Seasonal
Symbols

by Stan Crader
President, CDC*BME

We’re in the heart of football season, and unless you watch the action with the
sound on your TV or radio turned off, you should be well-versed on the proper and improper
uses of metaphors, similes, clichés, idioms, and best of all — hyperbole. If not, please see the
last issue of the POST Powerline which explored this very issue, using the Grizzly as a simile
(or was it a metaphor?) for the full service dealer. (FYI, | have since come to believe that the
full service dealer is actually more like a Wolverine than a Grizzly; though they are smaller
than their nearest competitor, Wolverines are pound-for-pound the most tenacious animal in
the woods, and in my book, tenacity trumps all. But | digress. Sorry.)

In this issue, | want to talk about symbols. Most specifically, what is the proper symbol for

In this issue... a full service dealer?
ﬂ To answer that question we must first understand what a symbol is. Google, the omnis-
o Seasonal Symbols cient reference guide, says that a symbol, in it's basic sense, is a graphical, written, vocal, or
920 Hurricane Relief Efforts physical object that represents another, usually more complex, physical, or abstract object.
| don’t know about you, but that didn’t help me much.
30 HurricaneDisaster Response Maybe it would be more enlightening to consider how symbols are actually used. Since it
40 New Products for 2006 “tis the season’ we’ll use some seasonal symbols.
Frankincense and Myrrh, for example, were given to the Christ child as symbolic gifts.
So More New Products for 2006 Frankincense is a sweet smelling gum resin derived from the Boswellia tree. At the time of
@O New Attachments for 2006 Christ’s birth it was considered as valuable as gems or precious metals. When burned, it pro-
@ ) duced a white smoke that symbolized the prayers and praises of the faithful ascending to
o ACentury of Service heaven. Myrrh is a gum resin too; it was harvested by making gashes in the flesh of a Dindin
@o STIHL eService Dealer Survey tree. Myrrh was used in the embalming or anointing of the dead; it symbolized mortality, suf-
) fering, and sorrow.
70 Dealers Talk about iCademy Since they’re not blister-packed, marketed, merchandised, and end-capped at Wally
70 iCademy Incentive Winners World’s check-out line, it’s difficult to visualize Frankincense and Myrrh. Consequently, the
NSO value of their symbolism is diminished in this glay an-d age. y _ N
On the other hand, the candy cane is readily available, and, at this time of year, highly visi-
Look for these Inserts that accompany this  DI€. It is steeped in symbolism, but the tale of how the candy cane got its shape and stripes is
issue of the POST Powerline: a Christmas story that spans a couple of centuries. Regrettably, its story is often left untold,
o0o STIHL's USA Today Ad Poster so | shall rectify this omission.

) ) Prior to the invention of pacifiers, parents used short sugar sticks to ‘pacify’ babies. As
ooo 2006 SRR/SRR Elite Requirements  the story goes, during the 1670’s a German choirmaster had the sugar sticks bent into the

...Continued on page 8
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Hurricane Response Was Anything But a Disaster

The back-to-back hurricanes that
devastated the Mississippi,
Louisiana, and Texas coastal areas
this fall created crisis on a national
level, but CDC and BME are justifi-
ably proud of the roles the company
and their employees played in the
aftermath.

As Don Crader stated after
Hurricane Katrina, "When a disaster
strikes our nation we are faced with
the immediate need to help the vic-
tims, and while we can not all be at
the disaster site we do appreciate
the many volunteers who are willing
and able to give of their time and
resources. We can be there in spirit
and we can help with the costs of
supplies, clothing and shelter.”

After Katrina hit, the Crader
Family weighed their options and
ultimately made a financial donation
to the North American Mission
Board’s (NAMB) Baptist Relief
Association.

"They have over 30,000 trained
volunteers, they have set up many
food kitchens and are working in
conjunction with the Red Cross by
furnishing the manpower for some
of the Red Cross food facilities," Don
noted.

"100% of the donations received
by NAMB go for disaster relief fund-
ing. There are no costs for adminis-
tration. We have been working with
the NAMB for several years now, fur-
nishing equipment for their disaster
cleanup programs," Don continued,
referring to the Disaster Relief Chain
Saw Unit of the Spring River Baptist
Association who are pictured right.

In the wake of Hurricane
Katrina, the Spring River chain saw
unit sent a team of 25 to McComb,
Mississippi. "We had some challeng-
ing projects with very large trees,

but were able to
help quite a few
families," Ron
Crow, the
unit's director
reported.
“The door of

opportunity was opened. Our work
there created a sense of awareness
as well as a positive influence in the
community.”

When Hurricane Rita hit, NAMB's
efforts continued and expanded.
Their website, www.namb.net,
reported the amazing statistics you
see in the box above. These num-
bers represent their 2005 Hurricane
Katrina/Rita Response efforts as of
December 9.

The Disaster Gets Personal

On the heels of Katrina, hurri-
cane Rita began barreling down on
Houston, forcing one of the largest
evacuations of a major metropolitan
area in U.S. history.

As predictions became more and
more dire, CDC began sending saws
(and personnel) to Blue Mountain,
whose response to the crisis was
tireless.

Though the eye came ashore in
neighboring Louisiana, the Texas
coast was still hit hard. Whether we
experienced the hardships or not,
we all remember the reports of
structural damage, power-outages,
and gas shortages.

As you would expect, the Texas
STIHL dealers rose to the occasion,
working literally around the clock to
provide chains saws and clean up
equipment to the beleaguered
homeowners.

"The dealers would sell all day,
close up, and then work all night
preparing saws for the next day,"

NAMB Katrina/Rita Disaster Response

Volunteer Days Contributed 150,660
Meals Prepared 13,122,333
Jobs Completed:

(cleanup and recovery operations) 16,588
Showers Provided 95,177
Laundry Loads Completed 23,897
Children Cared For 7,802
Ham radio messages sent 3,107
Gallons of Water Purified 21,595

Above and below, the Spring River Baptist Association on
the job after hurricane Katrina. CDC*BME has long been
a sponsor of the Associations’ Chain Saw Unit.




Schmidt Saw & Knife (Beaumont) at a STIHL distribution
center in Nederland, TX, where area BME dealers picked
up product as it was brought in by BME supply caravans.

Fred Miller’s Outdoor Power Equipment in Groves, Texas,
was one of BME’s hard-hit dealers.

BME Technical Sales Manager Matt
Rose reported.

Of course, having saws to sell
was a critical factor, and Blue
Mountain Equipment rose to the
occasion, keeping a fleet of nine U-
Hauls on the move delivering units.
The fleet would move into an area,
set up a distribution center for the
area's dealers, and deliver saws out
of the back of the truck.

"Of course, one of those trucks
was used just for hauling gas," Matt
noted. "There was no place to buy
fuel for hundreds of miles, so we
had to bring our own along with us.
We bought every gas can in
McKinney, and our resupply truck
was constantly on the move in and
out of the area, keeping us going.”

There were no beds to be found
in their travels, either, as all motels
were filled with Hurricane Katrina
refugees, or evacuees from
Houston. "One night, we slept on
the asphalt of a mall parking lot,
and more than one night was spent
in the van with boxes for mattress-
es.”

Matt recalls one very special day
when they pulled up to supply
Triangle Lawn in Beaumont.

The dealer had been working all
night and had posted a notice that
he wouldn't open until 10 a.m. that
particular morning because he had
to re-stock his shelves.

When the BME van pulled in
about 7 a.m., customers were

already in line
on the parking
lot. "It was really
something,”
Matt said. “The
customers got
together, made a
list of their order
in line, and then
pitched in to
help us unload
and restock. It
was really some-

thing.” )
Y

Another shot of Fred Miller’s Outdoor Power Equipment in Groves, Texas. The
top sign on the pole is (was) their lighted STIHL sign. Both 4 x 6 panels were
blown out, but the fragile flourescent light bulbs remained in tact!

Above, A&B Outdoor Equipment at the
Nederland drop off area preparing for
another BIG STIHL day. Below, Tommy
Roberts at U Rent Alls in Orange, TX,
is arranging for the delivery of more
STIHL product.

Photos on these pages were taken by
BME TM Mark Hilliard and CDC’s new
Marketing Assistant, Jason
Bandermann, who went to Slidell,
Louisiana, with a volunteer group from
his church to assist with clean-up.







The New 135° Attachments

A Big Hit with Dealers: STIHL eService

Dealers couldn’t be happier about STIHL's new eService Product
Registration, Warranty Processing and Claim center. We asked a few deal-
ers what they thought, and our survey says....

Marvin’s Mowers & More
Muskogee, Oklahoma

Interviewed: David McMullen

Serial Number Lookup: “It has
worked real well.”

Product Registration: “Saves time.”

Warranty Claim Submittal: “A whole
lot faster than paper.”

Warranty Status Menu: “Handy.”

Comments: “You know how it is in a
dealership -- you never have time to
complete anything, but eService has
made it a lot easier to get the war-
ranties done. It's better than having
paper strung all over the desk.”

Tuley Farm & Home
Dexter, Missouri

Interviewed: Dudley Hamilton

Serial Number Lookup: “Great!
Tremendous. Saves time and money
because he doesn’t have to call us.
No matter where they are sold |
have the date sold at my fingertips.”

Product Registration: “Lot quicker
and easier than the old paper
method. Saves time & money and
can do it while the customer is
standing in front.”

Warranty Claim Submittal:
“Customer fields are automatically
populated | can put the warranty
claim in as fast as | can write one.
And | have my credit the next busi-
ness day.”

Comments: “It's quick, easy, acces-
sible, informative, what more can |

say? The single biggest
thing about it --
it's a time saver
and as you
well know
time is
money espe-
cially in this
business”.

Andover Auto Parts
Andover, Kansas

Interviewed: Ken Huston

Serial Number Lookup: “Works
Great.”

Product Registration; “Fast. Easy.”

Warranty Claim Submittal: “Working
Great.”

Warranty Status Menu: “Works Fine.”

Warranty Credits: “Credits come in
fast.”

Comments: “I am now able to look
up my own serial numbers instead
of calling to find out when a unit
was sold. And it doesn’t matter
what state it was sold in; it still
pops right up. | also can do a prod-
uct registration fast and easy and
don’t have to keep up with paper-
work. And speaking of warranty
submittal, | can easily enter war-
ranty claims and my credit is
issued the next business day. | am
very happy with the overall per-
formance of STIHL eService.

Ed’s Lawn Equipment
Addison, Texas

Interviewed: Virginia Stern

Serial Number Lookup: “Very good
to look up.”

Product Registration: “Fantastic! It's
a lot easier than some other compa-
nies.”

Warranty Claim Submittal: “Very
nice and easy to maneuver.”

Warranty Status Menu: “It’s great
when things are slow, but | have to
remember to look into this during
the busy season.”

Warranty Credits: “It comes to us in
a very timely fashion.”

Comments: “On a scale of 1 to 10,
STIHL eService is a good 8 %2 com-
pared to the other companies |

deal with.” PN

Ted Vest
Territory Manager

)

Winfred Walker
Head Chain Cutter
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Over a Century of Service
Hard to believe, but these four gentlemen
represent 121 years of service at Crader
Distributing. At this year’s CDC company
Christmas celebration, all four were presented
with service awards that included a newly-
designed company ring that was awarded to

all employees with 20 or more years of serv-
ice. In all, 12 rings were awarded.

Retirees Ted Vest and Winfred Walker are
both leaving us at the end of 2005, and they
will be sorely missed. Phil Hutson and Jim
Fahrenkrog were honored for 35 and 30 years
of service, respectively.
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Phil Hutson
CDC Operations Mgr

——
Jim Fahrenkrog
A/R Manager

Model Designation Changes

Old New
FSA45EZ FS45C-E
FS46EZ FS46C-E

FS55REZ FS55RCE
KM55REZ KM55RC-E
MS180EZ MS 180 C-BE
MS210EZ MS 210 C-BE
MS250EZ MS 250 C-BE
MS270C MS270C-B
MS 280 CQS  MS 280 C-BQ
MS361C MS361C-Q




Dealers Like the New STIHL iCademy

"iCademy is like having a live update school at your fingertips," says David Wood of Smitty's
Lawn and Garden in Overland Park, Kansas. "Employees can use it 24/7 as a refresher or ref-

erence guide to increase their sales knowledge."

Very well put. STIHL iCademy is a comprehensive web-based training resource that offers
an arsenal of training tools that can help make your business more profitable. Best of all, this

real-time training program is available at no cost to you.

iCademy features a variety of training modules designed to teach your staff on subjects like
key product features and benefits to help them at the point of sale. After an employee reviews
a training module, he or she is quizzed on their retention of the material and their test score is
logged so you can review their progress. Employees can retake the test as many times as they
would like to receive the maximum understanding of the module's subject matter.

Brand new STIHL dealer Heartland Farm & Lawn in
Centerview, Missouri, had 4 employees who finished
the first five modules and took all the tests. Darren
Trobough said of the training, "We all learned a lot from
the modules -- especially the Merchandising 101. I've
already used some of the information | learned to help
me sell a Cutquik. And | learned what brushcutters to
use blades on. We do business with other major ven-
dors and | wish they all had this same type of training."

“It's very user friendly," noted Virginia Stern, Sales
and Office Manager at Ed's Lawn Equipment in
Addison, Missouri. "The training modules are very
informative from the sales side and the tests make you
think about what you covered.”

“l would like to see a wider variety of models, not
just the new models," said David McMullen of Marvin's
Mowers in Muskogee, Oklahoma. "I have only been
doing this about eight months, this has really helped
me.”

David's wish for additional modules will become a
reality as STIHL builds on the modules. Already,
iCademy's offerings are expanding beyond product
training to include merchandising techniques and main-
tenance, customer relations skills, sales skills and serv-
ice technology education. Just this month (December
2005), they added Customer Service 101.

Current modules as of this printing include:

= Merchandising 101

= Model TS 700

< Model MS 192 T

= Model FS 100 RX

= BR Series Blowers

= Customer Service 101

Don't forget to sign up for the iCademy Module
Release notification mailing list so that STIHL can send
you an email when a new module comes online. This is
particularly important for SRR and SRR Elite Dealers
who must complete each new module within 60 days of
its release in order to retain their SRR/SRR Elite status.

STIHL also added another new feature in December.
Now dealers can download personalized training certifi-
cates for the iCademy modules that their staff has suc-
cessfully passed. These certificates can be printed and

framed for display so that dealers
can proudly show their customers
that they and their employees are
keeping abreast of industry
advancements and customer serv-
ice techniques.

To take advantage of this new
feature, just click on the “print certifi-
cate” link in your statistics page and
print the certificate on your printer.
Dealers can also download the elec-
tronic file and have the certificate
printed by a printer in their area.

Missouri dealer Joey Thompson
of Poplar Bluff Farm Equipment has
taken all modules except the just-
added Customer Service 101. “The
training was real helpful... (it) gave
me hours worth of training without
leaving the store. We have had
three employees take the training
and all were happy with it. And in
addition, the testing made it easy to
see what we retained."

To access STIHL iCademy, go to:
http://www.stihlicademy.com.

Select your distributor from the
drop down menu (Crader Equipment
Co. or Blue Mountain Equipment),
then input your STIHL dealer num-
ber and your zip code. Be sure to
establish an individual username
and password for each person
(including yourself!) who will be
completing the modules.

Completion of all iCademy train-
ing modules within 60 days of the
release of a new module is an
SRR/SRR Elite requirement for 2006.

&

iCademy Rewards
Incentive Winners

The CDC*BME "Win with
iCademy" incentive drawing took
place December 5, and the three
top winners of a BR 600 backpack
blower were Foreman's, Inc. in
Colleyville, Texas; Cooper Lumber,
Ava, Missouri; and Vandeaver
Equipment Co., Clarksville, Texas.

Blue Mountain Territory Manager
Rodney Behrends is pictured above
presenting one of the BR 600s to
Foreman's, Inc. Pictured from left to
right, Bill Blake, Foreman's OPE
Sales Manager, VP Scott Foreman,
Rodney Behrends, and Foreman's
President, Greg Foreman.

Nearly 4000 tests were taken in
the weeks leading up to the draw-
ing. The other iCademy winners
were:

5 $100 Cabela's Gift Certificates

Ed's Trustworthy Hardware
Lampasas Builders Mart
Lee’s Lawn Care & Equip
Blue Valley Tractor & Supply
Do It Best Home Center

10 $50 Cabela's Gift Certificates

American Lawn & Leisure
Sandy Creek Marina

MAE Power Equipment

Air Cooled Engine

Farm & Home of Warrensburg
Mordt Tractor

Mustang Equip-Marble Falls
Gruen Sales & Service
Andale Equipment

BGs & Co

&
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Continued from Page 1
Seasonal Symbols by Stan Crader

“J” shape and passed them out to children attending Christmas Eve servic-
es. (I suspect it was at about this time that Dentistry evolved.)

Some believe the “J” shape symbolized the word Jesus; others cling to
the notion and that it represents the shape of a shepherd’s staff. | wasn’t
there, but would probably have sided with the Jesus crowd despite the cre-
dence the name candy “cane” lends to the staff theory. More than likely he
shaped it that way so that it would be easier for an infant to keep it in his
(or her) mouth. At any rate, it wasn’t long before everyone forgot why the
sugar stick was J-shaped.

A hundred years or so later, people found another use for the conven-
ient elbow of the white confection and began using the candy to ornament
their Christmas trees. Legend has it that toward the end of the 1800’s an
Indiana candy maker gave the cane its red stripes, added a rationale, and
in one fell swoop exponentially enhanced the symbolic value of the present
day candy cane.

To wit... The hardness of the candy represents the solidity of the prom-
ise of Christ Jesus. The pure white color symbolizes the virgin birth and the
sinless life of Christ. The three thin white stripes represent the trinity and
the single bold stripe symbolizes the one true God.

There’s more.... The peppermint flavor is said to be similar to hyssop. In
Old Testament times, hyssop was associated with purification and sacrifice.
During the first Passover celebration, a bundle of hyssop was used to
smear the blood of Passover lambs upon the doorposts of houses so that
the Angel of Death would pass over their occupants.

Did you ever imagine that something so simple could symbolize some-
thing so complex? The candy cane story truly exemplifies the definition of
the word symbol. It’s a story of Biblical proportion that was started by some
Hoosier with a candy thermometer, but is now bigger than the entire state
of Indiana. Who would have thunk it possible?

Those who are called and believe that which the candy cane symbolizes
see things differently -- especially candy canes.

Why did | tell you this story? There was a reason. Really. My goal was to
establish the definition of a symbol, provide an example, and then build a
case for the STIHL dealer as being symbolized by Santa Claus by consider-
ing the resourcefulness of the dealer, the long hours worked, the ability to
do much with little and stand the test of time... | know. It's a stretch. And
when | began to imagine Santa’s mode of transportation falling prey to all
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of the deer hunters among the dealer population my
analogy fell apart completely.

Fortunately, in the course of my research, | had
already come across the Legend of the Candy Cane and
couldn’t let it go to waste. (Consider the Frankincense
and Myrrh info a bonus.)

Crader Distributing and Blue Mountain Equipment
will be closed the last week of December. During that
time we, like 96% of all Americans, will be celebrating
Christmas. We’ve chosen to call this vacation
“Christmas Break,” even though some communities
refer to it as Winter Vacation (out of curiosity, check
your local school calendar and see if you're district dis-
misses for Christmas Break or Winter Break.)

We prefer the former, and around here it's symbol-
ized by the doors being locked, the phones put on voice
mail, and our employees at home with their families cel-
ebrating the reason for the season — the birth of Christ.

Merry Christmas and a Very Happy New Year.

&

THE POST POLERLIT

Volume 2, Number 4, Winter 2005
Connie Bennett, Editor
Editorial Assistants
Barb Bennett, Stan Beel, Bob Long,
Jim Fahrenkrog, Kim Long, Jason Bandermann

The POST Powerline is published quarterly by CDC*BME for the
benefit of its STIHL Servicing Dealers.
Direct Inquiries & Comments to:

THE POST POWERLTH
Crader Distributing Company
Highway 34 West
Marble Hill, MO 63764

Voice: (573) 238-2675 / Fax: (573) 238-3088
E-mail: bennettc@cdcstihl.biz





