 
on a level playing field as they had similar challenges to overcome. 

•  We are utilizing DynaVans which are outfitted with 50 tools, 
portable vacuum systems, accessories and abrasives. These 
DynaVans are great tools that enhance our presence in  
the field!

   •  We are participating in trade shows throughout the world 
that generate leads for our sales teams. These trade shows 
focus on many industries such as: metalworking, automotive, 
woodworking, wind energy, aerospace, composites, etc… 

We are maintaining our commitment to training and tool clinics.  
Educating distribution and key accounts on our important initiatives 
will help drive future growth dollars.

No other air tool company has a higher commitment to 
demonstration than Dynabrade!

information on their own terms and connect with brands’ content 
and commerce capabilities directly. Customer empowerment was 
significantly advanced by mobile technology and social media 
(marketing 4.0), which enabled access to valuable information 
anytime, anywhere often including the opinions of friends and  
like-minded buyers. Now, marketing clouds (marketing 5.0) will 
begin to tie the engagement channels from previous eras into 
meaningful omni-channel experiences based on the uniqueness  

They could import and match 
our product offerings but still 
could not match our “Man 
with the method” philosophy. 
Customer by customer and 
application by application we 
continued to demonstrate “The 
Dynabrade Difference” and 
make deeper inroads.

While we continued our 
planned strategy in industrial 
segments, we kept a close 
eye on automotive aftermarkets trying to learn from success of 
Festool and Rupes from developed markets. Both these companies 
were late entrants here and we had the advantage of being in India 
before them. We equipped the car manufacturers training centers 
and worked closely with all paint companies, trying to cover all 
bases to be successful in this market segment. As a result, we 
were rewarded with endorsements from major car companies as 
the preferred product to be used in their repair shops. To further 
strengthen our position, we partnered with SATA, a global leader 
in paint equipment. To make our offering complete we introduced 
range of abrasives, compounds and other accessories. Our 
positioning as a “Pre-Paint, Paint and Post Paint” supplier created 

Connecting Our Brand to the Future By Cengiz Ceylan

Dynabrade India 10 Years Strong and Growing By Nischal Sachdev

Photo Above: From left to right, Bogdan, Katia, Cengiz, Claudia



Recently in Brazil, Dynabrade participated in several important 
events and exhibitions in conjunction with SGA - Saint-Gobain 
Abrasives South America/Norton. With the Brazilian economy 
already giving small signs of recovery, our expectation is that 
in 2018 Brazil will continue to grow and return to its potential. 
To be the customer’s choice in these moments of recovery and 
investment in production, it is important to already be present 
at facilities, performing tests and demonstrations that lead to 
approval for our products. Additionally, it is important to attend 
fairs and exhibitions to establish new contacts, and uncover new 
opportunities. Exposure at these types of events demonstrates the 
range and quantity of solutions that Dynabrade delivers for the 
variety of removal, surface preparation, and finishing applications 
our users face every day. 

There is a phrase that we use a lot in our region, “Who is not seen is 
not remembered!”, so we try not to miss opportunities to establish 

a routine of visits mainly to customers and end users. Our product 
type is essentially approved through technical demonstration work 
and proof of results. That is why the slogan “We listen. We observe. 
We Optimize” sums up very well our philosophy of service and 
positioning, in addition to the “Dynabrade Difference” that sums it 
all up.

We participated together with Saint-Gobain Norton at FIMMA, an 
International Fair of Machinery and Raw Materials for the Furniture 
Industry from 28 to 31 March.

Area reserved for the Saint-Gobain booth Abrasives at FIMMA 2017. 

We participated in the exhibition area of the Saint-Gobain Abrasives 
Convention in Brazil in March 2017 which was held at the Almenat 
Corporate Space in Embu das Artes, SP, Brazil.

Dynabrade participated by presenting a variety of tools and 
performing demonstrations. The participants sought to heal and 
remove all doubts, in addition to establishing better contacts. 
Thanks again to Saint Gobain - Norton Brasil.

 It was a very special day for all of us. EXPOMAFE - International 
Exhibition of Machinery and Tools.

Last May Dynabrade participated in conjunction with Saint-Gobain 
Abrasives South America, in Expomafe. Expomafe is an important 
channel for presentation to companies and consumers in diverse 
industrial areas. It was another opportunity to show our products 
together with the Saint-Gobain abrasive line, and receive visits 
from many customers interested in meeting Dynabrade and Norton.

Dynabrade employees have participated in the J.P. Morgan Corporate 
challenge for several years; and this year Dynabrade was represented 
by a record number of employees. More than 40 of us represented 
Dynabrade at the event raising money to support local public schools.

We had great weather during the event and everyone shared a 
fantastic meal from Dinosaur Bar-B-Que to close out the festivities.

-Chris Librock

“He who is not seen is not remembered” By Roberto Rivas

CORPORATE CHALLENGE

Photo Above: From left to right, Roberto Rivas (Dynabrade South America Manager) 
and Alberto Pereira (Saint-Gobain Norton Brasil – RS Manager)

Photo Above: FIMMA Brasil 2017 – Great area for exposure and  
demonstration our tools in conjunction with Norton Abrasives.

Photo Above: Team Norton with Mr. Nicolas Miegeville  
(VP Saint-Gobain Abrasives South America).

Photo Above: At EXPOMAFE - Demonstrating our 1.3 hp Right Angle Grinder

Photo Above: Greg Brick demonstrating random orbital sanders at AWFS

Everyone who participated received this year’s 
themed shirt and a Buffalo born bandanna 
both designed by Jeff Cummings, Dynabrade 
Photographer/Videographer. (shown above)

these customer leads, leading to additional sales and profit. 

Be sure to look for our updated trade show schedule at www.
dynabrade.com

The commitment to quality continues. Dynabrade recently 
introduced the New Dynorbital® Extreme Random Orbital 
Sander! The next generation of Random Orbital Sander 
technology.

Included with this introduction was demonstrating this 
new sander series at the Association of Woodworking and 
Furnishings Suppliers Show (AWFS). The trade show was held 
in Las Vegas at the Convention Center from July 19th – 22nd.  
Woodworking manufacturing professionals representing every 
sector joined industry leaders, colleagues, business experts 
and manufacturers to increase their business and research  
new opportunities.

The Dynabrade booth featured our air tools in action. In 

addition to the New Dynorbital® Extreme Sander Series, 
Dynafine®, Dynabug®, In-Line Sanders and various other 
woodworking tools were demonstrated. Additionally, Source 
Capture Downdraft Tables and our new Cost Savings Initiative 
was also discussed and demonstrated.

Various industrial publications and on-line advertisers were at our 
booth covering these new products as well.  

Check out the link below from NueMedia LLC. Their reporters 
were at our booth filming “The Dynabrade Difference”.

https://youtu.be/j3gzX_pP5Gw   

We generated over 335 sales leads from this show. Our 
Dynabrade salesmen will work with distribution following up on 

Success at AWFS! By Andy Mandell

Photo Above:  Norton South American Group
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Dynabrade Europe Rebel 2.8 HP Preview By Chris Librock

Channel 2 Daybreak & Company Cookout 

Superbrader Training Classes 

Earlier this year Dynabrade Europe held their yearly meeting 
in Istanbul, Turkey. Among the attendees was Engineering 
Manager Mark Lampka who presented a highly anticipated 
and soon to be released tool, the Rebel 2.8 hp series disc 
sanders and grinders. Here we see Ubaldo Zocchi operating 
one of the first production models, as well as a group of 
fellow Dynabrade employees getting acquainted with the 
tool. Also seen here is a dramatic photo of the Rebel 2.8 hp 
being put to the test, aggressively removing a weld. Expect 
to see more photos like these on the forthcoming sales 
literature!

Dynabrade was happy to host Kevin O’Neill 
from WGRZ Channel 2, a Buffalo news outlet, for his 
Daybreak report this summer. Kevin’s Daybreak reports 
appear on one of the most watched morning television 
programs in western New York, giving Dynabrade very 
positive publicity.  The morning report highlighted the 
Walter N. Welsch training center, the Dynabrade sponsored 
Maduri Racing team and vehicles as well as a spot on our 
production teams.  The day was capped off with a cookout 
held in the Dynabrade parking lot, and Pete Maduri burning 
some rubber down the driveway! 


