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UNITED STATES  
SECURITIES AND EXCHANGE COMMISSION  

Washington, D.C.  20549  
   

FORM 8-K  
   

CURRENT REPORT  
   

Pursuant to Section 13 or 15(d) of the Securities Exchange Act of 1934  
   

Date of Report (Date of earliest event reported):  March 21, 2011  
   

HILLENBRAND, INC.  
(Exact Name of Registrant as Specified in Charter)  

   

   

   
Registrant’s telephone number, including area code: (812) 934-7500  

   
Not Applicable  

(Former Name or Former Address, if Changed Since Last Report)  
   
Check the appropriate box below if the Form 8-K filing is intended to simultaneously satisfy the filing obligation of the registrant under any of the 
following provisions:  
   
�             Written communications pursuant to Rule 425 under the Securities Act (17 CFR 230.425)  
   
�             Soliciting material pursuant to Rule 14a-12 under the Exchange Act (17 CFR 240.14a-12)  
   
�             Pre-commencement communications pursuant to Rule 14d-2(b) under the Exchange Act (17 CFR 240.14d-2(b))  
   
�             Pre-commencement communications pursuant to Rule 13e-4(c) under the Exchange Act (17 CFR 240.13e-4(c))  
   
   
   

 

Indiana  
   1-33794  

   36-1342272  
(State or Other Jurisdiction of  

Incorporation)  
   

(Commission File Number)  
   

(IRS Employer Identification No.)  

One Batesville Boulevard  
Batesville, Indiana  

   47006  
(Address of Principal Executive Office)  

   (Zip Code)  



   
Item 7.01         Regulation FD Disclosure.  
   
A copy of investor presentation slides to be used by Hillenbrand, Inc. (the “Company”) in investor roadshow presentations commencing March 22, 2011 
is attached as Exhibit 99.1 to this Current Report on Form 8-K.  These investor presentation slides are also available on the Company’s website under 
“Investor Relations” at www.hillenbrandinc.com.  
   
The information furnished pursuant to this Item 7.01, including Exhibit 99.1, shall not be deemed “filed” for purposes of Section 18 of the Securities 
Exchange Act of 1934 (“Exchange Act”) or otherwise subject to the liabilities under that Section and shall not be deemed to be incorporated by reference 
into any filing of the Company under the Securities Act of 1933 or the Exchange Act, except as shall be expressly set forth by specific reference in such 
filing.  
   
Non-GAAP Financial Measures  
   
While the Company reports financial results in accordance with U.S. Generally Accepted Accounting Principles (“GAAP”), the attached investor 
presentation slides include non-GAAP measures. These non-GAAP measures are not in accordance with, nor are they a substitute for, GAAP measures. 
The Company uses the non-GAAP measures to evaluate and manage its operations and provides the information to investors so they can see the results 
“through the eyes” of management. The Company further believes that providing this information better enables investors to understand the ongoing 
operating performance of the Company. Non-GAAP measures should be considered in addition to, not as a substitute for, or as superior to, measures of 
financial performance prepared in accordance with GAAP.  
   
Item 9.01          Financial Statements and Exhibits.  
   
(d)               Exhibits  
   

   
Disclosure Regarding Forward-Looking Statements  
   
Throughout this report, including Exhibit 99.1, we make a number of forward-looking statements within the meaning of the Private Securities Litigation 
Reform Act of 1995. As the words imply, forward-looking statements are statements about the future, as contrasted with historical information. Our 
forward-looking statements are based on assumptions and current expectations of future events that we believe are reasonable, but by their very nature 
they are subject to a wide range of risks. If our assumptions prove inaccurate or unknown risks and uncertainties materialize, actual results could vary 
materially from the Company’s expectations and projections.  
   
Words that could indicate we’re making forward-looking statements include the following:  
   

   
This isn’t an exhaustive list, but is simply intended to provide an idea of how we try to identify forward-looking statements. The absence of any of these 
words, however, does not mean that the statement is not forward-looking.  
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Exhibit  
      

Number  
   Description  

99.1  
   Presentation Slides  

intend  
   believe  

   plan  
   expect  

   may  
   goal  

   would  
become  

   pursue  
   estimate  

   will  
   forecast  

   continue  
   could  

targeted  
   encourage  

   promise  
   improve  

   progress  
   potential  

   should  



   
Here’s the key point : Forward-looking statements are not guarantees of future performance, and our actual results could differ materially from those 
set forth in any forward-looking statements . Any number of factors — many of which are beyond our control — could cause our results to differ 
significantly from those described in the forward-looking statements. These factors include, but are not limited to: recent global market and economic 
conditions, including those related to the credit markets; volatility of our investment portfolio; adverse foreign currency fluctuations; ongoing involvement 
in claims, lawsuits and governmental proceedings related to operations; labor disruptions; our ability to continue the successful integration of K-Tron 
International; the dependence of our business units on relationships with several large national providers; increased costs or unavailability of raw 
materials; continued fluctuations in mortality rates and increased cremations; competition from nontraditional sources in the funeral services business; our 
ongoing antitrust litigation; cyclical demand for industrial capital goods; and certain tax-related matters. For a more in-depth discussion of these and other 
factors that could cause actual results to differ from those contained in forward-looking statements, see the discussions under the heading “Risk Factors” 
in item 1A of the Company’s Annual Report on Form 10-K for the year ended September 30, 2010, filed with the Securities and Exchange Commission 
(SEC) November 23, 2010. The Company assumes no obligation to update or revise any forward-looking information.  
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SIGNATURES  

   
Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the 
undersigned hereunto duly authorized.  
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HILLENBRAND, INC.  

            
            
DATE: March 21, 2011  

   
BY:  /S/ Cynthia L. Lucchese  

         
Cynthia L. Lucchese  

         
Senior Vice President and  

         
Chief Financial Officer  

            
            
DATE: March 21, 2011  

   
BY:  /S/ John R. Zerkle  

         
John R. Zerkle  

         
Senior Vice President,  

         
General Counsel & Secretary  
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Disc losure  regardi ng forward-
looking sta tements Throughout 
this presentat ion, we make a  
number of forward- looking 
statements w ithin the meaning of 
the Private  Securi ties L iti ga tion 
Reform Act of  1995. As the 
words  i mpl y, forward- looking 
statements a re  statements about 
the fut ure, as contrasted with 
hi storical information. Our 
forward- looking sta tements are 
based on assumptions and 
current expect ations of future 
events tha t we  believe a re  
reasonable , but by the ir ve ry 
na ture  they a re  subject t o a  wi de  
range  of r isks. If  our assumpti ons 
prove inaccurat e or unknown 
risks and uncert ainties 
ma ter ia lize , ac tual results could 
va ry ma ter ial ly from 
Hill enbrand’s expec tations and 
projec tions. Words t hat could 
indi cat e we’re  making forward -
looking sta tements include  the 
follow ing: Thi s i sn’t an 
exhaustive  list, but is simply 
intended to give you an idea of 
how  we  try t o identify forward-
looking sta tements. The  absence 
of any of t hese words, however, 
does not  mean tha t the sta tement 
is not  forward- looking. Here ’s 
the key point: Forward-looking 
statements a re  not guarant ees of 
future performance, and our 
act ua l results could dif fer 
ma ter ia lly from those se t forth in 
any forward -looking sta tements. 
Any number of factors —  many 
of whi ch are beyond our control 
—  could cause  our performance 
to dif fer significantl y f rom those  
descr ibed in the  forward- looking 
statements. These  factors 
include, but are  not li mited to: 
recent globa l market and 
economic  conditions, including 
those  re lat ed to the c redit 
marke ts; volat ility of our 
investment portfol io; foreign 
currency fluc tuations; ongoing 
involvement in c laims, lawsuit s 
and government al proceedings 
re lated to opera tions; labor 
di sruptions; our ability to 
continue the  successful 
integration of K -Tron 
Inte rnat ional; the  dependence of 
our business units on 
re lationships w ith severa l large 
na tional providers; increased 
costs or unava ilability of raw  
mater ia ls; continued f luc tuations 
in mortal ity ra tes and i ncreased 
cremat ions;  competit ion from 
nontraditi ona l sources in the  
funeral se rvices business; our 
ongoing antit rust li tigation; 
cycli cal  demand for industr ial 
capit al goods; and ce rta in tax -
re lated matte rs. For a more in-
depth discussion of t hese and 
ot he r fac tors t ha t could cause 
act ua l results to dif fe r f rom those  
contained in forward- looking 
statements, see the discussions 
under the  heading “Risk Fac tors ” 
in i tem 1A  of H illenbrand’s 
Annual Report on Form 10-K for 
the year ended September 30, 
2010, f iled w ith the S ecurities 
and Exchange Commissi on 
(SEC) November 23, 2010. The  
company assumes no obliga tion 
to upda te or revi se any forward-
looking information. intend 
be lieve  plan expect may goa l 
would become pursue  estima te 
will  forecast continue  could 
targeted encourage promise 
improve progres s potential  
should  
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Batesville Overview  K -Tron 
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Hill enbrand P rof ile   



   
 

  

Why invest in H illenbrand now? 
Proven, result s-or ient ed 
management team wi th 
opera tional, public  company and 
acquisit ion experience Strong 
core  compet encies in lean 
business, evidenced by a history 
of continuous improvement Long 
track record of inc reasing 
revenues, mai nt aining high 
margi ns and generating 
substantia l cas h f low  Strong 
ba lance shee t, steady prof itable  
growt h and re liable , robust cash 
flow  Three  indus try- leadi ng 
business platforms w ith a ttracti ve  
margi ns, soli d bottom -line results 
and mul tiple runways for grow th 
K-Tron complements 
Batesville ’s predic table  business 
and cash generation capabili ties 
by provi di ng dive rsif ication and 
signi ficant growth opportuniti es 
Balance sheet strength and robust 
cash f low a llow  us  t o l everage  
core  compet encies for grow th 
through acquisi tions Acqui sition 
stra tegy that  emphasizes 
di ve rsi ficati on and continued 
profi table  grow th Meaningful 
re turn of cash to shareholde rs, 
including above-average  
di vi dend payout ra tio Strong 
Core  Businesses Hist ory and 
Culture  of Execut ion S trategy 
Focused on Increasi ng 
Shareholder Value  



   
 

  

Who is Hil lenbrand? Founded in 
1964, K -Tron Inte rnat ional is a  
leadi ng global  provider of bulk 
sol ids mate ria l handling 
equipment and systems for a 
wide  va ri ety of manufactur ing 
and other industr ia l processes  
Serves cus tomers t hrough two 
business lines:  P rocess Group – 
Feeding and pneumatic  
conveying equipment, pa rts and 
servi ces S ize  Reduc tion Group – 
Size  reduction equipment, 
conveying systems and sc reening 
equipment, parts and se rvices 
Founded in 1906 and dedi cat ed 
for more than 100 years to 
he lping families honor the lives 
of those they love® Provides the 
hi ghest quality bur ial and 
cremat ion produc ts to funera l 
di rectors and their  cli ent families 
North American leader in funera l 
products due to a  history of 
manufactur ing exce llence, 
product innovati on, superior 
customer service , and re liabl e 
de livery 2007 2008 2009 2010 
Hill enbrand Industri es announces 
a plan for the  separat ion of Hi ll-
Rom and Batesville  Caske t into 
two independent publicly traded 
companies Hill enbrand, Inc. 
(parent of  Bat esville  Caske t 
Company) began opera tion as a  
public  company traded on the  
New York St ock Exchange April  
1, 2008 Hi llenbrand, Inc . 
completes acqui sition of K -Tron 
April 1, 2010 Ba tesvill e K -Tron 
(H illenbrand Industr ies)  



   
 

  

Growth strat egy focus es on 
creat ing shareholder va lue 
Leverage our strengths and core 
competencies to di ve rs ify and 
grow profi tably Strat egy Build 
upon our strong financia l 
foundation and leverage our core 
capabilities to crea te a  di ve rsi fied 
industr ia l ope rating company 
with leading positions in multiple  
growt h pla tforms. Goa ls for 
Creating Shareholder Va lue • 
Grow the  opera ting companies 
organically and t hrough prudent 
acquisit ions. • Seek additional  
growt h pla tforms tha t support 
our acqui sition strategy. • 
Ma intai n st rong balance sheet 
and superi or cash generat ion 
capabilities. Strategy 
Management He lp operating 
companies identify and focus on 
objecti ves that generate  the 
grea test  competit ive leve rage and 
best results. Lean Business 
Practi ces Elimi na te was te, 
improve qual ity and increase 
opera tional e ffec tiveness at a ll 
level s of the business. Intent ional 
Ta lent Deve lopment Recrui t and 
re tain top ta lent by providing key 
employees with deve lopment 
opportunities t ha t stretch their  
abiliti es. H illenbrand w ith 
Batesville a lone provi des 
attrac tive, predic table  results and 
strong cash flow , but  limited 
long -term grow th and 
di ve rsi ficati on Crite ria  for 
successful acquisiti on candidat es 
include: A ttrac tive margins, 
strong cash generati on and 
mult iple pa thways  for growt h 
Strong brand in its def ined space 
Ta lented, proven management 
with c lose cust omer rel ationships 
Robust  sa les  and marke ting 
capabilities Strong cultura l f it 
with H illenbrand Ability to 
benef it f rom our core  
competencies and share its own 
competit ive strengths  



   
 

  

We have  diversifi ed our key 
segments and end marke ts 
Revenue  By Segment* K -Tron 
23%  Hist orical H illenbrand 77% 
* R epresents F Y2010 ended 
9/ 30/10 for H istor ica l 
Hill enbrand and LTM ended 
9/ 30/10 for K -Tron ** P lease see  
appendix for reconc iliat ion 
be tween GAAP and Adjusted 
EBITDA for FY2010 ended 
9/ 30/10 H istor ica l Hil lenbrand’s 
end markets inc lude  caskets and 
ot he r death care produc ts K -
Tron’s end marke ts inc lude : 
pl astics compoundi ng and base 
resin manufactur ing; food 
processing; pharmaceutica l and 
chemical;  coal and mi ne ra ls 
mi ni ng;  coal -fired power 
generation; pulp, paper and forest 
products processi ng;  biomass 
energy generati on H istor ica l 
Hill enbrand 81%  K -Tron 19%  
Adjusted EBITDA by Segment 
**  



   
 

  

Batesville Overview   



   
 

  

Batesville marke t conditions We 
continue to post steady results in 
an evolving industry Indust ry felt 
pressures i n pr ici ng, volume, mix 
and excess capaci ty Aggressive  
sales tac tics, especi ally in the  
lower tie rs, have become more  
common B atesville has 
ma inta ined stable  ave rage sel ling 
pr ice through successful sales 
programs, grow th stra tegies and 
opera tional e ff ic ienci es ac ross 
the supply chain Dea ths 
re lative ly fla t in f isca l 2010, but 
dropped slightly in 1Q2011 
Cremation rates re turned t o more 
typi cal  increases of 110-120 
basis points in 2010, but appear 
to be  risi ng in ear ly 2011 Burial  
demand continues its slow  
decli ne  in the near t erm 
Commodit y pr ices, particula rl y 
for stee l and fue l, are volat ile – 
fa irly stable in 2010, but  r ising in 
ear ly 2011 Leveraging high-
ve locit y dist ribution system and 
continuing to dr ive  l ean business 
prac tices to improve  the cost  
struc ture  has all owed us to 
ma inta in a ttrac tive margins 
Buria l Demand Industry 
Dynamics Cost Components  



   
 

  

Batesville i s the la rgest  pl ayer in 
the largest  segment of the dea th 
care industry Funeral P roduct s 
($2.6 Billion Industry) C asket s 
(Total R evenue  $1.3 Bill ion) 
Batesville C asket  (Total 2010 
Revenue : $640 Mill ion) Caskets 
$1.3 G rave Markers $0.5 
Cremation $0.3 Source: 
Company estima tes and public  
fili ngs for F Y2010 Vaults $0.5 
Casket s 89%  Ot her (100+) 
Options 6% Nort hS tar 1% 
Batesville Importe rs Aurora 
Matthews O ther 4%  



   
 

  

Batesville C asket  commands a 
premi um as the industry’s most 
respected brand W orld ’s La rgest 
Casket  Manufacturer Iconic 
brand w ith 100+  years of hi story 
Industry leader: volume, revenue, 
margi n share  Superior mix of 
products Brand of choice  for 
funeral direc tors’ fami lies 
Unparall eled C ommi tment Top-
qua lity produc t manufacturer 
Exceptional  se rvi ce provider 
Innovation leader H ighl y va lued 
business partner Caske ts, 
Cremation Products, Vaults, 
Websites Brands Sampl e 
Produc ts Produc t Li nes  



   
 

  

Batesville focuses on 3 key 
stra tegies Opti mi ze  t he  casket 
business, capi talize on grow th 
opportunities, improve margin 
Optimize the  Prof itable Casket 
Business Endura B uria l Vaults 
New Product Deve lopment 
Merchandising/S ales Batesville  
Inte ractive  Options Cremation 
Produc ts Opera tional excel lence  
Lean manufac turing Continuous 
improvement in all business 
processes Improve Margin 
Capita lize  on Growth 
Opport unit ies  



   
 

  

K-Tron Overview  



   
 

  

K-Tron acquisit ion New business 
represents strong growth 
potential  History of > 20 pe rcent 
revenue grow th (2003-2008), 
ha lf  organic  and half  through 
acquisit ion S trong, consist ent 
gross prof it margins , operating 
margi ns and cash f low H ighly 
di ve rsi fied customers, 
geographi es and end marke ts 
Global  presence  Proven 
management team Abil ity to 
benef it f rom our core  
competencies Simila r culture  
with Ba tesvil le Provides multi pl e 
growt h opportuni ties and 
di ve rsi ficati on W e are more 
pl eased wit h t hi s acquisi tion 
today than on April 1 First 
pr ior ity was to ensure we had 
effective  financ ia l processes to 
support controls and yield ti mely 
and accura te f inanc ial  reporting 
K-Tron is experienc ing its fi rst 
full cycle  of the stra tegy 
management process and is 
applying that knowl edge acros s 
the organiza tion Lean business 
processes a re  beginning to take 
root A lready see ing results of 
talent development  programs 
Why K-Tron? Transition Upda te  



   
 

  

Process Group Overvi ew  Globa l 
leader i n feeding and conveying 
equipment and components 
Process Group Feeding and 
Conveying Equipment and 
Component s Leader in providing 
singl e-source  bul k soli ds ma ter ia l 
handling sol utions and 
technology Deep insti tutional 
know ledge  of the sc ience of bulk 
sol ids mate ria l and thei r 
properties  Accura te feeding of 
“ha rd -to-handle ” ma ter ia ls into a 
wide  va ri ety of manufactur ing 
processes Conveys bulk solids 
through customized pneumati c 
conveying equipment and 
syst ems Origina l equipment 
typi cal ly 70 -75 pe rcent of sa les;  
pa rt s and services 25 -30 pe rcent 
Brands  S ample  Produc ts Produc t 
Lines  



   
 

  

The  P rocess Group is diversif ied 
by both industry and geography 
EMEA – Europe , Middle East 
and Afri ca P lasti cs 
Compounding and Base Resin 
Manufactur ing 57%  Food 
Manufactur ing 18%  Chemical 
6%  Pharmaceutical  6%  
De tergent and othe r Industr ies 
13%  U.S . and Canada  42% 
EMEA 31%  China 12% Rest of 
Asia  12%  2010 Equipment 
Bookings Lat in America 3% B y 
Industry B y Geography e  



   
 

  

Process Group grow th potentia l 
Well -posit ioned to take  
advantage  of new market s and 
technologies New produc t 
development, w ith focus on 
faster time to marke t Growi ng 
opportunities i n C hi nese 
domestic plastics compounding 
industry Economic recovery in 
emerging Eastern Europe and 
Russia market s Expansi on of K -
Tron Premier into EMEA/Asia 
through existing distr ibution 
ne twork Acquisitions of l eadi ng 
brands tha t complement current 
product lines Single -source  
integrated mater ia l handling 
syst ems solutions K -Tron Feeder 
bl ending be fore packaging  



   
 

  

Process Group grow th potentia l 
Organic growt h opportuni ties 
exist by focusing on system 
integration Supplie rs: Ma ter ia l 
Handli ng S ystem Example   



   
 

  

Industry leaders provi di ng the  
power genera tion, mi ni ng and 
forest produc ts industries w ith 
crushers and othe r ma ter ia l 
handling equipment Brands w ith 
decades of i ndustry experience 
and long-term customer re tent ion 
More than 60 pe rcent of revenue 
generated from the sal e of highly 
profi table  repl acement pa rts 
Broad marke t coverage  wi th 
mi ni mal market  ove rlap between 
companies Brands S ample  
Produc ts Produc t Li nes Size 
Reducti on Group Si ze R educti on 
Component s and Equipment Size 
Reducti on Group Leader in 
equipment for power generation, 
mi ni ng, wood processing  



   
 

  

The  S ize  Reduc tion Group i s 
di ve rsi fied and generat es 
substantia l revenue from 
profi table  repl acement pa rts U .S. 
Canada  La tin America  Europe 
China Rest of Asia P ulp, P aper 
and Forest Products / Bi omass 
Chemicals, Pl astics and Ref ining 
Other Power Generati on Coa l 
Mi ni ng By Geography By 
Industry Typica l Equi pment and 
Parts Bookings Potas h and O ther 
Non-Metal lic Mine ra ls Mining  



   
 

  

Size  Reduc tion Group growt h 
potential  Poised for signif icant 
growt h on a  gl oba l sca le China  
and India  coal power and coa l 
mi ni ng marke ts continue t o 
expand dramaticall y G rowth in 
mi ne ral mining for food 
production Worldwi de inte rest in 
bi omass energy projects 
continues to grow  Economic 
recovery will  increase power 
demand and parts sa les 
Improving pulp prices a re  
providing a rebound for capita l 
equipment and replacement parts 
Businesses with compl ementa ry 
product lines or access to other 
ni che marke ts represent 
acquisit ion opportuni ties P CC 
Reversible  Hammermill  



   
 

  

Financ ial Overview   



   
 

  

Hill enbrand 1Q2011 F inanc ials 
Overal l results in line w ith 
expec tations; B atesvi lle, K -Tron 
post soli d pe rformance  
QUAR TER ENDING 
DECEMBER 31 2010 2009 $ IN 
MILLIONS  (except EPS ) Net 
Revenue  % Y /Y Grow th $211 
30.2%  $162 (3.0% ) Gross P rof it 
% of R evenues 91 43.1% 72 
44.4%  Operat ing Expenses 
(Including business acquisition 
costs) % of R evenue  49 23.2% 
31 19.1% EBITDA (Adjusted) % 
of Revenue 51 24.2%  45 27.8% 
Ne t Income 27 30 EPS  $0.44 
$0.48 EPS (Adjust ed) $0.44 
$0.46 Cash F lows from 
Operat ions $28 $36 Batesville  
and K -Tron continue to provi de  
steady cash f low and profit ability 
Batesville ’s 1Q  revenue was  
down 1 pe rcent year ove r year, 
with U .S. buri als down ~4 
pe rcent K -Tron increased 
revenue by 17 pe rcent and 
backlog by 33 pe rcent Adjusted 
EBITDA increased 13 percent 
Cash f low dec line  mostl y rel ated 
to t iming of vendor payments in 
FY2010 and an inc rease  in 
incenti ve  compensa tion ea rned i n 
2010, but paid in 1Q2011.  



   
 

  

Shareholder value  Our 
responsibil ity is to be effec tive 
stewards of your investment Our 
stock continues t o outpe rform the  
S&P 500 and S&P  600 indices 
For the  third consecuti ve  year, 
we  increased our annua l dividend 
in December by 1¢ pe r sha re  Our 
current dividend yi eld is ~3.5 
pe rcent Our S tra tegy Build a  
strong, diversifi ed organiza tion 
that supports growth -or ient ed 
opera ting companies to drive  
accele ra ted inc reases in 
sha reholder value. W e’ ll provide 
effective  governance and 
leverage  results through these  
core  compet encies: Stra tegy 
management process Lean 
business practices Intentiona l 
talent development   



   
 

  

Why invest in H illenbrand now? 
Proven, result s-or ient ed 
management team wi th 
opera tional, public  company and 
acquisit ion experience Strong 
core  compet encies in lean 
business, evidenced by a history 
of continuous improvement Long 
track record of inc reasing 
revenues, mai nt aining high 
margi ns and generating 
substantia l cas h f low  Strong 
ba lance shee t, steady prof itable  
growt h and re liable , robust cash 
flow  Three  indus try- leadi ng 
business platforms w ith a ttracti ve  
margi ns, soli d bottom -line results 
and mul tiple runways for grow th 
K-Tron complements 
Batesville ’s predic table  business 
and cash generation capabili ties 
by provi di ng dive rsif ication and 
signi ficant growth opportuniti es 
Balance sheet strength and robust 
cash f low a llow  us  t o l everage  
core  compet encies for grow th 
through acquisi tions Acqui sition 
stra tegy that  emphasizes 
di ve rsi ficati on and continued 
profi table  grow th Meaningful 
re turn of cash to shareholde rs, 
including above-average  
di vi dend payout ra tio Strong 
Core  Businesses Hist ory and 
Culture  of Execut ion S trategy 
Focused on Increasi ng 
Shareholder Value  



   
 

  

Quest ions?  
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Hill enbrand 2010 Financia ls Ne t 
revenue up 15% ; Adj. ne t income 
up 8% ; Adj. EPS  up 7% ; Adj. 
EBITDA up 12.4%  FISCAL 
YEAR  ENDING S EP TEMBER 
30 2010 2009 $ IN MILLIONS 
(except EPS ) Net Revenue %  
Y/Y  Grow th $749 15.4% $649 
(4.3%) Gross Profit  % of 
Revenue  313 41.8% 274 42.2%  
Operat ing Expenses % of 
Revenue  175 23.4% 119 18.3%  
EBITDA (Adjusted) %  of 
Revenue  191 25.5% 170 26.2%  
Ne t Income 92 102 EPS $1.49 
$1.66 EPS (Adjust ed) $1.80 
$1.68 Cash F lows from 
Operat ions $118 $123 K -Tron 
acquisit ion April 1 drove 
increases in revenue, gross prof it 
and EB ITDA Acquisition -re lated 
costs affect ed operating 
expenses , ne t income, EP S and 
cash f low Issued 10-year publ ic 
notes in July at 5.5 percent 
coupon rate . Bat esville  
ma inta ined solid ea rnings and 
stable  cash f low. K -Tron 
recorded strong sal es and 
increased backl og in six months 
with H illenbrand.  



   
 

  

Disc losure  regardi ng non-GAAP  
measures W hi le H illenbrand, Inc. 
reports f inanci al results in 
accordance w ith U .S. GAAP, this 
presentati on inc ludes non-GAAP  
measures. These  non -GAAP  
measures a re  not  in accordance 
with, nor a re  they a  subst itute 
for, GAAP  measures. 
Hill enbrand uses the non-GAAP  
measures to evaluat e and manage 
its operations and provi des the 
information to investors so they 
can see the  res ul ts "through the 
eyes" of management. 
Hill enbrand further be lieves that  
providing this informati on be tter 
enables investors to understand 
the ongoi ng opera ting 
pe rformance  of the company. 
Investors should consider non-
GAAP  measures i n addition to, 
not as a substitute  for, or as 
superior to, measures of f inancia l 
pe rformance  prepared in 
accordance w ith GAAP.  



   
 

  

Hill enbrand f inanc ial s 1Q2011 
GAAP  to adjusted EBITDA 
reconcili ation H illenbrand, Inc . 
GAAP  Ne t Income to Adj ust ed 
EBITDA * (amount s i n mi llions) 
* Management believes tha t 
earnings before  i nterest, taxes, 
deprecia tion and amortization 
(EBITDA) is a  us eful  measure 
for providing additional  insight 
into t he company ’s opera ting 
pe rformance . Three  Months 
Ended Dec . 31, 2010 2009 
GAAP  net income $ 27.1 $ 29.5 
Inte rest income (3.3) (3.6) 
Inte rest expense  2.8 0.2 Income 
tax expense  15.2 15.1 
Deprec iat ion and amortiza tion 
8.7) 4.5 EBITDA 50.5 45.7 
Certain non - opera ting costs: 
Antitrust liti ga tion 0.3 0.2 
Business acquisition 0.3 2.8 
Sales tax adjustment (0.6) (4.1) 
Adjusted EBITDA $ 50.5 $ 44.6  



   
 

  

Hill enbrand f inanc ial s 2010 
GAAP  to adjusted EBITDA 
reconcili ation H illenbrand, Inc . 
GAAP  Ne t Income to Adj ust ed 
EBITDA* (amount s in mi llions) 
* Management believes tha t 
earnings before  i nterest, taxes, 
deprecia tion and amortization 
(EBITDA) is a  us eful  measure 
for providing additional  insight 
into t he company ’s opera ting 
pe rformance . Fisca l Year Ending 
Sept. 30 , 2010 2009 GAAP net 
income $ 92.3 $ 102.3 Inte rest 
income (13.0) (14.1) Inte rest 
expense 4.2 2.1 Income tax 
expense 54.1 58.5 Deprec iat ion 
and amortiza tion 28.2  18.5 
EBITDA 165.8 167.3 Certa in 
non - opera ting costs: Antitrust 
litigat ion 5.0 2.2 A cqui sition 
account ing 13.3 —  Acquis ition 
costs 10.5 —  Sales tax 
adjustment (4.7) — Airport 
restruc turing 3.0 —  Separa tion 
costs —  0.1 Deprec iation and 
amort iza tion included in 
acquisit ion acc tg. (1.7) —  
Adjusted EBITDA $ 191.2 
$ 169.6  



   
 

  

Hill enbrand f inanc ial s 1Q2011 
GAAP  to adjusted EPS  
reconcili ation Three Months 
Ended Three Months Ended 
December 31, 2010 December 
31, 2009 Pre-Tax Income Taxes 
Post-Tax P re -Tax Income Taxes 
Post-Tax GAAP  net income 
$ 42.3 $ 15.2 $ 27.1 $ 44.6 
$ 15.1 $ 29.5 Cert ain non-
opera ting costs: Antitrust 
litigat ion 0.3 0.1 0.2 0.2 0.1 0.1 
Business acquisition 0.3 0.1 0.2 
2.8 1.0 1.8 S ales tax adj ustment 
(0.6) (0.2) (0.4) (4.1) (1.4) (2.7) 
Adjusted ne t income $ 42.3 
$ 15.2 $ 27.1 $ 43.5 $ 14.8 
$ 28.7 Adj ust ed diluted earnings 
pe r sha re  $ 0.44 $ 0.46 
Hill enbrand, Inc. GAAP Net  
Income to Adjusted Ne t Income 
(amounts in mill ions, except pe r 
sha re  data )  



   
  

Hill enbrand f inanc ial s 2010 
GAAP  to adjusted EPS  
reconcili ation H illenbrand, Inc . 
GAAP  Ne t Income to Adj ust ed 
Ne t Income (amount s in mi llions, 
except per sha re  data ) F isca l 
Year Ended S eptember 30, 2009 
2010 Pre -Tax Income Taxes 
Post-Tax P re -Tax Income Taxes 
Post-Tax GAAP  net income 
$ 160.8 $ 58.5 $ 102.3 $ 146.4 
$ 54.1 $ 92.3 Cert ain non-
opera ting costs: Antitrust 
litigat ion 2.2 0.8 1.4 5.0 1.8 3.2 
Non-recurr ing effect s of 
acquisit ion account ing —  —  —  
13.3 4.8 8.5 B usi ness acquisition 
costs —  —  — 10.5 1.8 8.7 S ales 
tax adjustment —  —  — (4.7) 
(1.7) (3.0) Restruc turi ng costs 
3.0 1.1 1.9 S epara tion costs 0.1 
—  0.1 —  —  — Adjusted ne t 
income $ 163.1 $ 59.3 $ 103.8 
$ 173.5 $ 61.9 $ 111.6 Adjusted 
di luted ea rnings pe r share $ 1.68 
$ 1.80  


