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Founded	in	1933,	Myers	Industries,	Inc.	is	an	international	

manufacturer	of	polymer	products	for	industrial,	agricultural,	

automotive,	commercial	and	consumer	markets.		We	are	North	

America’s	leading	manufacturer	of	reusable	plastic	containers

and	pallets	used	in	material	handling,	as	well	as	a	leading	

producer	of	plastic	horticultural	containers,	trays	and	

decorative	flower	planters.		Other	principal	product	lines	

include	plastic	storage	and	organization	containers,	molded	

rubber	OEM	parts,	rubber	tire	repair	products	and	custom	

rubber	and	plastic	components.	

Strategic Evolution for Sustainable Growth
	 Myers	Industries’	growth	is	fueled	by	the	Company’s	
Strategic	Business	Evolution	plan,	which	is	built	around	five	
key	operating	principles:		1)	Business	Growth,	2)	Customer	
Satisfaction,	3)	Cost	Control,	4)	Organizational	Development	
and	5)	Positioning	the	Business	for	the	Future.		These	principles	
focus	on	aligning	of	our	business	for	sustainable,	profitable	
growth–	through	product	innovation,	development	of	new	
markets,	acquisitions,	productivity	initiatives,	capital	effectiveness	
and,	as	necessary,	business	reorganization.		
	 All	of	these	areas	work	together	with	numerous	other	
strategic	activities	to	strengthen	our	value-added,	customer-
preferred	product	and	service	solutions,	and	to	position	our	
brands	in	niche	markets	as	either	number	one	or	number	two		
in	share.		
	 In	doing	so,	the	Company	expects	to	continue	to	generate	
strong	cash	flow	that	allows	for	reinvestment	in	our	growth	
strategy,	debt	reduction,	greater	shareholder	value	and	
achievement	of	the	Company’s	Strategic	Objective.

Strategic Objective
	 “Myers	Industries’	strategic	objective	is	to	deliver	sustainable,	
profitable	growth	across	our	markets	and	to	improve	the	
financial	health	for	our	customers,	shareholders	and	employees.”

Corporate Culture
	 In	achieving	its	Strategic	Objective,	Myers	Industries	follows	
a	precise	set	of	corporate	values	that	form	its	business	culture:

•	 Customers,	Shareholders	and	Employees	First	
•	 Business	and	Personal	Integrity	
•	 Strong,	Ethical	Leadership	
•	 Commitment	to	Quality
•	 Environmental	Stewardship
•	 Fiscal	Responsibility

About	the	Cover
Centered within key components of our business strategy, the images on the cover 

reflect Myers Industries’ four business segments and select avenues for sustainable, 

profitable growth:  protecting liquefied food products with hygienic transport packaging; 

engineering custom components for the recreational marine industry; creating vibrant 

plant containers for growers to use as merchandising tools at retail; and quickly 

delivering the latest tire pressure monitoring technology to market.  Opportunities such 

as these strengthen our brand leadership, deepen customer relationships and create 

exceptional value to fuel both top- and bottom-line growth.

	 The	Company	is	also	the	largest	wholesale	distributor	of

tools,	equipment	and	supplies	for	the	tire,	wheel	and	

undervehicle	service	industry	in	the	U.S.		Our	distribution	

products	range	from	tire	balancers	and	alignment	systems	to	

repair	tools,	valves	and	other	consumable	services	supplies.

	 Headquartered	in	Akron,	Ohio,	Myers	Industries	

encompasses:		25	manufacturing	facilities	in	North	and	South	

America;	43	distribution	branches	covering	North,	Central	

and	South	America;	nearly	20,000	products;	and	more	than	

4,500	employees.		



Plastic Reusable Containers & Pallets
Plastic Storage Bins & Systems
Metal Wire Shelving Systems
Custom Material Handling Products

Auto Dealers
Auto Repair Facilities
Commercial Auto & Truck Fleets
Retail Tire Dealers
Retreaders
Truck Tire Dealers

AUTOMOTIVE & CUSTOM

Broad product line & molding technologies
bringing unique solutions to customers…
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Myers Industries at a Glance
	 Myers’	brand	strength	and	success	across	its	four	business	
segments	is	rooted	in	the	Company’s	rigorous	attention	to	
customer	satisfaction	–	whether	it’s	a	component	of	new	product	
innovation,	consistent	quality	or	just	listening	to	a	customer	and	
delivering	the	best	solution	for	exceptional	performance.	

Below is a quick reference to Myers Industries’ brands, products 
and markets that are discussed throughout this Annual Report.
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Percent of Total 
Net Sales by Segment*** 
from Continuing Operations
($ Millions)

2007 Financial Highlights

Net Sales Net Income Net Per Share

                      07 ......36.9
                06 ...........28.7
           05 .................19.4
      04 ......................20.2
03............................11.0

Net Sales Net Income Net Per Share

                      07 ......1.05
                06 ...........0.82
           05 .................0.56
      04 ......................0.60
03............................0.33

Net Income Per Share**

from Continuing Operations*
($ Dollars)

Net Income**

from Continuing Operations*
($ Millions)

Net Sales Net Income Net Per Share

                      07 ......918.8
                06 ...........780.0
           05 .................736.9
      04 ......................636.0
03............................511.8

Net Sales
from Continuing Operations*
($ Millions)

(1) A non-operating income gain of $26.8 million ($35.0 million, net of related expenses) was recognized during the fourth quarter of 2007.  This income resulted from payment by GS 
Capital Partners (GSCP) of the previously agreed upon $35.0 million transaction fee related to the Company’s proposed merger transaction.

(2) Income before taxes includes special pre-tax items for the 2007 full year including: a) the $26.8 million gain related to the Company’s proposed merger transaction; b) restructuring 
and severance expenses and purchase accounting adjustments aggregating approximately $9.5 million; c) merger expenses of approximately $4.7 million; and foreign currency 
transaction losses of approximately $4.7 million.

(3) For 2007, includes regular dividends of $0.0525 in the first, second and third quarters; a fourth quarter dividend of $0.06; and a special dividend of $0.28.

* Continuing operations include the Lawn and Garden, North American Material Handling, Distribution and Automotive and Custom Segments.  **Including special pre-tax items as shown in note (2) below.

Net Sales Net Income Net Per Share

Distribution Segment

North American Material 
Handling Segment

Lawn & Garden Segment

Automotive & Custom Segment

Net Sales Net Income Net Per Share

$203.2

$267.2

$300.9

$170.9
22%

28%
32%

18%

***Segment results may not total due to eliminations; percentages may not add due to rounding.

2006

$779,984

60,923

–

45,074

28,711

0.82

$172,796

201,510

280,658

8.00

0.20

34,978,269

 % Change

 17.9

 (24.8)

 –

 26.6

 28.7

 28.0

 (31.0 )

 (15.2 )

 13.0

 12.8

 150.0

 0.5

Continuing Operations for the Year 

 Net Sales

 Operating Income

 Other Income (1)

 Income Before Taxes (2)

 Net Income

 Net Income Per Common Share

Financial Position At Year-End

 Working Capital

 Total Debt

 Shareholders’ Equity

 Book Value Per Common Share

Other Data 

 Dividends Per Common Share (3)

 Average Common Shares Outstanding

Dollars In Thousands (Except Per Share Data)

 2007 

$918,793

45,801

26,750

57,051

36,948

1.05

$119,335

170,880

317,270

9.02

0.50

35,140,581
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Dear	Fellow	Shareholders,

From modest beginnings in 1933 with one truck and 
a small storefront in Akron, Ohio, brothers Louis and 
Meyer Myers created a business to sell tire repair 
supplies.  Celebrating our 75th anniversary in 2008, 
Myers Industries today is a major manufacturing and 
distribution enterprise.  Ours is a company rich in a 
history of success defined by brand strength, market 
leadership, product innovation and an unwavering focus 
on customer satisfaction.  We uphold traditional values 
like quality, ethical leadership, fiscal responsibility and 
being good stewards for our environment.  And while 
we certainly value our relationships with our customers, 
shareholders, suppliers and other partners, it is really 
the people of Myers Industries who account for our 
success.  I am proud of their commitment to excellence 
and sustainable growth.  As we enter our 75th year, I 
look forward to the opportunities that lie ahead.

	 	 As	I	indicated	throughout	last	year,	2007	continued	
a	period	of	transformation	for	the	Company.		Even	
as	economic,	market	and	weather	conditions	were	
challenging	and	particularly	frustrating	because	they	were	
beyond	our	direct	control,	we	took	decisive	action	on	
major	strategic	initiatives	that	will	position	the	business	
for	a	stronger	future:

•		We	completed	our	first-ever	divestiture	with	the	sale	
of	the	businesses	in	our	former	European	Material	
Handling	Segment.

•		In	January,	we	acquired	ITML	Horticultural	Products	
(ITML)	for	our	Lawn	and	Garden	Segment.	This	
purchase	strengthened	our	brand	position	for	grower	
and	retail	markets	through	an	expanded	selection	
of	molded	plastic	pots	and	trays,	new	container	
labeling	techniques	for	merchandising,	as	well	as	
resin	reprocessing	capabilities.

•		In	March,	we	purchased	bulk	material	handling	
container	product	lines	and	equipment	from	Schoeller	
Arca	Systems	North	America	(SASNA).	The	product	
lines	were	integrated	into	our	Buckhorn	brand	in	
the	Material	Handling	Segment.		This	purchase	was	
to	enhance	our	market	position	and	expand	our	
penetration	in	the	liquid	materials	handling	market.

•		We	undertook	and	completed	several	restructuring	and	
acquisition	integration	activities	in	our	manufacturing	
segments	aimed	at	optimizing	our	resources,	improving	
our	capital	efficiency	and	strengthening	our	growth	
potential.		Investment	for	these	activities	was	significant	
as	we	consolidated	four	plants,	continued	to	move	
production	from	one	West	Coast	facility	to	a	more	
strategic	location,	and	transferred	equipment	and	made	
purchase	accounting	adjustments	for	inventory	as	part	
of	the	acquisitions.	

•		We	continued	to	focus	on	the	day-to-day	areas	that	
we	could	control	to	help	mitigate	the	impact	of	a	
weakening	economy	and	rising	raw	material	costs.		
These	include	product	innovation,	expense	control,	
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productivity,	pricing	and	putting	the	
right	people	in	the	right	positions	to	
drive	our	strategic	objectives.

	 	 Many	of	the	benefits	from	these		
positive	transformation	achievements		
were	postponed	in	2007	due	to	the	outside	influences	on	our	
businesses–	thus	our	operating	results	were	not	as	robust	as	
what	we	had	anticipated.		However,	the	long-term	effect	of	our	
strategic	actions,	we	believe,	will	be	an	even	more	competitive	
Myers	Industries	positioned	to	benefit	to	a	greater	extent	from	
an	inevitable	economic	upturn.		As	for	last	year,	I	am	pleased	
with	our	growth	results:

•		Net	sales,	up	18	percent	at	$918.8	million,	were	reinforced	by	
the	strategic	acquisitions.

•		Net	income	as	reported,	including	the	special	pre-tax	
items	detailed	below,	was	$36.9	million	or	$1.05	per	share.		
Excluding	the	effect	from	special	items	net	income	was	
approximately	$31.9	million	or	$0.91,	as	compared	to	$28.7	
million	or	$0.82	in	2006–	an	increase	of	11	percent.	

•		Special	pre-tax	items	for	year	noted	above	include:		non-
operational	income	in	the	fourth	quarter	of	$26.8	million	
($35.0	million,	net	of	related	expenses)	from	payment	by	GS	
Capital	Partners	(GSCP)	related	to	the	Company’s	proposed	
merger	transaction,	which	I	will	address	later.		We	also	had	
expenses	of	approximately	$9.5	million	for	restructuring,	
severance	and	purchase	accounting	adjustments;	merger-
related	expenses	of	approximately	$4.7	million;	and	foreign	
currency	transaction	losses	of	approximately	$4.7	million.

•		Of	particular	note	for	the	year	is	our	strong	cash	flow	from	
operating	activities.		At	$99.1	million,	compared	to	$67.7	
million	in	2006,	the	$31.4	million	increase	was	primarily	the		
result	of	strong	working	capital	management.		This	is	a		
critical	measure	of	our	performance–	especially	in	this	
economic	environment.

	 	 The	Company	continues	to	get	stronger	as	a	result	of	the	
ongoing	work	through	our	Strategic	Business	Evolution	(SBE)	
plan.		I	unveiled	this	plan	in	2005	and	it	defines	our	operating	
actions	through	five	core	principles:	1)	Business	Growth,	
2)	Customer	Satisfaction,	3)	Cost	Control,	4)	Organizational	
Development	and	5)	Positioning	the	Business	for	the	Future.		
These	principles	are	the	cornerstones	of	our	business	and	
provide	us	with	the	tools	necessary	to	deliver	greater	value	to	
all	stakeholders.
	 	 As	we	look	at	2008,	I	am	encouraged	by	our	achievements	
of	the	past	year,	cautiously	optimistic	given	the	economic	
environment	and	completely	focused	on	the	work	we	
must	continue	to	do	for	sustainable,	profitable	growth	and	
improved	shareholder	return.		

2007 to 2008: Creating Opportunity within the Challenges
	 	 We	started	2007	with	the	strongest	first	quarter	in	our	
history.		As	we	were	working	to	continue	our	growth	
momentum,	we	were	guarded	in	our	outlook.		Then,	the	

Strategic Evolution for 
Sustainable Growth. . .
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challenges	started	hitting	over	the	course	of	the	year:	a	broad	
U.S.	economy	spiraling	into	weakness,	escalating	fuel	prices,	
the	credit	and	housing	market	crisis,	a	slowdown	in	consumer	
discretionary	spending,	rising	costs	for	plastic	raw	materials	
and	the	most	unfavorable	weather	conditions	experienced	in	
many	years	by	our	Lawn	and	Garden	Segment.
	 	 We	stepped	up	and	confronted	these	challenges,	worked	
our	strategic	plan	and	achieved	what	I	believe	to	be	the	
best	possible	overall	results	that	we	could	deliver	in	our	
businesses.		In	doing	so,	we	also	set	the	stage	for	growth	
opportunities	in	2008	and	beyond.			
	 While	you	can	find	the	financial	results	for	each	business	
segment	on	pages	6	–	9,	below	is	a	recap	of	the	performance	
factors	for	each	segment	in	2007	and	a	look	at	some	of	the	
plans	for	2008:	
	
  Lawn and Garden: As	we	completed	the	acquisition	
of	ITML	in	early	2007,	this	segment	was	poised	with	clear	
opportunities	for	value	and	growth	through	enhanced	
innovation,	technology	and	flexibility	to	meet	the	horticultural	
container	needs	of	our	customers.		Following	a	strong	first	
quarter,	market	pressures	combined	to	hurt	our	performance	
on	a	full-year	basis.		Sales	increased	88	percent	compared	to	
2006,	strengthened	by	the	ITML	purchase,	but	operating	profit	
declined	89	percent.	
	 	 While	growers	continued	to	adjust	their	inventories,	
container	order	timing	and	volumes	to	match	retailer	
programs,	perhaps	the	biggest	factor	of	the	year	was	the	
weather.		Extreme,	unfavorable	weather	conditions	beset	
most	areas	of	the	U.S.	last	year,	starting	in	April	with	a	late	
freeze.		This	was	followed	by	drought	and	extreme	heat	in	
the	Southeast;	severe	rainstorms	and	heat	throughout	the	
spring	and	summer	in	the	country’s	mid-section;	and	wildfires	
in	several	areas.		As	the	weather	slowed	consumer	purchasing	
of	plants,	trees	and	shrubs,	which	in	turn	slowed	grower	
production	and	container	needs,	the	weakening	economy	and	
housing	market	downturn	further	exacerbated	the	situation.
	 	 Our	gains	with	expanded	sales	channels,	pricing	to	
recover	raw	material	inflation,	ongoing	productivity	initiatives	
and	expense	controls	were	mostly	offset	by	these	external	
market	pressures.		In	addition,	we	spent	approximately		
$4.8	million	for	strategic	restructuring	activities	and	
accounting	adjustments	related	to	our	acquisition.		This	
included	closing	two	facilities	and	moving	equipment	from	
one	facility	to	a	more	cost	efficient	location	as	part	of	another	
planned	consolidation.		Foreign	currency	transaction	losses	
of	$4.7	million	also	impacted	our	profitability	in	the	first	three	
quarters	of	the	year.	
	 	 Over	the	course	of	the	next	year,	we	look	to	realize	
the	benefits	from	our	work	in	2007	and	capitalize	on	our	
expanded	leadership	position	in	this	segment.		In	2008,	
we	will	continue	to	advance	our	partnerships	with	grower	
customers	to	earn	a	greater	share	of	their	business,	while	
adjusting	our	operations	to	their	new	ordering	patterns.			
We	will	continue	to	invest	in	next-generation	manufacturing	
technology	for	the	product	options	customers	demand.		We	
will	expand	our	resin	reprocessing	to	lessen	our	exposure	
to	virgin	raw	material	input	costs	over	the	long	term.		And	

we	are	reorganizing	to	present	our	customers	a	single	source	
Myers	Industries	Lawn & Garden Group,	with	sales	personnel	
representing	all	of	our	brands.		Customers	are	embracing	this	
“one	stop	shopping”	approach,	and	we	believe	it	will	provide	
them	with	distinct	market	advantages.	
	 	 Our	business	and	brands	in	the	Lawn	and	Garden	
Segment	are	healthy,	and	just	like	plants	we	will	nurture	and	
grow	them	for	many	years	to	come.			

  North American Material Handling:  A	favorable	product	
mix,	higher	sales	bolstered	by	the	SASNA	acquisition	and	
constant	attention	to	pricing	compared	to	raw	material	costs	
all	combined	to	deliver	strong	results	in	Material	Handling–	
with	sales	up	11	percent	and	operating	profit	up	15	percent.		
These	factors	more	than	offset	the	$4.0	million	in	restructuring	
expenses	we	invested	to	consolidate	one	manufacturing	
facility,	aimed	at	further	aligning	our	operations	to	the	market.
	 	 Even	as	material	handling	niches	in	industrial	and	
manufacturing	markets	were	soft,	we	continued	to	grow	by	
presenting	our	customers	with	container	resources	to	help	
reduce	their	supply	chain	costs.		This	was	particularly	true	
in	the	growing	liquid	transport	market,	where	reusable	bulk	
containers	with	internal	liners	are	replacing	wooden	crates	
as	more	protective	transport	packaging.		Demand	for	seed	
products	was	high	last	year,	and	we	grew	in	our	agriculture	
market	niche	with	the	exclusive	bulk	SeedBox™	used	for	
transporting	corn,	soybeans,	wheat	and	other	seed	products.		
We	also	increased	business	with	the	leading	industrial	
catalogers	through	new	products	and	line	extensions,	
along	with	a	sharp	focus	on	customer	satisfaction–	and	we	
continued	to	earn	top	supplier	recognition	and	quality	awards	
for	our	brands.	
	 	 Our	respected	Buckhorn®	and	Akro-Mils®	brands	in	this	
segment	hold	the	number	one	or	number	two	position	in	
their	markets.		Our	focus	for	2008	is	on	continued	gains	in	
market	share,	leadership	in	reusable	packaging	innovation,	
deepening	customer	relationships	and	maintaining	internal	
productivity	and	pricing	discipline.		We	will	also	expand	our	
“green	manufacturing”	initiatives	to	make	greater	use	of	the	
reprocessed	resins	that	we	produce;	in	doing	so	we	will	both	
reduce	our	raw	material	intensity	and	become	even	more	
environmentally	friendly.

  Distribution:  Despite	softness	in	tire	service	and	retread	
markets,	higher	fuel	prices,	lower	freight	carriage	and	the	
downturn	in	housing	construction–	which	impacts	repair	
demand	for	heavy	equipment	tires–	Distribution	sales	
increased	3	percent.		Operating	profit	in	the	segment	was	
down	8	percent	compared	to	2006,	primarily	due	to	an	
unfavorable	product	mix	in	the	second	half	of	2007	in	which	
equipment	sales	outpaced	consumable	supplies,	in	addition	to	
investments	we	made	in	personnel	and	technology	as	part	of	
our	long-term	growth	initiatives.
	 	 Our	Myers	Tire	Supply®	brand,	a	leader	in	the	tire	service	
markets,	continued	to	increase	its	market	penetration	with	
auto	dealers	and	national	tire	chains.		We	maintained	strict	
attention	to	expense	controls;	branch	network	efficiency;	
inventory,	purchasing	and	pricing	management	across	
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product	lines;	and	our	commitment	to	exceptional	customer	
service.		Our	product	range,	distribution	capabilities	and	new	
technology	applications	for	greater	customer	satisfaction		
all	provide	clear	differentiating	advantages	to	keep	our	
business	growing.	
	 	 In	2008,	our	emphasis	will	be	on	efficiency	and	
heightened	levels	of	customer	service	through	new	supply	
chain	technologies.		We	will	seek	and	deliver	a	constant	flow	
of	new	products	with	“first-to-market”	speed.		Development	
of	our	branch	operations	in	Brazil	will	continue	as	tire	service	
demands	grow	in	that	market,	as	well	as	the	surrounding	
region.		And	we	will	explore	adjacent	acquisitions	to	add	
complementary	markets	and	further	entrench	our	brand	
leadership	in	tire,	wheel	and	related	undervehicle	service.		
	 	
  Automotive and Custom:  Gains	made	in	the	agricultural	
vehicle,	recreational	vehicle	and	marine	markets	helped	to	
partially	offset	the	major	weakness	in	automotive,	heavy	
truck	and	construction	markets.		Through	our	engineering	
and	manufacturing	excellence,	we	advanced	our	position	in	
the	watercraft	market	with	custom	plastic	components	such	
as	fuel	tanks,	consoles	and	seat	frames.		In	addition,	we	
strengthened	our	partnership	with	value-oriented	transplant	
automakers,	developing	new	products	and	performing	
finishing	operations	that	reduce	their	direct	labor	costs	once	
our	product	is	received	on	the	assembly	line.		Activities	such	
as	these	are	all	part	of	the	Company’s	strategy	for	select	
exposure	in	the	automotive	OEM	sector	and	targeting	of	
higher-value	niche	markets	for	our	custom	plastic	and		
rubber	components.	
	 	 Overall,	our	sales	and	operating	profit	were	down		
17	percent	and	36	percent,	respectively,	in	this	segment	last	
year,	as	the	weakness	in	the	broader	markets	overshadowed	
the	positives	of	sales	channel	gains,	product	pricing,	expense	
controls	and	investments	in	restructuring	and	synergy	
activities.		We	also	chose	to	further	exit	unprofitable,	non-
strategic	business	in	the	automotive	OEM	sector.		
	 	 In	2008,	we	will	nurture	the	new	customers	and	markets	
we	achieved	last	year,	and	our	internal	efforts	will	focus	on	
aligning	resources	with	the	needs	of	the	markets	in	which	we	
select	to	participate.		We	will	capture	growth	channels	in	our	
chosen	markets	as	they	improve,	particularly	in	heavy	truck		
as	vehicle	emission	regulations	prompt	engine	changes		
and	increase	truck	production	over	the	next	several	years.		
And	we	will	seek	new	opportunities,	with	emphasis	on		
less	volatile	markets	with	the	most	potential	to	deliver	
profitable	growth.

Proposed Merger with GS Capital Partners
	 	 In	parallel	to	creating	improvements	for	the	Company’s	
long-term	growth	and	delivering	value	to	our	shareholders,	
we	also	embarked	on	a	public-to-private	transaction	with	
GS	Capital	Partners	(GSCP),	an	investment	arm	of	Goldman,	
Sachs	&	Co.		On	April	24,	2007,	we	announced	that	the	
Board	of	Directors	of	Myers	Industries,	on	the	unanimous	
recommendation	of	a	Special	Committee,	had	unanimously	
approved	the	transaction	and	entered	into	a	merger	

agreement	valued	at	approximately	$1.07	billion.		Under	
the	terms	of	the	agreement,	GSCP	would	acquire	all	of	the	
Company’s	outstanding	shares	for	$22.50	per	share.		The	
Board	recommended	that	Myers	shareholders	approve	the	
proposed	sale,	which	shareholders	did	at	a	special	meeting		
in	late	July.				
	 	 The	merger	agreement	contained	termination	rights	for	
both	us	and	GSCP	in	the	event	that	the	merger	was	not	
consummated	by	December	15,	2007.		In	December,	we	
agreed	to	extend	this	date	from	December	15,	2007	to	April	
30,	2008.		GSCP	requested	this	extension	in	order	to	further	
evaluate	economic	conditions	and	the	uncertain	U.S.	financial	
climate.		GSCP	acknowledged	that	there	was	no	material	
adverse	change	in	Myers’	business	that	prompted	this	request.	
The	Special	Committee	and	the	Board	of	Directors	convened	
and	determined	that	it	was	in	the	best	interest	of	the	
Company	and	our	shareholders	to	preserve	this	opportunity.	
	 	 In	connection	with	the	extension,	GSCP	paid	the	
Company	the	previously	agreed	upon	$35	million	fee	($26.8	
million	after	related	expenses).		We	announced	the	extension	
on	December	10,	including	the	declaration	of	a	special	$0.28	
dividend	and	an	increase	in	the	regular	dividend	to	$0.06.	
	 	 Today,	we	are	working	our	business	strategy	just	as	I	
have	outlined	to	you	in	this	letter–	a	strategy	that	will	create	a	
stronger	Myers	Industries,	whether	public	or	private.

What’s Ahead?
	 	 In	my	letter	here	last	year,	I	said	to	you	that	we	would	
execute	on	both	the	internal	and	external	growth	initiatives	
with	disciplined	excellence	and	take	the	critical	actions	
necessary	for	sustainable,	profitable	growth.		I	believe	we	
delivered	on	that	promise	in	2007	by	completing	major	
strategic	activities	that	enable	long-term	growth	opportunities.
	 	 The	Company	has	a	sound	growth	strategy	and	
fundamentals,	and	we	will	continue	to	invest	in	the	
business	for	competitive	positioning	and	value	generation.		
This	includes	heightened	innovation,	new	technology	
applications,	acquisitions,	exploring	potential	divestitures	
and	maximizing	our	cash	flow	by	controlling	expenses	and	
improving	productivity.		
	 	 As	depicted	on	our	front	cover	illustration,	all	of	these	
activities	work	together	to	position	us	for	a	strong	future.		
We	believe	that	attention	to	these	actions,	along	with	the	
Company’s	diversity,	will	balance	the	near-term	needs	of	the	
business	and	drive	long-term,	profitable	growth.		Again,	I	
thank	our	customers,	shareholders	and	employees	for	your	
continued	confidence.

Respectfully	Submitted,

John	C.	Orr
President	and	Chief	Executive	Officer

March	10,	2008



distribution material handling lawn n garden auto custom  

                      07 ...... 300.9
               06 ............. 160.2
         05 ................... 170.4

                      07 ...... 0.9
               06 ............. 8.1
         05 ................... 16.4

6

Income Before Taxes
($ Millions)

Net Sales
($ Millions)

Lawn & Garden
Our Lawn and Garden brands present an unrivaled 
selection of plastic flowerpots, seedling trays, 
decorative resin planters and more for the North 
American horticulture/floriculture markets.  Continuous 
innovation and unparalleled container printing and 
labeling capabilities are just some of the strengths 
our grower customers depend on to improve their 
productivity and profitability.  Our unique molding and 
painting techniques for decorative planters impress 
retailers and capture the consumer’s imagination.       Brands— Dillen®, ITML®, Listo™ and Pro Cal®

Key Products— Plastic Flowerpots; Nursery Containers; Flats and Tray Systems; picturePot® 
Printed Containers; Hanging Baskets; Custom Printed and Labeled Pots; Decorative Resin Planters.

Markets Overview— Professional Growers, Nurseries, Retail and Wholesale Garden Centers.

2007 Performance Highlights— 
•   The strategic acquisition of Canada-based ITML Horticultural Products in January 2007 

strengthened the Company’s brand leadership and capabilities in the grower market.  The 
addition helped to boost sales and market share in a year of challenging market conditions.

•   Results in 2007 were negatively impacted by a number of external factors, including:

 -  Abysmal weather conditions across the U.S., including drought, heat and wildfires, which 
affected consumer purchases of plants.

 -  Continued inventory adjustments by growers to match retailer programs, resulting in timing 
shifts of container orders and volumes. 

 - Significantly higher raw material costs in the fourth quarter.

•   Strategic pricing to recover raw material cost inflation, ongoing productivity initiatives and 
expense controls could not offset the external factors influencing the market. 

•  The Company invested approximately $4.8 million for restructuring in this segment, including 
closing two plants, to further optimize cost structure, efficiency and customer service.

•  The Company remains confident in its position with industry-leading brands and is uniquely 
positioned to partner with customers to meet the changing needs in the markets.

Vibrant colors 
and graphics through our 

in-mold labeling and offset 
printing take “the basic 

black pot” to the level of 
stunning packaging for 
exciting retail displays.
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North American Material Handling
From shipping automotive components to handling delicate 
food items and organizing assembly lines, our brands are 
industry leaders in plastic reusable containers, pallets and 
related storage and transport systems.  These products 
replace cardboard boxes, wooden pallets and other 
disposable products for material handling and storage 
in many industries— allowing companies to increase 
productivity, maximize product protection, eliminate solid 
waste and reduce operating costs in their supply chains. 

Brands— Akro-Mils® and Buckhorn®

Key Products— Collapsible Bulk Containers; Distribution Totes; Pallets; Bakery Trays; Food 
Processing Containers; Custom Container and Pallet Systems; Storage/Organization Bins;  
Transport Carts.

Markets Overview— Agriculture, Appliance, Automotive, Chemical, Electronics, Food Processing  
and Distribution, General Industrial, Manufacturing, Retail Distribution.

2007 Performance Highlights— 
•  The strategic acquisition of bulk containers from Schoeller Arca Systems in March 2007 

strengthened the Company’s brand leadership and capabilities in food processing and 
manufacturing markets.  The addition helped to boost sales and market share despite  
economic softness.  

•  New product highlights include: Caliber™ Intermediate Bulk Containers for transporting liquids and 
processed food ingredients; and Custom Wire Shelving Packages in up to 28 configurations of bins, 
totes and shelving for optimal organization.   

•  Sales and profitability in the segment benefited from a favorable mix of new bulk container systems, 
productivity gains, and strategic pricing to recover higher raw material costs.  These factors helped 
to offset soft market conditions and raw material inflation.

•  The company invested $4.0 million during the year for restructuring related to consolidation  
of one manufacturing facility and streamlining across other operations for greater efficiency.

Net Sales
($ Millions)

Income Before Taxes
($ Millions)

New Caliber™ Intermediate Bulk 
Containers (IBCs) create a secure, 
hygienic transport package for 
liquid material handling, such as 
shipping and storing thousands 
of pounds of tomato paste—  
up to 3,000 lbs. per 
container!  These IBCs 
replace wooden crates and 
are reusable for multiple 
round trips in the supply 
chain to reduce material 
handling costs.
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Automotive & Custom
From unique under-hood components for 
heavy trucks to a comprehensive line of tire 
repair products, Myers Industries’ Automotive 
and Custom Segment brands present a broad 
portfolio of plastic and rubber products for 
diverse niche markets.  This segment’s brands 
are characterized by deep engineering and 
molding expertise, as well as strong reputations 
for quality and customer satisfaction with 
industry-leading companies.

Brands— Ameri-Kart™, Buckhorn Rubber™, Michigan Rubber™, Patch Rubber™ and WEK™

Key Products— Rubber and Plastic HVAC Components, Air Induction Hoses and Tubing 
Assemblies; Vibration Isolators; Seals; Plastic Storage Tanks; Tire Repair and Retread Products; 
Reflective Highway Markings; Custom Rubber and Plastic Products.

Markets Overview— OEM Auto, Heavy Truck, RV, Marine, Construction and Agricultural Equipment; 
Tire Repair; Industrial; Highway Construction. 

2007 Performance Highlights— 
•   Sales performance in the Automotive and Custom Segment was hurt by the pronounced 

slowdown in automotive builds and in the heavy truck market, as well as the downturn in  
housing construction and its impact on off-road/construction vehicles.  Volume weakness also  
reflected the Company’s planned exit from non-strategic markets and customers.  

•  New sales channel development, synergy programs, expense controls and pricing to recover raw 
material cost inflation were offset by the adverse market conditions.

•   Advances were made with custom products for recreational vehicle and marine watercraft 
markets.  Marine continues as a growing niche market for a wide range of specialty products.

•  The Company invested approximately $0.7 million over the course of the year in restructuring-
related expenses to complete plant consolidation and streamlining activities.

•  Permanent cost reductions, strategic resource alignment and select partnering with key 
automotive OEMs remain a priority in this segment— right-sizing its structure and positioning for 
the recovery in automotive platform launches and heavy truck engine changes.

Net Sales
($ Millions)

Income Before Taxes
($ Millions)

Design expertise, manufacturing 
versatility and value-added 

finishing operations continue to 
advance Myers Industries’ Ameri-Kart™ 

brand as a leading supplier of custom 
plastic products for makers of recreational 

watercraft.  Products include both large 
components and small dimension parts  

such as helm consoles, seat frames,  
fuel tanks and more.



distribution material handling lawn n garden auto custom  

                      07 ...... 203.2
               06 ............. 197.3
         05 ................... 189.9

                      07 ...... 20.5
               06 ............. 22.2
         05 ................... 20.6

9

Income Before Taxes
($ Millions)

Net Sales
($ Millions)

Distribution 
In the Distribution Segment, Myers Industries delivers 
the value of one-stop-shopping for tire, wheel and 
undervehicle service tools, equipment and supplies– 
everything that professionals need to service passenger, 
truck and off-road tires.  With nationwide branches, an 
unrivaled selection of the highest-quality products and 
on-site customer service, our Myers Tire Supply® brand 
leads this business in North America.

Brands— Myers Tire Supply®, Myers do Brasil™ and Myers International®

Key Products— Tire Valves and Accessories; Tire Changing and Balancing Equipment; Lifts and 
Alignment Equipment; Service Equipment and Tools; Tire Repair and Retread Supplies.

Markets Overview— Independent / Retail Tire Dealers, Commercial Auto and Truck Fleets, Auto 
Dealers, Truck Tire Dealers, Tire Retreaders, Government Agencies, General Repair Facilities.

2007 Performance Highlights—  
•   Sales in the Distribution Segment improved despite softness in tire service and retread markets, 

higher fuel prices, lower freight carriage and the downturn in housing construction.

•   Slightly unfavorable product mix of equipment to supplies constrained profitability as markets 
continued to weaken in the second half of the year.

•  Highlights of new products to the market in the year include:  TPMS snap-in valve/sensor for GM® 
vehicles; Coats® High Performance Tire Changer and Tire Balancer with laser-guided technology; 
Steel Wheel Weights for non-lead applications; and Nitrogen Inflation Systems.

•  Selling initiatives continued to make inroads within the growing auto dealer service market and 
expand our brand penetration with leading national tire service chains. 

•  Strategic investments for sales personnel and order management technology continued as key  
drivers for customer satisfaction and long-term business growth.

Our Myers Tire 
Supply® brand leads the 

industry in distribution and service 
training of TPMS (Tire Pressure Monitoring System) 

technology.  TPM systems provide electronic notification of 
under-inflated tires to drivers and service technicians through valve 

sensors and are part of a federally mandated safety program. 
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Manufacturing Segments
We design, manufacture and market more than 12,000 polymer products.  No 
other manufacturer can match our combined design, engineering and production 
capabilities, which provide significant value for our customers.

Manufacturing Capabilities:

• Product Design & Testing

• Material Formulation

• Plastic & Rubber Injection Molding

• Plastic Structural Foam Molding

• Plastic Rotational Molding

• Plastic Thermoforming

• Co-Extrusion Plastic Thermoforming

• Plastic Blow Molding

• Co-Extrusion Rubber & Plastic Blow Molding

• Compression & Transfer Molding  

25 Manufacturing Locations

North American Material Handling = 5 + 1 Brazil

Lawn & Garden = 11

Automotive & Custom = 8

Capabilities & Facilities Overview – 2008

• Rubber Compounding, Calendering 
 & Extrusion

• Rubber Mixing

• Rubber-to-Metal Bonding

• Rubber-to-Plastic Bonding

• Metal Forming

• Metal Powder Coating

• Wood Fabrication

• Material Regrind & Recycling

Sao Paulo
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Capabilities & Facilities Overview – 2008

Distribution Segment
We buy and sell nearly 10,000 products – tools, equipment and supplies – used by 
professionals in tire, wheel and undervehicle service.  Through our unrivaled product 
selection and branch network, we provide customers with rapid response to get the 
products they need, when they need them.

Capabilities & Services:

•  Unrivaled Product Selection

•  Broad Sales Coverage

• Local Sales & Inventory

• International Distribution

•  Direct Sales Force

• Personal, On-Site Service

• National Accounts Coverage

• Customer Product Training

• Repair / Service Training

• New Products “Speed to Market”

43 Distribution Branches
United States = 36

Central America = 3

Canada = 3

Brazil = 1

Sao Paulo
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Annual Meeting
The Annual Meeting of Shareholders will be held on Thursday, April 24, 2008, at 
9:00 a.m. in the Company’s L.S. Myers Training Center, 1554 South Main Street, 
Akron, Ohio.  For more information, please call (330) 253-5592.

Company Headquarters
Myers Industries, Inc. • 1293 South Main Street • Akron, Ohio 44301 
Tel: (330) 253-5592 • Fax: (330) 761-6156

Web Site:  www.myersindustries.com
Myers Industries’ site provides detailed information, including:

 • Stock prices and charting from the NYSE;

 • Downloadable Annual Report PDF files;

 • SEC filings and corporate governance information;

 • Press releases;

 • Myers’ products, services and markets;

 • Historical information about Myers; and

 •  Information order form to obtain current financial and  
investor-related information.

Common Stock
Traded on the New York Stock Exchange

Dividend Reinvestment Plan
Shareholders have a convenient opportunity to automatically reinvest cash 
dividends and make voluntary cash investments in the Company’s stock through 
the Dividend Reinvestment and Stock Purchase Plan.  Participating shareholders 
pay no brokerage commissions or other charges on purchases of shares under 
the Plan; all such commissions and charges are paid by the Company.  For full 
details, please contact: Treasurer, Myers Industries, Inc., 1293 South Main Street, 
Akron, Ohio 44301.

Transfer Agent & Registrar
National City Bank is the Company’s transfer agent and registrar.  Please contact 
National City directly to:

 • Transfer stock

 •  Replace lost stock certificates   
or dividend checks

 • Eliminate multiple mailings

Shareholder Services Contact:
National City Bank 
Corporate Trust Operations 
Dept. 532 
P. O. Box 92301 
Cleveland, OH  44193-0900 
Tel: (800) 622-6757 
Fax: (216) 257-8508

www.ncstockaccess.com

Form 10-K Requests
Copies of the Company’s 2007 Annual Report and Form 10-K are available 
at our website or upon written request to: Donald A. Merril, Vice President, 
Chief Financial Officer and Corporate Secretary: Myers Industries, Inc. • 
1293 South Main Street • Akron, OH  44301

Independent Registered Public Accounting Firm
KPMG LLP

Investor Relations Contacts
Donald A. Merril
Vice President, Chief Financial Officer 
and Corporate Secretary

Myers Industries, Inc. • 1293 South Main Street • Akron, Ohio  44301 
Tel: (330) 253-5592 • Fax: (330) 761-6156

Board of Directors
Keith A. Brown
President and Chief Executive Officer, Chimera Corp.

Vincent C. Byrd
Senior Vice President - Consumer Market, J.M Smucker Company

Richard P. Johnston
Private Equity Investor

Edward W. Kissel
President and Chief Executive Officer, Kissel Group Ltd.

Stephen E. Myers
Chairman of the Board of Directors

John C. Orr
President and Chief Executive Officer, Myers Industries, Inc.

Richard L. Osborne
Professor for the Practice of Management, Case Western Reserve University

Jon H. Outcalt
Chairman, Federal Process Corporation 

Robert A. Stefanko
Former Chairman of the Board and Executive Vice President of Finance and 
Administration, A. Schulman, Inc.

Corporate Officers:
John C. Orr
President and Chief Executive Officer

Donald A. Merril
Vice President, Chief Financial Officer and Corporate Secretary

NYSE Disclosures
In 2007, the Company submitted to the New York Stock Exchange an 
unqualified Section 12(a) certification by its chief executive officer 
indicating that he was not aware of any violation by the Company of the 
NYSE corporate governance listing standards.

 In addition, the Form 10-K for the period ended December 31, 2007 filed 
with the Securities and Exchange Commission contained the Section 302 
and 906 certification by the Company’s chief executive officer and chief 
financial officer.

Forward-Looking Statements:  
Statements in this report may include “forward-looking” statements, which 
are indicated by words such as “will,” “believe,” “anticipate,” “expect,” 
“estimate,” “intend,” “plan,” or any variations of these words or similar 
expressions.  Any statement that is not of historical fact may be deemed 
“forward-looking.”  These statements involve a number of risks and 
uncertainties, many outside of the Company’s control, that could cause 
actual results to materially differ from those expressed or implied.  Factors 
include, but are not limited to: changes in the markets for the Company’s 
business segments, unanticipated downturn in business with customers, 
competitive pressures on sales and pricing, increases in raw material costs, 
regulatory issues, and deterioration of economic and financial conditions 
in the United States and around the world.  Additional details are provided 
in the Company’s Form 10-K filed with the Securities and Exchange 
Commission.  Myers Industries undertakes no obligation to update or 
publicly revise any forward-looking statements contained herein.

 

Dividend Reinvestment & Employee 
Stock Purchase Plan Services:
National City Bank 
Corporate Trust Administration 
P. O. Box 94946 
Cleveland, OH  44101-4946 
Tel: (800) 622-6757 
Fax: (216) 257-8367

Max R. Barton II
Director, Corporate Communications 
and Investor Relations

Investor Relations Information

• Change name or address

• Obtain statements of holdings

• Consolidate accounts
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1991
The Company introduces 
its largest molded plastic 
product to date— the 2,500 
lb.-capacity collapsible bulk 
shipping container.

1995
Acquisition of Ameri-Kart Corporation, 
manufacturer of plastic waste and 
material handling carts and custom 
components, gives Myers rotational 
molding capabilities.

1998
Buckhorn designs and introduces 
the SeedBox™ to corner niche 
market of soybean and corn seed 
handling and distribution.

1999
Purchase of Allibert Équipement 
(Europe) and Allibert-Contico 
(U.S.) makes Myers Industries 
an international leader in 
reusable containers and pallets.

1999
Acquisition of Dillen Products®, 
a leading manufacturer of plastic 
flowerpots and trays for growers, 
gives Myers a strong position in 
the horticultural container market.

1999
Acquisition of Listo 
Products™, a manufacturer 
of decorative resin flower 
planters for consumers.

2000
Sales exceed 
$600 million.

2001
May 1– Myers 
begins trading 
on the New York 
Stock Exchange.

2003
Buckhorn introduces the Citadel™ Bulk 
Liquid Container, for the transport and 
storage of sauces, processed food 
products and other items.

2004
With the acquisition of Michigan Rubber™ 
and WEK Industries™, Myers becomes 
a manufacturer of specialty engineered 
rubber and plastic products for automotive 
OEMs and Tier 1 suppliers.

2004
Acquisition of Pro Cal® brings 
custom-designed and printed 
picturePot® containers exclusively 
to Myers. 

1984
Stephen E. Myers named 
Chief Executive Officer of 
Myers Industries.

1983
Myers Industries, Inc. is 
listed on the American 
Stock Exchange— 
Symbol MYE.

1972
Radial tire repair 
products are 
introduced by 
Patch Rubber.

1986
Myers enters the Lawn 
and Garden market 
with PlasTerra™ plastic 
planters from Akro-Mils.

1987
Acquisition of Buckhorn Inc., 
manufacturer of reusable plastic 
containers, pallets and molded 
rubber products. Manufacturing 
becomes the dominant segment.

1987
Sales exceed 
$100 million.

1989 
Myers named to Forbes 200 
“Best Small Companies” list.

1990
From its Patch Rubber 
brand, Myers introduces the 
first tire retreading cements 
to meet environmental 
restrictions on emissions.

1933
Louis and Meyer Myers form 
a partnership beginning Myers 
Tire Supply®, the origin of Myers 
Industries.  The first store opens 
in Akron, Ohio.

1946
Manufacturing of plastic and 
rubber products begins with the 
founding of Akro-Mils® and Patch 
Rubber Company™.

1954 
Myers Tire Supply opens 
first domestic branch in 
Detroit, Michigan.

1963
Company renamed 
Myers Industries, Inc. 
to reflect diversity 
in distribution and 
manufacturing.

1964
The Company builds its first, 
new manufacturing plant 
in Akron to make Akro-Mils 
plastic and metal products.

1969
Louis S. Myers named 
president and CEO.

1971
Initial public stock 
offering over-subscribes 
the first day.

1972
The Company introduces 
AkroBin® storage and 
organization containers.

2006
Myers announces the divestiture of the 
European Material Handling Segment 
as a strategic catalyst to re-invest in its 
continuing key business segments.

2005
John C. Orr is named President and Chief 
Executive Officer of Myers Industries.   
Stephen Myers retires from active 
management of the Company and is  
named Chairman of the Board of Directors.  

2007
Acquisition of ITML® in the Lawn & Garden 
Segment makes Myers Industries one of the 
largest manufacturers of plastic containers for the 
professional grower markets in North America.

2005
Formation of five business segments
for the Company's portfolio of brands.

North American Material Handling

European Material Handling

Lawn & Garden

Automotive & Custom

Distribution

2007
Sales exceed $900 Million 
from continuing operations.

2007
Acquisition of Arca bulk containers 
and liquid container products boosts 
Material Handling Group.
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 Starting our 75th year of growth...  Our 37th year as a public company.

New product innovation – deliver continuous solutions that excite customers!

Leverage brand strength to grow business with existing customers and cultivate new ones.

 Concentrate our efforts in niche markets where our value-added approach creates sustainable 
profit opportunities for our customers and ourselves.  

Position our brands as Contributors to Our Customers’ Success!

Be a customer-centered solutions provider across our markets.

Provide consistent, high quality products and services. 

Minimize operating expenses and maximize cash flow.

Price to support our value-based product solutions and to recover raw material cost increases.

Withdraw from low-margin, non-strategic markets. 

Continue to develop succession planning throughout all levels of the business.

 Make sure the right people are in the right positions to support our long-term  
growth objectives.  

Be the innovator of niche, value-added products in our targeted markets.

 Invest in new technologies and processes to bolster productivity, customer service and support 
long-term growth in our key business groups.

 Strengthen the business through an opportunistic and disciplined approach to strategic 
acquisitions, divestitures and restructuring.

•

•

•

•

•

•

•

•

•

•

•

•

•

•

We expect to improve our performance and shareholder value by pursuing these core operating principles.

Our Business Strategy
In 2005, we introduced our ‘‘Strategic Business Evolution,’’ a plan for improving our long-term growth and performance, which is structured 
around five core operating principles that emphasize:

Business Growth

Customer Satisfaction

Cost Control

Organizational Development

     Positioning the 
Business for the Future


