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Myers Industries, Inc. is an international manufacturer of 

polymer products for industrial, agricultural, automotive,

commercial, and consumer markets. We are an international

leader in reusable plastic containers and North America’s 

leading manufacturer of plastic horticultural pots, trays, and 

flower planters. Other principal product lines include plastic 

storage and organization containers, plastic storage tanks,

molded rubber OEM parts, rubber tire repair products, and 

custom rubber and plastic products.

The Company is also the largest wholesale distributor 

of tools, equipment, and supplies for the tire, wheel, and 

undervehicle service industry in the United States. Our 

distribution products range from tire balancers and alignment 

systems to valve caps and other consumable service supplies.

Headquartered in Akron, Ohio, Myers encompasses:

30 manufacturing facilities in North America, South America,

and Europe; 37 domestic and four international distribution

branches; more than 20,000 products; and nearly 5,300 

employees. Myers Industries’ stock is traded on the New 

York Stock Exchange under the symbol MYE.

Company Profile
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Dear Fellow Shareholders,

It is with great pleasure that I present my first message
to you as Myers Industries’ president and chief
executive officer. In succeeding Stephen Myers, who
retired from management last year after a most
distinguished career, I am honored to serve at the
helm of the corporation that he left with such a solid
foundation. As we move forward, I would like to use
this letter to address the critical issues of how and
where we will grow and discuss the benefits of our
competitive strategy.

I am pleased to report that 2005 was a successful
year for Myers Industries. We achieved record net
sales of $903.7 million. Of the $101 million gain in
sales versus 2004, approximately $39.0 million was
incremental revenue from acquisitions, $2.5 million
from favorable exchange rates, and the remainder in
price/volume improvements. Our top line
performance was strong all year except in Europe,
where a lackluster economy restrained growth.

Solid top line growth, while critically important, is
not the whole story. To create the value our customers
and shareholders expect, we must make continuous
improvements in our operations that put us on track
for sustainable, profitable growth. Last year, we
pledged that we would improve performance through
better selling prices to offset higher raw material
costs; maintain strict cost controls, preserving cost
reductions already made and target new areas of
opportunity; and embark on other strategic initiatives,
both large and small— all to shift our drive for
improved profitability into high gear. We took decisive
actions on these fronts in 2005, and we finished the
year with a record third quarter, our highest fourth
quarter earnings in six years, and net income of $26.6
million for the full year, up three percent compared to
2004. Earnings per share in 2005 was $0.76, the same
as in 2004, as additional shares issued in conjunction
with our 2004 acquisition of Pro Cal®, approximately
1.1 million shares, resulted in an approximate increase
of three percent in average shares outstanding.

Our stronger performance in 2005 was just the
start of what we believe is good momentum for
growth. Myers Industries is evolving and becoming
more disciplined through five key operating principles

President’s Message

that are central to defining
the priorities behind our
“Strategic Business
Evolution” process:
1) Business Growth,
2) Customer Satisfaction, 3) Cost Control,
4) Organizational Development, and 5) Positioning the
Business for the Future. These are the cornerstones of
our business, and by pursuing them we enhance our
brand leadership in the markets we serve and position
ourselves to deliver greater value to our customers,
shareholders, and employees.

Business Growth— The Components of Performance

The components of the Business Growth principle
are the nuts and bolts of our operations, including:
continuous new product innovation and “solutions”
thinking that creates excitement in the marketplace;
adding unique value to the products and services we
provide— and implementing pricing to recover that
value; utilizing the brand strength and cross-selling
synergies within our segments to increase market
penetration; and determining which strategic
customers and markets to develop for the best growth
opportunities. In 2005, each of these areas was put to
the test and helped to produce the improved results.

• The Distribution Segment had an exceptional
year in 2005, with record net sales of $189.9 million, up
11 percent, and income before taxes a record $20.6
million, up 19 percent. This performance is rooted in
our market-leading product selection and sales
coverage to meet the need for tire service equipment
and supplies in retail tire dealer markets, as well as
commercial, truck, off-road, and auto dealer markets.
In addition to our North American operations, last 
year we established a new distribution facility in 
Brazil to develop emerging opportunities in its tire
service markets. An industry-leading brand, strong
customer relationships, and unrivaled capabilities
provide an excellent foundation for this segment’s
continued growth.

• The Material Handling— North America
Segment produced net sales of $209.5 million, up 
11 percent, due in large part to our focus on new bulk
container systems, expansion into new markets, and

Actions to Strengthen Our Performance 
Are Producing Solid Results...



increased conversions to reusable packaging from
cardboard. Income before taxes was down 17 percent
at $16.3 million, as our efforts in higher selling prices
and operating expense controls were outpaced by
higher raw material costs. Among the many successes
last year, our Citadel® bulk shipping container made
inroads with new liquid transport markets, and our
SeedBox™ container continued to deliver new
opportunities in the agriculture market. In addition to
our Distribution Segment’s operations in Brazil, we
installed a structural-foam molding line in the same
facility to produce select material handling products
that are in strong demand for that region. In 2006, we
will strengthen initiatives in North American Material
Handling to better manage the relationship of raw
material costs and product pricing— and we will raise
the performance bar in the market to further justify
our pricing by delivering to customers the best value
in product selection, quality, service, and innovation.

• Economic weakness plagued the markets of our
Material Handling— Europe Segment last year, and net
sales finished slightly down at $166.8 million
compared to $167.2 million in 2004. Income before
taxes was $8.3 million, an increase of 40 percent. Our
new management team in Europe did an outstanding
job of achieving better profitability on a near constant
level of sales by strict implementation of price
increases to offset raw material costs, significantly
lowering operating expenses, and focusing efforts on
strategic customers and markets. In 2006, our
priorities for Europe are to continue progress in those

areas, determine where to put our resources, and act
on what is most advantageous for our overall growth.

• The Automotive and Custom Segment delivered
another year of double-digit sales growth, with net
sales up 14 percent at $195.1 million due to strong
demand for our engineered plastic and rubber
components in OEM automotive, recreational vehicle,
and heavy truck markets. Income before taxes was
$10.0 million, down 24 percent, as our efforts for
higher pricing to offset material costs lagged during
the first part of the year, which hurt the full year
performance. However, income before taxes increased
38 percent during the fourth quarter, as higher pricing
took effect along with improved sales volumes and
cost controls. For 2006 we will continue to place more
emphasis on less volatile markets with the most
potential to deliver consistent, profitable growth.

• The Lawn and Garden Segment turned in strong
performance in 2005 with net sales rising 44 percent
to a record $170.4 million, which includes $28.9
million in incremental revenue from acquisitions.
Income before taxes in the segment increased 37
percent to a record $16.4 million. Throughout the
grower and retail markets, customer response to our
industry-exclusive picturePot®, a printed plant
container, put these colorful products in store displays
nationwide with a leading home improvement
chain— an endeavor for which we see expansion this
year. In our decorative resin planters niche, new
designs with unique finishes grew business with
retailers across North America and positioned us for
continued success there in 2006. As the horticultural
market remained a strong component of the U.S.
economy last year, our unmatched selection of
hanging baskets and other plant packaging products
met the high demand from North America’s
professional plant growers and their suppliers. In
2006, we will continue to build on the innovation,
customer partnerships, and product pricing
management that characterized this segment last year,
all of which will enhance the value we bring to
customers through the leading brands in our industry.

Customer Satisfaction— Adding True Value

Through the individual efforts of our strong
brands, we add value by closely listening to customers
and delivering complete solutions when and where
they need them. In 2005, that value was found in
many areas: investing in a new manufacturing venture

President’s Message

Our Buckhorn® SeedBox™ was created for a leading producer of corn
and soybean seed to deliver product more efficiently. These containers
are in use throughout North America and are
providing the “seeds” for expansion in
other agricultural markets.
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in Brazil to help support a key customer’s expansion
with a reusable container program; custom-designing
plant packaging to help growers launch new and
differentiated lines of flowers; bringing material
handling solutions to the customers’ front doors
across North America with a “Roadshow Truck”— 
a traveling trade show that enables our people to
demonstrate our product portfolio in dynamic
interaction with customers and offer ideas to 
make their operations more productive; as well as
responding quickly as the single source for supplies and
equipment that retail tire dealers needed to expand their
businesses and improve their performance. As a result
of efforts like these, customers view Myers Industries’
brands as sources of reliable, innovative solutions—
and as contributors to their success.

We are also strengthening customer relationships
by making it easier for customers to do business with
us. For example, investments made in new technology
and processes allow many of our customers to get
product information, place orders, check shipping
status of their orders, and review their account
information online, anytime. We are also making
investments for better internal tracking of products
and orders, which will reduce costly errors.

And quality remains a key to value, too. Myers
Industries’ brands are well known for their hallmark
high quality standards that ensure products perform
consistently time after time. Without a commitment to
quality at all levels of our organization, whether in
products or services, neither operational excellence
nor sustainable growth would be possible.

In short, satisfied customers are loyal customers,
which brings mutually beneficial value and builds a
strong foundation for growth.

Cost Control — Managing for Financial Success

Our strict attention to Cost Control produced
positive effects throughout 2005, as selling and
administrative expenses decreased to 21.2 percent of
net sales compared to 23.4 percent of net sales in
2004. Myers Industries’ focus in the Cost Control arena
is simple: minimize expenses, maximize cash flow—
essentially, spend the Company’s money as cautiously
as we spend our own.

The number one priority is structuring selling
prices to match the value that we put into products
and services and to recover the raw material input
costs. Our primary raw material is plastic resin, mainly

high-density polyethylene (HDPE) and polypropylene,
of which we purchase approximately 400 million
pounds per year. Last year, resin prices on average 
were 30 percent higher than in 2004, and we reached
historically high prices with increase announcements
that were coming out every 15 days through the 
fall months.

Our customers for the most part understand that
we must recover these costs, and in combination with
internal productivity and operating expense efforts, we
steadily implemented price increases in our business
segments last year. We were able to completely offset
higher raw material costs in the third quarter and
mostly in the fourth quarter. For the full year, we
estimate that we recovered approximately 75 percent 
of the $48 million increase in raw material costs.

Cost Control also means preserving reductions
already made, seeking out new areas to drive down
operating costs, and improving efficiency and
equipment utilization throughout our businesses. For
example, in our Distribution Segment last year we took
the opportunity to consolidate two distribution
branches into larger, more efficient facilities. We also
closed one sales office in Central America and merged
its activities into our domestic sales function. These
efforts will help with permanent cost reductions as
well as more coordinated sales efforts in our
Distribution markets outside the U.S. In addition, we
closed two manufacturing facilities and transferred
their operations to newer, more productive facilities.

Justifying expenditures plays a huge role in 
Cost Control. We constantly ask ourselves,“What’s 
the return on investment?” before committing funds 
to any project. In 2005, our capital expenditures were
$26.9 million, allocated to new, high-value products;
new manufacturing equipment and facility expansions to
improve efficiency; as well as to help fund expansion
into what we believe to be high-growth markets.

Our exclusive Pro Cal® picturePot® process allows for custom
printing and forming of flowerpots with vivid images and
information that creates colorful plant packaging for retail displays—
and helps consumers plan and plant the perfect garden.
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Another priority is to improve our utilization 
of working capital. By focusing strict attention to
inventory, accounts receivable and payables, and other
critical areas, we expect to continue to improve our
cash flow in order to reduce debt and invest in our
core businesses.

Organizational Development — Quality People

For Organizational Development, we mean having
the right people in the right positions, implementing
succession planning at all levels, maintaining ongoing
professional development, reinforcing employee
accountability, and rewarding performance. Our
business grows in part because we emphasize each 
of these areas across our segments.

Last year, one of the biggest changes in our
Company was the re-organization of our businesses
into the four manufacturing segments and the
Distribution Segment. Our businesses continue to
operate with the entrepreneurial spirit in which they
are all rooted, but one of our primary objectives is to
achieve the benefits of synergies presented between
our brands to maximize our growth potential. To help
accomplish this task, we named managing directors
for each segment. These are seasoned managers from
within our organization, and they are charged with
devising an operating strategy for the respective
businesses in their segments. Working with the
general managers and their management teams at
each business, they are focused on developing new
products, maximizing cost controls, determining
which customers and markets to emphasize or not
emphasize, building greater leadership brands in our
markets, plus many of the other day-to-day operational
responsibilities. This allows me to work closely with
each managing director to create and implement the
longer-term strategic direction for our Company.

Myers Industries offers an environment in which
employees are empowered to do what they believe is
best for the business to reach its goals, and what is
right for the customer. Our Strategic Business Evolution
process provides a framework for employees to take
action and produce improvements. It also provides a
framework for a more performance-based organization.
Our people at every level are being given information
and the tools to better understand their impact on
financial performance and how they can collaborate
more effectively within their respective businesses and
roles to contribute to our success.

Positioning the Business 
for the Future

And finally, Positioning the Business
for the Future encompasses each of the
principles set forth in this letter— and more.
Combined with the initiatives already in action, to
position our business for future growth we will
emphasize:

• Continued investments in new technologies 
and processes to reinforce market strength 
and capabilities in key business groups;

• Continued investments in emerging 
growth markets;

• Being the leading innovator of niche,
high-margin products;

• Being the low-cost producer of certain
commodity products where our brands excel;

• Potential divestiture of businesses with non-
strategic products or markets, aligning our
resources with the best avenues for long-term,
profitable growth potential;

• Selective acquisitions as opportunities arise to
enhance our leadership in key markets; and,

• Consolidation and rationalization initiatives to
further reduce costs and improve productivity
within the Company’s manufacturing and
distribution footprint.

Our segments and brands are under continuous
review for strategic fit and growth potential. This
rigorous review process is guided by the five operating
principles and is central to our Strategic Business
Evolution, which will strengthen our innovation,
enhance leadership in the markets we serve, build
strong customer relationships, and position us to grow
on a sustainable basis.

Taking Stock in the Share Price

Myers Industries’ stock opened 2005 at $12.89 and
closed at $14.58. We believe the price improvement
clearly reflects the financial results in 2005 and our
execution on initiatives during the year to strengthen
our performance.

Our stock’s appreciation, an increase of 13.1
percent before dividends last year, compared 
favorably with the general stock market. This stock
improvement outperformed that of the Dow Jones
Industrial Average, which declined 0.6 percent; the
Nasdaq Composite, which gained 1.4 percent; the
Standard & Poor’s 500, which increased 3.0 percent;

President’s Message



the Standard & Poor’s Small Cap 600, which
increased 6.7 percent; and the Russell 2000,

which increased 3.3 percent. We are optimistic
that the longer-term strategic steps that we are

exploring and enacting will strengthen both 
the Company and the share price to improve returns

for our shareholders.

A Word About Financial Stewardship & Compliance

I want to state clearly that Myers Industries takes
financial reporting very seriously. From strengthening
our internal auditing function to compliance
management, we regard financial stewardship as 
one of our highest priorities. We will remain steadfast 
in providing the highest level of integrity in our
communications with shareholders and the 
financial markets.

In Closing. . .

Finally, I want to recognize Greg Stodnick, who 
will retire as CFO this April after 26 years of service to
Myers Industries. Greg has been an immeasurable
help and support to me during my tenure as COO and
now CEO, and I offer him my heartfelt thanks for that
and best wishes for his retirement. Transitioning to 
the CFO position will be Don Merril, who joined the
Company in January. I welcome Don and look forward
to his contributions on our management team.

Myers Industries has a clear strategy for growth.
Our business fundamentals are very solid and, in fact,
have strengthened from early last year through
implementation of our strategic programs. There is
more work to be done, but I have every reason to
believe that our long-term outlook is bright. We thank
our nearly 5,300 employees worldwide for their efforts
in 2005, and we appreciate the continued confidence
of our customers and shareholders.

Respectfully Submitted,

John C. Orr
President and Chief Executive Officer
March 3, 2006

To help grow their businesses, tire dealers and other
vehicle service customers rely on the full-line product
selection and nationwide coverage from our Myers
Tire Supply® brand— the one-stop-shop for the tire
and undervehicle service products.

May 1, 2005 marked the official retirement of a very
special employee. For over 37 years of service to our
company, Myers Industries is grateful to President, Chief
Executive Officer, and Chairman Stephen E. Myers. His
guidance,and vision led the Company through a sustained
period of success, growth and profitability.

Steve officially began his career with Myers Industries
in 1967. Unofficially, since the age of eight, he regularly
spent Saturday mornings in the office with his father, Louis
Myers, performing tasks centered on the family business.

In 1971 he became president of Akro-Mils and later 
that year was elected to the Board of Directors of Myers
Industries. He was an active member of the management
group that orchestrated Myers Industries’ successful Initial
Public Stock Offering that same year.

The next 25 years generated unprecedented growth 
for the Company and in Steve’s responsibilities. In 1973 
he was appointed corporate vice-president and in 1980
president and chief operating officer. In 1984 Steve
succeeded his father as chief executive officer. In 2003
Steve was appointed Chairman of the Board of Myers
Industries, and in 2005 was appointed Chairman of 
the Board of Directors, a role that he continues to fill
following his retirement from active management.

Stephen Myers’ legacy to the company he helped
mold is one of growth and profitability. From 1984 through
2004 Myers Industries’ net sales grew from $86.0 to $803.1
million and net income grew from $3.8 to $25.7 million.
We grew organically through new product development,
increased manufacturing productivity, and expanded
distribution. Steve’s focus on people, products, and
processes led to strategic acquisitions in the United States
and Europe that transformed Myers Industries into a
global force in plastic reusable material handling products,
a leader in plastic horticultural containers, and the largest
U.S.distributor of tire service tools,equipment,and supplies.
The employees of Myers Industries offer Steve a hearty well
done,and all of our best wishes in his future endeavors.

7

A Tribute to Stephen E. Myers

Thank You for 25 Years of Growth!
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2005 Segment Highlights

Material Handling – 
North America
Myers Industries is North America’s leader in reusable plastic
packaging and material handling products that replace
disposable cardboard boxes and wooden pallets to help
companies improve material handling performance and
reduce costs.

Material Handling – 
Europe
Similar to its North American operations, in Europe Myers
Industries boasts the leading brands for selection,service,and
quality in reusable packaging and material handling products.
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Here’s a look at how Myers Industries’ operations performed
in 2005 to fulfill the Company’s objective of delivering 
sustainable, profitable growth. With an extensive range of
products and capabilities, Myers Industries’ brands enjoy
strong positions in many niche markets that afford us 

multiple growth platforms. Whether custom designing
reusable container and pallet systems or outfitting tire service
centers, the people of Myers Industries are focused on 
delivering exceptional performance that improves value
for customers,employees and shareholders.

Brands— Buckhorn® and Akro-Mils™

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

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

2005 Highlights— 
• Net sales up 11 percent to $209.5 million; income before taxes down 

17 percent at $16.3 million.

• Record plastic resin costs were partially offset by higher selling prices,
improved unit volumes, expense controls, and productivity gains.

• Growth in markets such as agriculture, food, niches of manufacturing,
and with industrial catalogers was fueled by new products, line
extensions, and customer expansion with reusable material 
handling systems.

• One manufacturing facility in this segment was closed and its
operations moved to a larger, more efficient facility to better serve
customers and reduce costs.

Brands— Allibert-Buckhorn™ and raaco®

Key Products— Bulk Shipping Containers; Distribution Totes and Pallets;
Specialty Food Processing and Distribution Totes; Organization Bins; Bulk
Storage Tanks.

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

2005 Highlights—
• Net sales $166.8 million, a slight decrease from $167.2 million in 

’04; income before taxes up 40 percent at $8.3 million.

• Higher raw material costs were offset by increased selling prices,
strict expense reductions, facility consolidation, and gains in
manufacturing efficiencies.

• Sales growth was constrained by a weak European economy,
which slowed customers’ spending. Expansion was in select niche
markets through new products and “solutions” to help customers
overcome material handling challenges and improve their
productivity and profitability.
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Lawn & Garden
Our Lawn and Garden brands present an unrivaled
selection of plastic flowerpots,planters,and accessories
for the North American horticultural market, from growers
to retailers to consumers.
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16.4
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Automotive & Custom
With our Automotive and Custom Segment brands,
Myers Industries is a top manufacturer of engineered
rubber and plastic products serving diverse niche
markets and applications.
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Brands— Ameri-Kart™,Buckhorn Rubber™,Michigan Rubber™,
Patch Rubber™,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.

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

2005 Highlights— 
• Net sales of $195.1 million, up 14 percent ($10.1 million from

acquisitions); income before taxes of $10.0 million, down 24 percent.

• Profits for the year were impacted by higher costs for both plastic and
rubber raw materials and the later-year timing in which higher prices
could be passed to customers.

• Sales growth resulted from strong demand across all major product
lines and markets. Manufacturing synergies helped to expand
product offerings within the brands and improve penetration in 
select markets.

• One manufacturing facility in this segment was closed and its
operations moved to a more efficient facility to reduce costs.

Brands— Dillen®, Listo™,and Pro Cal®

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

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

2005 Highlights— 
• Record net sales of $170.4 million, up 44 percent ($28.9 million 

from acquisitions); record income before taxes of $16.4 million,
up 37 percent.

• Higher selling prices, unit volumes, and expense controls offset higher
raw material costs.

• Sales of both existing and new products were strong in grower 
markets, where customers were helped to improve efficiency in 
their operations.

• Our proprietary, custom-printed picturePot® provided a nationwide
home improvement center and growers with unique “packaging” for
plants, featuring vivid, colorful images and planting instructions
printed on the pots to help consumers create beautiful gardens.

• New pottery-like decorative resin planters with innovative 
designs helped to expand business with leading retailers across 
North America– while providing consumers with unique products 
for indoor and outdoor plantings.
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Distribution

Distribution Segment Manufacturing Segments

Capabilities & Facilities Overview

2005 Segment Highlights

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 industry-leading service,our Myers Tire
Supply® brand dominates this business in North America.

Brand— Myers Tire Supply®

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

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

2005 Highlights—
• Record net sales of $189.9 million, up 11 percent; record income

before taxes of $20.6 million, up 19 percent.

• Strong demand for supplies and equipment boosted sales across
nearly all major markets.

• Consolidated two distribution branches into larger, more efficient
facilities to reduce costs and improve customer service.

• Established a new distribution facility in Brazil to meet the
emerging growth opportunities in its tire service markets.

We design,manufacture,and market more than 12,000 polymer products.
No other manufacturer in our class can match our combined design,
engineering, and production capabilities, which delivers unmatched
value for our customers.

Segments:
• Material Handling— North America

• Material Handling— Europe

• Lawn & Garden

• Automotive & Custom

Manufacturing Processes:
• Plastic & Rubber Injection Molding

• Rotational Molding

• Vacuum Forming

• Winding Extrusion

• Co-Extrusion Blow Molding

• Compression Molding

• Rubber Compounding,
Calendering & Extrusion

• Rubber-to-Metal Bonding

• Metal Forming

• Metal Powder Coating

We buy and sell nearly 10,000 products used by service professionals in
tire,wheel, and undervehicle service,providing customers the products they
need,when they need them.

Capabilities:
• Unrivaled Product Selection

• Broad Sales Coverage

• Local Sales & Inventory

• International Distribution

• Direct Sales Force— 
More than 170

• National Accounts Coverage

• Customer Product Training

• New Products “Speed to Market”

Manufacturing Locations:
• North America: 23

• Europe: 6

• South America: 1

189.9
171.6

158.3

05

04

03

05

04

03

Net Sales ($ Millions)

20.6
17.3

12.5

Income BeforeTaxes ($ Millions)

Distribution Locations:
• United States: 37 Myers Tire

Supply® Branches Nationwide

• Brazil: 1 Regional Branch

• Other International: 4 Affiliates 
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Annual Meeting
The Annual Meeting of Shareholders will be held on Tuesday,
April 25, 2006, 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.myersind.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: Garee Daniska,
Assistant 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 • Change name or address
• Replace lost stock certificates • Obtain statements of

or dividend checks holdings
• Eliminate multiple mailings • Consolidate accounts

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

www.ncstockaccess.com

Form 10-K Requests
A copy of the Company’s 2005 Annual Report & Form 10-K is
available at our website or upon written request to:

Donald A. Merril,Vice President, Business Development
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, Business Development

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.

Karl S. Hay
Retired from Brouse McDowell, A Legal Professional Association

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

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

Jon H. Outcalt
Chairman, Federal Process Corporation 

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

Gregory J. Stodnick
Vice President-Finance and Chief Financial Officer

Donald A. Merril
Vice President, Business Development

Kevin C. O'Neil
Vice President, General Counsel, and Secretary

NYSE Disclosures

In 2005, 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, 2005
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.

 

Investor Relations Information

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
Investor Relations Manager
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72 years of Growth... Our 34th year as a public company.

A Focused, Strategic Business Evolution for Long-Term 
Sustainable Growth, Emphasizing. . .

• Being the leading innovator of niche, high-margin products;

• Achieving leadership in key product areas through breadth 
of offering, consistent quality, and superior customer service;

• Concentrating our efforts on niche markets where our 
capabilities create profit opportunities for our customers 
and ourselves;

• Leveraging brand equity and capabilities to grow business
with existing customers and cultivate new ones;

• Investing in new technologies and processes to reinforce 
market strength in key business groups;

• Succession plans through our management teams at all 
levels of the Company, ensuring the right people are in the
right positions to grow;

• Selective acquisitions as opportunities arise to enhance our
leadership in key markets;

• Potential divestiture of businesses with non-strategic products
or markets, aligning our resources for the best long-term,
profitable growth potential; and

• Consolidation and rationalization initiatives to reduce costs
and improve productivity.

. . .Supported by Strong Fundamentals to Increase Benefits 
for Our Customers and Our Shareholders:

• Long-Term Approach to Business

• Consistent Quality

• Multiple Growth Platforms

• Diverse Product Offering 

• Complementary Acquisitions 

• International Reach

• Brand Strength & Market Leadership

• Broad Manufacturing & Distribution Capabilities

• Superior Customer Service

• Product Innovation


