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- DEALERS HAIL THE MODEL 17

“Here’s what'wee beefl waiting for!”
“It’s the perfect safy forymy territory!™

“Watch our sales skywbeket!”

These are typical of the spirited com-
ments expressed by Homelite dealers
throughout the country as they witnessed
the introductory showings of the new
Model 17" What The dealers saw was a
chain saw that is all new. different from
all its competitors—a chain saw that is

Falling @ 30" tree with the new Homelite Model
17 chain saw equipped with 38" bar and chain

T —

not only amazingly light in weight, but
one with real power, real dependability,
Dealers agreed enthusiastically that Kork
was truly the most value-packed ghatfh
saw in the industry!

Comments from dealer_#ftéy dealer
echoed the same story: The/Medel 1706t
only has much mor&power per, fofind
thian any other sat its 2. it s€hghighest
quality saw at thewlofest possible price
as well. It's the saw to further broaden
markets—for wew sales, rultiple sales,
repeat Seles. Tt'sthévsaw they know will
bripg them IO sales!

A% the de@lersiczowded around Home-
lite’s dramafically advanced new Model
L7 carefilly examining every exciting de-
tail (. & they picked it up for a closer

Yook at thf hewCarburetor and fuel pump
arrangement . . . as they stood back
andyurdudly admired the distinctive over-
all\beauty of this revolutionary new
knew that the future

would be outstanding for Tlomelite and

saW . . . they

for them.

And rightly so, for dealers know that
with the addition of this versalile 22
pound. 3.5 brake horsepower Model 17
to an already great line of one-man
chain saws, Homelite’s competitive ad-
vantage will be better than ever. As they
look ahead. dealers are quick to acknowl-
edge that now they will be better fortified
than ever before to wage successful hat-
tles in the growing. highly competitive
chain saw market.

The versatile Homelite Model 17 ‘Mighty Miie’ makes quick work of this farmer's limking operations




(1) It was about @ o'clock in the marning when the
postman delivered a Homelite Model 17 Promotion
Kit to Lou Engel. “I sensed from the size of the
package,” says Lou, “that this Promotion would
be a big hit. When | opened my kit and saw
all the material inside, | KNEW it was the most
terrific promotional material I'd ever seen—using
it all would really help “start the ball rolling’l”

#Lou Engel\s Manager of Pickard’s Hardware Store in White Plains, New
York. He is a staunch believer in the value of strong. well-balanced
promelions. So. Lo gather logether a few adaptable ideas for the benefit
of all Homelile dealers, we took some step-hy-step photos of Lon as he
weighs with a careful hand the “where-lo-place-it"ness of the different types of
new promotional material. Actually. with the Model 17 Promotion Kit, the
setting up of an effective merchandising program can be a simple

process—if you follow a plan such as outlined gon these pages

(2) "The *first fhing | did ofter looking over the
contents, was fo get on the phone and schedule o
seriesiof ads in the local paper. | told them to run
the 3:column mat for a week and then alternate
it daily with the l.column mat. The fellow
from the radio station was due by the next day
and | was all set to hand him the spot announce-
ments for my morning weather report program.”

(3) “While | ordered the ads,” Lou continues, ""our
chain saw specialist, Harry Babushkin, set up
the display inside our store. He tacked the An-
nouncement Ad blow-up under the ‘Power Tools’
sign on the left-hand wall. Everybody sees that
left wall first—just why, | dont know—but that's
our favorite wall and we figured the blow-up
would get the best attention there.”

(4) “Harry picked the area to the right of the
Power Tools Section for our Madel 17 floor dis-
play. He sei the saw on the shipping carton,
spread a few bulletins dnd stuffers alongside, and
tied one of the unit tags on the handle so it could
be seen and examined quickly. The unit tag gave
Harry « little trouble by not wanting to stay on
the smooth handle of the saw, bui he finally
tied a triple knot en it and swears it'll stay put
until some near-sighted wise guy fries to read
the fine print on the back.”




PROMOTION KIT TO WORK

(5)4'Nexi, we tackled the window trimming. Both
chusipitched in and cleaned the windows, then we
scoteh-taped the “All 3 Models” poster, ad blow-
Ups‘and SATURDAY EVENING POST edsel to the
inside of the glass surrounding the chain saw.
‘We did the same with copies of the bulletin and
stuffer. Stringing the “Homelite Chain Saw’ pen-
nant across the window was easy—we used nails
to anchor the rope at both ends and it went up in
o couple of minutes. The banner took longer

fo gel up kecause | wanted it on the oufside
and | wanted fo he sure it woultint flap around
in the wind. By following the stringing diagram
that came with the kit, we tied a simple half-
hitch through the center and one half-hitch on
each corner. All the while we maode sure the
rope was BEHIND the banner and regulated the
half hitches so that the banner was kept tight
by the rope. It worked fine.”

(6) "When we finished dressing the window, |
went back to my desk and filled-in the Newspaper
Publicity Kit. | had mentioned sending ih @
news story to the paper when | calledabout/the
ads, and they said they'd appreciate getting o
few photos which they could fise alohgside the
story. | decided to send them three glossy pic-
tures that came with the kit, sowiliey’d have a
good selection from which to choose.”
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- (7) The promotion begins ‘paying off’ FAST. Min- : ; ey
utes after the last poster is up, two prospects stop

in front of the store fo find out all about the new
Homelite Model 17 Chain Saw.




Faith in Saw Well Rewarded

Chain Saw
Cutting Contest

We will offer $10.00 in mer-
chandise* to anyone who can
outeut the new HOMELITE 5-30
One-Man Chain Saw with their
presently owned one-man chain
saw . . . regardless of horse-
power. Your saw musl weigh
less than 50 1bs. complete,

FREE COFFEE AND
DOUGHNUTS!

Contest held Saturday from
1000 aamn to 2:00 pon,

COME AND WATCH THE CHAIN SAWS“CUT!

ANDERSON'S, INC.

209-215 State Street La.Crosse, Wis.

To help mcreasesales of the, Model
5-30 chain saw toflhe [6ggers.in hisarea,
Homelite dedler OwR. Andewgon of La-
Crosse, Wlﬁeoncm placed, this ad (illus-
trated above]in his local newspaper.
“A few oplimistsdshowed up with com-
petitive make saws)¥ says dealer Ander-
son, “hut no free prizes were handed out
as the 5-30 whipped all comers! Best of
all, we took orders for six Model 5-30's
that same day!™

RAFEI AT A AA | B
VY Iri/Msil MIvi I D0

Chain Saw Specialist Harry Stewart-
Moore of the Milwaukee office, reporls
attending a recent Farm Auction near
Random Lake, Indiana. He had heard

there would be a Homelite Chain Saw on

o)

sale along with the rest of the equipment,
and he was determined to find out how
much money the saw would bring with-
out the benefit of any displays, demen-
gtrations or salesmen.

“lt was really cold that mgh! 7 says
Harry, “but from the huge turneut, you’d
think the crowd was brought up e adiet
of snowballs and icicles. I had,every-
thing to do to keep my teeth from ratiling
out of their sockets. Finally, the saw
came out for bidding,

“It was a Model 26, about three vears
old—the 28" chain was almost half gone.
It started at $150 and climbed steadily
up to $300! I was so amazed, I nearly
fell over! T knew our saws were good,
but I never dreamed Homelite's reputa-
tion was that good. Had to smile as 1
overheard one ol the speclators remark:
“Old Homelite’s
just bring good prices at auctions,”

never die . . . they

HERE'S SAMRUNG OF,1ATEST TESTIMONIALS:

OCONOMOWOC, WISCONSIN

I have run abolitsix”gallons ol gasoline
through the sawstwhich should(be whout 15-18
]l()_lll“s of cutting) and 1 am zéally. pleased with
it . .. I hayesdone a liude, custom work and
everyone whovhis seen ifloperate agrees that it
is a, “oulting ‘devil” AFsthink | can cut more
wood® withuny Homelit€ than*with the two-man
saws 'V seend

(signed) Earl Oestreich

SACCO, MAINE
I think my Homelite is the best there is in
they field. ™1 am very satisfied and as long as
ithstays the best with me, there will be none
tthen to replace it
(signed) Joseph Davis

MARIETTA, GEORGIA

I think Homelites are just wonderful, 1 now
have two, and will buy my third one the first
of April . . . there is nothing like them. I'm
sure | will be the cause of many people buying
them because | can truthfully say Homelites
are the best saws on the market today.

(signed) B. H. Calhoun

BLUE RIVER, OREGON
Beyond a doubt, you have the lLest power
saw on the market! We purchased )rmﬁ first
model for an employee and I opératedAt from
time to time. |t's a nice machine—but the ney
one is so much better. | hayesbeen operdting
the new one mysell for deyeval days jist for
the sheer pleasure of ysing'the bestegt, Fastgst
cutting, handiest, go' gettin'est Aittle’ sawing

wizard n the brush,
(signed) Robert W. Kenady

CANNONSVILLE, NEW YORK

Although ['never used a chain saw before.
1 soon r'dughl onttoany new Homelite, [ts fast
cutking, smooth operation and easy hd[ll“ll'l"
[ its the gldFashioned “cross-cul saw” . . .
vériainly #akes the backache out of wood-
cutting, Jusf @an’t see why 1 didn't get one
so0ner,

(signed) Charles L. Crisman

FOR SAFETY'S SAKE

Always try to work on the upper side when
bucking. Do not release o log that might roll and
injure some other bucker working below.

Pass this tip along to your customers.

WARREN, CONNECTICUT

I plan to build a new house . . . last week@

I cut the first of my logs. They ranged from
12” to 28" in diameter, 1 cut 93 logs, all pine,
in only 6 working hours—all by mysell. Then,
on Sunday aflernonn I cut 60 mere logs in a
little less than 3 hours . . . it sure is & wonder-
ful saw and 4 or 5 other fellows may buy one
themselves later on. Believe me. they won't
so wrong if they get the new Homelite.

tsigned) George . Keith, Jr.

SEDGWICK, KANSAS
[ have helped several other people by showing
them that Homelite is the best to be had—and
I do mean the best, as | have used other brands
of chain saws 1oo. | do as muech work with a
saw as anybody, and have cut logs up to 4 ft.
with this saw.
(signed) N. J. Knapp

STANLEY; NEW YORK

L lla"me uged my new saw and like it very
muchl | had, a Homelite helore getting this
one, used il four vears. It paid for itself three
fimes o¥er the/first winter | had it. The new
one handles even easier, balanced better and
dighteritoo.

X signed ) Harold E, Greene

LINN GROVE, IOWA

I looked at several saws hefore | decided 1o
buy one, and even though some were consider-
ably cheaper than Homelite, | koew that |
wouldn’t be satisfied with anything but a Home-
lite . . . It's really a great one-man saw and
now I couldn™ get along without it

(signed) Gordon Snyder

JEFFERSON CITY, MISSOURI

| like my new Homelite saw very much, it’s
the Dest chain saw on the market . . . can
cut 20 cords of wood a day and can cut a
4 ft. tree on the stump easily and quickly, When
vou consider how much it will do and how little
it costs to maintain, 1 think a Homelite is the
least expensive chain saw on the market,

(signed) Edwin J. Brenner

PAW CHESTER says . . .

Ask any prosperons businessman [or the
secret of his suceess, and chanees are his
answer hoils down to: “superior merchandise
backed by superior merchandising”™. That’s
why, for business success—vours and ours— the
Muodel 17 chain saw is the best engineered . . .
and the best built . ., and the best “buy”
Homelite has ever offered. That's why. too. this
newest addition to the family of fine Homelite
saws is backed by the most complete adver-
tising campaign in our history! Big. coloriul
Model 17 announcement ads appear in the
February 27 issue of the Saturday Evening Post.
the March issues ol Country Gentfeman and
Farm lournal, plus a large group of state and
regional farm papers, as well as lumber and
forestry journals. Tie-in with Homelile’s super-
ior merchandising . . . cash-in with Homelite's
superior merchandise—it’s an unbeatahle com-

bination for volume sales, record profits!

e o ol N L U U A
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s quiry angle . .

MODEL 17°PRODUCTION
STEPPED-UP TO MEET
RISING SALES DEMAND

From a sales angle .

gle . . . public acceptance of the Model

17 chain saw throughout the country has

Partial view of final inspection line where units
are thoroughly cleaned, gaos ond oil drained,
screws and nuts checked and tightened, and de-
cals applied before being sent to the Shipping
Depdriment for packaging.

. . Irom an in-
. from a publicity an-

been quick and enthusiastiv! The keen
reception accorded this new, Honielite
chain saw haAs resulted 4n /an L_mpre—
cedented ¢all-oneproductions schedule
geared to.kdep pace witli'dealer demands
for more “mighty mites”.

Although the, fiwst two weeks produc-
#ion of the M6del 17 was low, initial pro-
dugtion Fhugs®™and setling-up problems
have been ironed out. As a result, output
doubled the third week, tripled the
fourth!

“To increase saw production at a still
greater rate,” says Factory Manager R.
C. MeDonald, “we have gone on a six-
day, overtime schedule which will boost
March production of the Model 17 almost
600% over that of last month. And.” he
grins, we have plans for stepping this up
even further!

“More men have been hired . . . im-
proved manufacturing techniques are be-
ing used . .. a whole factory department
is being relocated in a newly-built addi-
tion to make room for increased produc-
tion. But even though we're working
towards higher volume and lower costs,”
Mr. McDonald continues, “we’re not tak-
ing any chances on sacrificing Homelite
quality. Test facilities have been tripled

PORT CHESTER,
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Although production has been increased by
600%, each unit receives the same care and
attention as always. Here, the Shipping Depart-
ment puts some finishing touches on @ group of
new Model 17’s before packing them for air
deliveries all over the country.

s0 Lhat we can conlinue to tesl-run. break-
in, dynamometer-rate and adjust each
saw in the Homelite tradition.

“Briefly.” he adds, “we’re doing every-
thing humanly possible to turn out
enough chain saws to go ‘round. As far
as our production goes., we'll soon be
out of the woods—and if all thase orders,
phone calls and telegrams are any barom-
eter of what the future holds, it won’t be
long before the woods are full of Model
17 chain saws.”
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ST AD CAMPAIGN IN HOMELITE HISTORY

Extensive plans are in the mill to make
the period ahead one of the most dy-
namic from the standpoint of advertising
and sales promotion in Homelite history.
Spearheaded by a series of big. colorful
magazine ads in the Saturday Evening
Post, Farm Journal, Country Gentleman
and Progressive Farmer. the powers
packed Model 17 promotion is off to a
flying start.

The striking 2-color nationdbmagazide
ads (reproduced at the Yefthdramatic-
ally focus attention omITemelite’s “nigre
power per pound”, easierthandling, faster
cutting and provéed dependabilityy, Close
on the heels'of the announcement ads in
the national magazines.a second wave of
[Momelite ads—in@very major state farm
paper—follows through on the specific
advantages of owning a Model 17: “22
pounds . . . 3259 complete”—major sales
appeals to the thousands of farmers who
want a dependable. lightweight chain
saw that they can handle easily . . . at a
price low-enough to justify part-time
operation.

Combined circulation of the magazines
used in the Homelite campaign totals
more than 15 million copies, reaching
prospects of all ages and income levels,
both professional and part-time sawyers,
in cities, small towns and farms. A fa-
mous independent survey group esti-

mates that an average of over 50 million

people will see these magazines/Carrying
Homelite ads.

It is not possible as yet to give a cofiis
plete outline of the many plans formu-
lated in connection with all media. but
dealers are Lo be given tremendous sup-
port on every hand-—support that is des-
tined to make ‘HOMELITE’ tops in con-
sumer demand and the fastest moving
chain saws sold in America.

There will be advertising in the na-
tion’s leading farm and trade magazines.
and a completely integrated program
covering all media that is destined to
show real resulls in Homelite dealers’
cash regislers.

Supporting the hard-selling magazine
adverlisemenls, the complete and color-

ful package of point-of-sale material (de-
scribed ip=detail in lagt month’s issue of
SAWDUST ) includes thany pieces rarely
provided. everr in ‘promotions that are
considered quite Complete. Every piece
does double and triple duty because it
ties in gith'every other piece in the pro-
maetion.nErom a dynamic national adver-
tisginent down to a tiny unil display tag,
the, tnified thinking back of this cam-
paign is sure to pay off.

The big Model 17 drive is being given
hard-hitting support by editors in all
realms of communication who have been
alerted and provided with a generous
supply of Homelite material. Timely
publicity stories. articles and photo-
graphs on the Model 17 have been sup-
plied to newspapers, radio and telévision
broadcasters. national and sectiénal $8rm
magazines. company publi€ations. for-
estry organizations, farify and lumher
groups and special w¥iters. No avenue
of information is beingweglected Ly make

the Model 17 promotion oné of the greal-

est ever launched in the chain saw field.

With rapid fire appealidor dealers and
prospects alike. the, imaginative cam-
paign has alreadwhbrought forth enthusi-
astiesgesponse=from’all quarters. Maga-
zing ineuitiesd which have heen pouring

in at a steadily increasing rate, are heing
processed and lorwarded daily to the
dealer closest lo the prospect. For the
benefit of dealers interested in knowing
which publications produce the best in-
quiries for them, the chart helow ex-
plains the key number system used to
evaluate the ‘pulling power’ of individual
magazines. Here’s how it works: Every
magazine on the 1954 schedule is as-
signed a basic number. In the case of
the Farm fournal, for example, the num-
her is @500, To the basic number, we
add, @wmenthly number corresponding to
the calendar . . . January is 1, February
92, etc. Mhen a Homelite ad appears

3 the Mareh/issue of Farm Journal, the

key fumber (which appears in the ad-
dress al’ the hottom of the ad) is 4503.
When the Homelite advertisement ap-
pears in the May issue of Progressive
Farmer, the key number will he 6205.
The stage for Model 17 selling is set.
It is now the responsibility of every
dealer to turn the campaign into a dol-
lars-and-cents success in his own terri-
tory. With the right planning, with that
extra effort and the use of the powerful
ammunition in this program, every alert
Homelite dealer should be able to sell
more Homelite saws than ever before!

KEY TO 'BASIC

WE FCET G cieme o v ssgineonssmansee sngasin g 100
Railway Engineering & Maintendnce ... 200
Fire Engineering [T 300
Practicetl Builder ... 400
American Builder = 500
Water & Sewage Works ... 700
Trees Magazine ... .. ... 800
Construction Methods & Equipment 1000
Engineering News-Record ... ... 1100
Telephone Engineer & Management._... 1200
Western Construction 1300
Modern Railreads ... . 1400
World Oil oo 1600
Telephony

Timberman - .o
Public Works Magazine

New England Homestead .. 2500
Rural New Yorker . ... 2600
Pennsylvania Farmer................ 2700
Michigan Farmer £ ; ... 2800
The Farmer ... ... .................. 3000
Nebraska Farmer ... ... ... ... 3100
Prairie Farmer .. ... s .. 3200
Wallace’s Farmer ... . ... 3300
Wisconsin Agricultorist .. 3400

NUMBER’' SYSTEM
Southern Lumberman . ... 3700
Country Gentleman ... ... 3800
American Agriculturist 4000
lournal of Forestry ... 4100
American Forests . 4200
Southern Planter........... 4300
Saturday Evening Post ... 4400
Farm Journal o Gim i m w .. 4500
Indiana Farmer's Guide ... . 4500
Petroleum Engineer .. ... ... .. 4700
Southern Lumber Journal .. 4900
Pulpwood Annual ... 5000
The Pipeliner ..., 5100
Pulpwood Production . sonannoe 5200
Chio Farmer .. ... 5400
House & Home .. . ... ..o 5800
Ceontractors & Engineers ... . ......... .. 5%00
County Agent & Vo-Ag Teacher . ....... 6000
Electrical Weorld ... ... 6100
Progressive Farmer ... ... ... .. 6200
California Farmer ... ... 6300
Washington Farmer...... .. ... .. 6400
Oregon Farmar ... ... ........ .. 6500
idaho Farmer .. ... .. . ... ... 6600
Utah Farmer. ... ... ... ... 6700

—
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Homelites to the Rescue . . .

Here’s a real human interest story
passed along by Indianapolis District
Manager Ted Skroch:

After a hard night on traffic patrol in
stormy weather, Sgt. Eddie Sandera was
walking around the county jail raising
his arms in the air and exclaiming:

“It was just like from heaven, it was
just tike from heaven!”

A bolt of lightening cracked a tree o
UIS-31 near John Beers road and sent il
sprawling across the highway around 1%
oclock. On a slight ineline. ik _was a
particularly dangerous spat” _because
drivers were apt to speed onsthis/stretch
of the pavement. The hnge tree, abott
3 in diameter, posed(aNtraliic hazard
which could have led\ova fatal aeeident.

“However.” SgiN\Sanderd\cantinued.
“ ‘Red” Koehel dnd Howatd-Moyer, who
live nearbyf beganflagging traflic around
a ditch near the tree. They stayed there
for nearly four hours.\Meanwhile, Vere
Giesler, who als@ lives nearby, came up
with a chain saw and/started to clear the
road. Before long, Homelite salesman
G. W. Slocum. of Rochester, Indiana,
pulled up to the scene.

*The back of his car was loaded with
saws”, recounted the sergeant with a ges-
ture, as his eyes lit up like Christmas
rees.

Slocum and Giesler got busy. The
Homelite made light work of removing
the downed tree and by three o’clock
traffic moved freely through the area.

“Put something in the paper about
that”, said the sergeant. To strengthen
his request. he added: “You know—they
didn’t have to stay there,”

FOR SAFETY'S SAKE

P

Use your legs when lifting heavy objects. A
rupiure or a sprained back can meon months in
a hospital.

Note: We're enclosing o reprint from the No-
vember issue of THE TIMBERMAN. If you want
extra copies for distribution to your custemers,
just say the word.

F-CUT56000000"

“Enough Lumber To Make a Stack
Times as High as The Empire State
BUl|din(3 or....

Build a 6Ft Board Fence From
New York To Boston

"...and Still Goin&
Stro ng.

OWNED AND OPERATED BY
RAYMOND HUGKINS
NORTHFIELD, N.H.

The folks in Pittsfield, N. H. !Doked—iheq' : ked agoim—at, this eye-cafching poster on display in decler
Park Estabrook’s shop. Reproduced in.midiaiure aboye, the Bctual poster medsures about five feet wide
by four feet high and was hand-dégwmta illustrate the long dependable service of o pre-production
Model 20 MCS Homelite. Owned/ind aperated since Thanksgiving, 1950, by Raymond Huckins of Narth-
field, N. H., this saw has earhed'its owner an estimated $9 per thousand feet—and it’s still going strong.

PRIZES STHA\UNCLAMED

Last montl, SAWDUST peperted the
results of a culling contest sponsored by
dealer O. R, Anderson of La Crosse, Wis-
consin,Aoniniroduce” the 5-30 to loggers
in his azea. Since thal time there have
been, seven more similar contests in Dis-
arict-Managery AL Spencer’s territory—
H10.00 prizog offered to anyone oul-cut-
ting the.530 with any chain saw weigh-
ing, underB0 pounds.

Response during these meets has been
tremendous—attendance averaging from
100 o over 400 people. In no instance
has the Homelite been defeated, even
though the competition consisted of 3-
and 4-H.P. McCullochs. 5- and 7-H.P.
Mallg, 5-. 7-, 10- and 12-H.P. Titans and
9-H.P. Disstons. Chain Saw Specialist
Nick Van De Ryn covered most of these
events and here’s his eyewilness account:

“After a competitive operator made
his contest cut. he was given a chance to
beat his own time with our saw. Even
though our saw was strange to him. in
most cases he beat his former time —
using the Homelite. That’s when the
Homelite dealer invited him Lo trade
saws, after explaining that the fast cut-
ting is only one of the adantages of own-
ing a Homelite. To prove this technique
works, an average of five saws were sold
‘on the spol” . . . not including all the
excellent future leads received.”

Long Way From Home

[f you've ever gotlen into a discussion
on the merits of matchbook advertising.
vou probably remember hearing about
the number of times a matchbook is
looked at in the course of its life span.
Conservative estimalors say between 2()
and 40 “looks™ . . . match salesmen claim
100 to 390 times is not uncommon. Bobh
Perkins. one of Homelite’s Production
Engineers, wounders how many people
saw the matchbook shown above—he
found it on the steps of the post office
in Harrison. New York.

—,
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DEALER MEETINGS IN U.S.,-CANADA
MAP PROMOTIONAL PLANS FOR ‘17’

Throughout the \l'nited States and
Canada these past few/weeks. Homelite
dealers have been gathering in record
numbers to discuss promotional plans

for attaining record sales with the
“Mighty Mite™ in 1954.
Meeting in  Quebec City, dealers

listened to W. H. Terry. President of
~Terry Machinery Co. Lid.—Homelite’s

Canadian distributor—and Marcel Dion,
key Terry dealer. as they discussed the
mechanical and engineering features of
the new Model 17. Speeches by Nels
Adair, Terry Sales Manager, and Eugene
Carey. Homelite’s Assistant to the Sales
Manager. were translated into French for
the dealers by Mr. Dion.

Mr. Carey, after describing the rapid
growth of the chain saw industry, pge-
dicted that over 200,000 units would be
sold in 1954, *This rapid growthi e
stated, “was made possible/by ‘the' de-

Canadian dealers meeting in Quebec.City

velopment of lighter, less expensive aitd:
more dependable saws—of which Homes
lite’s Model 17 represents the ultumate!
And despite the highly competitivesmar-
ket,” he predicted, “Homelite dealerst
will achieve a giant shareof this markel
by demonstrating, the &uperiority, of
Homelite saws at.everys oppontuuity—
and by staging aggressiveCadsertismg
campaigns right'at the local lewel.”
Meanwhile, dealers i the United
States werewnieeting @i \similar get-to-
gethers, in,_groups large/and small. A
typicalismall group,meeting took place
attheTen Evekyllotel in Albany., New
York) wheredadlers discussed sales plans
for “the new” Model 17 with specialists
from the Nosth Arlington District Office.
Surprise feature of the Albany meet-
ing{was an advance showing of the new
Hoptelite movie on farm woodlot man-
agement, “Chain Saws Turn Trees Into

Albany District dealers meeting in Ten Eyck Hotel

Money™, “All agreed that the film com-
bines an informative message along with
asformat of interest to the audience in
general, and the farm audience in par-

ticular. They further agreed that local

showings would do an excellent job for
the individual dealer—prestige-wise and
sales-wise. The film (described in detail
on the next two pages| is now available
from District Offices for showings be-
fore Granges, 4-H Clubs. foresiry
schools, community organizations and
other interested groups.

As Sales Promotion Manager, .
Howard Maxwell, Jr. recently pointed
out, “We have a big stake in the perpetu-
ation of farm woodlots. and the chain
saw is an integral part of that operation.
When a farmer sees this movie, we hope
it will make him realize that his woodlot,
just like grain or livestock. can be a
real money crop!”




HOMELITE-MAKES A MOVIE C

This is a story of a chain saw movie,
but unlike standard “How-To” movies,
it has a plot which took two years to
hatch, and a hero named Charlie. The
plot was premeditated; the hero was not.

Charlie arrived at the Homelite fac-
tory one morning late last fall. He
wanted to clear a right-of-way for a
power line into his farm in Rock Rift,
New Work. To help speed the job he
wantéd a chain saw; he also wanted in-
struetions on how to operate it properly.

Do yow have a training film that will
‘show.methow to use one of your saws?”
Charlie inquired.

His question was met with a blushing
“ne”. Plans were in the works to pro-
duce this type of motion picture, Charlie
was told, but unfortunately, there were
so many other things to be done during
the past tivo years and so little time . . .

“But,” Charlie interrupted, “I’d like
to see such a training film now! 1 want.—
to buy a chain saw—I want io find out
the right way to use it . . . what it can
do . .. how it will help save me time and
energy and money. And I'll bet there
are plenty of other fellows, just like me
who want to see a movie that gives this
information, too!”




Charlie was right. Many farmers and
lumbermén wanted to see such a film.
Dozens of requests had already been re-
ceived from 4-H clubs, county agents,
forestry schools, civic organizations, etc.

But,
finding the time
‘to produce the movie, -
picking the location, selecting thes

actors—all these details (had “to he

reckoned with. And here’stwhere our
hero came to the rescué:

“Listen,” said Charlie. **You fvant to
produce a training“film¢ [ want, towclear
a right-of-wayr Tve got a big-tract of
land with plenty of trees on ity all kinds
of trees. Younean use my farm, if you'll
teach me how to uSe the-saw—and you
can film the movie right on the spot!
It'll be the real McCoy . . . no hired ac-
tors, no trumped-up stage scenery, no
phony sound effects. I’ll call my brother,
Doug Downs—he’s with The March of
Time—he’ll be glad to shoot the movie
for you!”

_ Charlie’s idea was accepted. Doug

T Downs gathered his equipment and

-

drove up to his brother’s farm.
There he met his new technical
advisor, chain saw specialist Tom
Stever; he also met Bill
McDonald, the man who, as

the local Homﬁhté dealery, would teach
Charlie hoWtoroperate the saw properly.

Andeso(it began’)Bill’McDonald in-
stucted Charlievon(correct safety prac-
tices A’ the“wobds—how to take care
of the saw, . . “how to assemble it . . .
how to carry it . . . how to start it . . .
how to shut'it off. He taught him the
latest teehniques of harvesting timber—
how'to notch a tree and fall it and buck
it into standard-size
lengths. And Charlie
listened, and watched,
and learned. He oper-
ated the saw by himself,
while Bill checked his
progress. And the mov-
ie camera recorded
their every movement.

When Charlie found
how quickly the right+
of-way was going, he
called in his lecal for-
ester, Charles “Kresge,
for advice on\turning
his wooded acroage
into a/meney-produc:
ing tree farms Mrn
Kresge was glad to
help. He demonstrated

Charles Kresge—the forester

F TREES . . . MONEY . . ;*CAND CHAIN SAWS

i’

good forestry habits likeselective cutting,
thinning out weed trees, and a replanting
program. Using an increment harer to
remove a small core of wood for an ex-
amination of a tree’s growth rings, the
forester showed Charlie how to take full
advantage of soil, rainfall and climate
by leaving only those trees which are
growing at their maximum yearly rate.
Again Charlie listened, and watched and
learned. And the movie camera con-
tinued to roll.

The camera didn’t stop until Charlie’s

log harvesting operation came to its nor-
mal conclusion . . . from the loading of
thexlogs onto his truck, to their arrival
at| the, mill. Then, with the shooting
finished, Doug Downs called on his
March of MTime associate, Westbrook
Van Viborheés—one of America’s most
famous “woices—to narrate the com-
pleted 30-minute film.
. Because the movie is an actual step-
by=step documentary about the profits to
be made from a tree crop, we've titled
it, “Chain Saws Torn Trees Itito Money™.
The Farm Film Foundation praises the
picture, so does the Princeton Film Cen-
ter and the American Pulpwood Associ-
ation. We hope you'll like it, too!




l

ers, Andre Shabot

5-30 and 17 Models
Whip All Comers

Two reports this month from widely
separated states—New Hampshire and
Wisconsin—where Homelite dealers
have heen boosting sales with a spectac-
ular series of Cutting Contest Days.

Dealer M. E. McLoud of Plymouth,
N. H., tells about two of his 5-30 custom¢
and David Rige;
scoring smash victories at the Plymouth
and Bristol. N. H. carnivals. “Against
three leading competitive (“saws) at
Plymouth,” says Mr. Mclénd.."Houe-

lite took 1st, 2nd and 4{K plage with Mr,,

Shahot making two gits 1a 107 7%,10”
red oak limber in‘28 $econds. (At Bris-
tol, Mr. Rice défedted fowrother com-
petitive saws with three Scuts in a
107 x 10" “hemlock fimber in 32 3/10
seconds.”

And from Chain, Saw Specialist Nick
Van De Ryn, “You might like to hear
that something NEW has been added to
the last few Homelite Cutting Contest
Days in Wisconsin. We still challenge
them with the 5-30, but when they show
up we beal them with the Model 17!

“So far the 17 has whipped a MeCul-
loch 4-30 and 47, a 2-MG Mall, and a
Model 40 Titan. As one farmer was over-
heard telling his neighbor after trying
the 17, “That little demon is the cutting-
est son-of-a-gun T ever saw—1I'm buying
one right now. even though T got no usd
for it ull fall.”

PAW CHESTER says . 4.

Arrange a date to show the fewyHomes
lite movie in your own gommufiity. To
be sure of getting it on thevday you séledy,
contact your Chain Saw Speeialister
District Office today!

ANNOUNCE ARRIVAL (OF-FUTURE HOMELITE DEALER

MR. and MRS.

ANNOUNCE AN
ADDITION AT THEIR HOME
BY THE BIRTH OF

Rl Qb

onWanch 10105 Y size. P-Sips2] v,
PRECISION BUILT FROM ORIGINAL DESIGN,
NOT SOUND-PROOF OR MOISTURE PROOF!

CPEN HOUSE DAILY

AT
8”. ‘m%-—q
DESIGNER . . . - . . . POP
MANUFACTURER . . . . . MOM

Mr. and Mrs. Clarence A, Woods of Coldwd}_ﬂ;,ﬂ‘M'ﬂchigun‘ﬂ tecenily sent out one of the most unusual
kirth announcement cards ever created (seé™weproduction above)?We're told that Master Woods can al-
ready count to 17 and he's been overfieard mumbling, 3.5 actual dynamometer rated horsepower.”

TESTIMONIAL LETHRS CONTNUE TO FLOOD FACTORY!

EAST BERKSHIRE, VERMONT
I work in the lumber Wopds and 1 haye seen
and used a number ofedifferent kindsof satws.
There are five different kinds of saws i the freld
around here and his Homelii@ will cd@ around
all of them. In.my opinion it §hould"be called
*King' of the woodse1 can’t say Ithave seen any
make of saw that handle®so good or will cut
so fast afidh do, il so ea€y®s-ithwill hold its own
for long\wear against ary saw | have ever seen.
(signed) Harry W. Mayo

MNATCHEZ, MISSISSIPPI
After spurchasing the Homelite chain saw,
I["was willing to immediately recommend it to
my friends o, . it's doing fine and has given
me the best of cooperation . .. | believe |
1otk avwise step when | chose Homelite as my
new saw.
(signed) Lee Davis

HICKSVILLE, OHIO

After 15 gallons of gas used in my saw, with-
cul one minute trouble, 1 can truly say that
I am hapoy to ewn a Homelile saw,

(signed) W. C. Meek

BEEBE, ARIKANSAS

[ sure like my chain saw, it cuts better than
any saw thal I have ever used . . . and | have
used all kinds. | like it better every time |
[T

(signed) Edward Rettig
MONROE, NORTH CAROLINA

1 have owned two Homelite chain saws before
this one, but I like the 5-30 best of all . . . |
think it is the ‘eunttingest’ little thing 1 have
ever seen, | have cut about 50 thousand feet of
lumber with it and 1 sure do like it . . . | dont
think there is another saw that will beat it.

(signed) Clyde Little
ST. PETERS, PENNSYLVANIA

My 5-30 Homelite Chain Saw is the fastest
cutting one-man saw 1 ever used. | have cut
800,000 board feet with it and never as much
as cleaned out the cover. | have one of your
old model Homelites at my home at Troutdale.
Va., it has had gas and oil in it for 3 years, and
cach time | go home | cut fire wood with it and
it never fails to start up. Homelite is certainly
the saw for me!

(signed) B. M. Shumate

HOMELITE AT ‘54 CLEVELAND
SPORTSMAN'S SHOW

Displaying all three Homelite chain saw Models, this color-
ful 1954 Sportsman’s Show exhibit (pictured at the left)
proved to be one of the best-attended booths at the Cleveland
Arena. A Branch sponsored half-hour radio program, direct
from the Arena, generated additional interest.

The week-long show featured a staged nightly log-culting
competition between a team ol cross-cul sawvers and a Home-
lite man with his Model 17— with Roy Daggett, Harry Throck-
morton and Jack Hewitt alternating as the Homelite “men’.
As Roy put it, “The first time 1 performed in the act, | was
unable to hold back enough. so 1 accidently won. I apologized
to the cross-cut team afterwards.”




DEALERS CTMAKE FINAL
APPROACHING 1954 FAIR ‘SEASON

With the approaching 1954 fairs just
over the horizon, Homelite dealers are
setting the stage for what promises to be
one of the biggest selling seasons in chain
saw history! Full-speed-abead activity
on the part of dealers is evidenced by
(T the huge voiume of advance pub-
licity being prepared and scheduled for
local newspaper and radio promotion,
(2) the inereased number
which dealers are reserving booths, and

ol fairs at

(3) the record rate at which requests for
point-of-sale display material are being
received at Port Chester.

While the Model 17 iz expected( Lo
draw the majority of farmer-prospects
to Homelite hooths. many dodtersedeel
that a high percentage of Wit leads and
sales will come as a directresult of dem-
onstrating the Models 26 and 5-30:
the first time since we've hegumshowing
at fairs,” says Sales Promotion Mafiager
I. Howard Maxwell, Jr.,
have a complete line of chain saws to
exhibit.
the fair grounds.”
now every chain saw prospect will find

“dealers will

This will mwean a great deal al
he continues, “hecause
at least one Homelite Model that’s ‘just
right’ {or his needs!

“Prospects are going to be out there
on the Midway, asking and buying.
Thev'll be looking for new and better

And.”

says Mr. Maxwell, “the dealer who moves

ways for working and living.

8 SFO v

his showroom out of his store apdyinte
the fair. will come face to faces¥ithJiun-
dreds of new prospects hesmever could
reach before. He'll he building a prospeet
file that will keep his salesup for ntanths
to come!™

In line with/this thinking, dealers ex-
pect to put on‘intensive dayslong demon-
strations Le. attract andthold the crowds.

59

A goofl-siged tent, @n eve-catching dis-

Type, of exhibit_that Homelite dedlers will use

BY THE HOMELITE

force Lhis {air season . . .
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[

vor

CORPORATION

PORT CHESTER, NEW YORK
No. 20 MAY, 1954
T namd oo At e

PLANS FOR

play and plenty of logs for culting,”
that's how one Midwest dealer describes
his fair plans. “And just as important
as making on-the-spol sales,” he says,
“my pame will be rememberpd long after
the fairs are over.” Another reason for
fair exhibits . . . another reason why
Homelite dealers will again be out in full
building good-

will. building sales!

to draw crowds during the 1954 fair season.




MEET
ABE ECK

‘HOMELITE

DEALER

OF THE MONTH

“We give pedple the facts, and then
we back up our statefiients with a demon-
stration.” That’s Abe Eck’s formula for
success. He’s been using it to sell Home-
lites since 1949,
never lost a sale because of competition!

In all that time he hs

“There was one prospect about a year
aga.” Ale admits, “to whom I conldn’
make a sale—but that was because of
price. Ile wanted me to cut th> Homelite
price and when I refused he hought a
cheaper saw from a competitor. No
amount of talk or demonstrating had any
affect on him . . . he just wouldn’t spend
more than $300. But he'll be back.” Abe
grins, “especially now that we've gotithe

Model 1717

Abe Eck checks his Homelitawwindow/ display.

Not a man to make idle claims,_ dealer
Eck knows from experience that sdlew of
the Model 17 in his Williamsport, Pa.
territory are coming aleng wery wgll.
Of the more than 100 Howmelite sawslie
sold during the fzst(thfee menths-of
this year, about “gne» thipdyhave’ been
enough for ASJ Eck:¢“Our big selling
scason hasnil even started yel,” savs Abe.

Model 17%s. (A gond recond? “Not good

“Just wait 1ill we show this saw around at
fairs,” he smiles\“we'll keep the factory
on overlimé just filling our orders!”

SELLS ALL_ THREE
“Qf course,” Abe explains, “we’ll have
the 26 and the 5-30 with us. too, because

Abe and Joe exchdnge a few selling tips_before setting out for the day’s demonstrations.

AJECKESON

WILLIAMEPORT, pA,

we doi*l helieve in “pushing’ one model

-andureglecting the others. Each saw has

its advantages and I consider it our re-
sponsibility to sell the prospect the unit
hest suited for his individual needs. Thal
means selling the 5-30 when a man needs
that extra power for his work . . . selling
the 26 for regnlar jnh: and selling the
17 if the prospeel can use a smaller unit.
Every Homelile madel is tops in its prics

and power range—that’s why we're pro-
moting the complete line as aggressively

as we know how!”

And dealer Ecl cortainly knows how to
promote! In addition to showings at
fairs and newspaper advertising and
radio announcements and point-of-sale
merchandising. Abe believes in gelting
out in the feld and selling fiard. He and
his son, Joe, start their day around 4:00
every morning. They visit customers Lo
find out how well their saws are operat-
ing and remind them aboul the Eek’s
twenty four hours a day. seven days a
week service. In making the rounds, they
cover their lerrilory with a fine tooth-
comb in search of new prospects. too.

“When we get leads {rom the factory
or from salisfied customers,” savs Joe,
“we gel right out after them the same
day they come in. if possible. If not. we
follow-up the lead the very next day!
We know.” Joe adds, “that if we get an
inquiry, chances arve the prospect has
writteni to three or four other manufac-




turers. We figure the first man thers
has the best chanee to gat the order.”

CITES RECENT CASE

“Here’s an example of what Joe is
talking about,” says Abe. “The other
day we got a lead to call on a farmer who
was intercsted in buying a chain saw.
I had a 5-30 sitting in the hack of my
truck and I rushed out to his plac= . . .
only to find a Mall representative already
there. The farmer seemed Lo be ready to
buy the Mall. but when I drove wp he
“said the man who showed hin/He best
saw would get the order. He evefi tnld us
he had the money in his pokléets

“Well,” Abe conlinues! “my competitor
was so confident that his'hig Mall"would
out-cut the 5-30shewwanted o swager
$25 on the side. Lknew he wouldn't feel
too well when he'lost thewsale, so I didn’t
have the heart tosses\lim walk away
minus 525. [ declined the bet. Instead,
I offered Lo let him ®Wake his demonstra-
tion cut first.

“As it turned out, the Mall refused to
start; and after sore tinkering and figur-
ing he decided the chain was no good.
Se the prospect and T waited patiently as
the old chain was taken off and a new
chain put on. Finally, when the saw got
started. he picked a tree 30" in diameter
and cul it down in 19 minutes. This feat
looked pretty good to the farmer.” Abe
reflects, “until 1 brought down a 33" tree

Above: Joe Eck selects o part for customer’s

;-\ 5-30 saw.

Right: “"Team of Experts”’—Lleo Beck, mechanic;
Margaret Hager, kookkeeper; ). Fred Dorner,
mechanic; Carl Hauke, parts man; Abe and Joe.

in 5% minutes! The prospectrkept his
word, and as [ pocketadsthe monew
couldnt help thinkiffg, fhat ifN\IShadn’t
come along just af thar moment. the sale
would have surely.been lod tyMall!”

WELL-KNOWN NICKNAME

Folks\around “ﬁﬂl:ia'msport refer io
Abe afiectiahately as the ~“Bull of the
Woofls". Asked about how he happened
to acquive this title. Abe
modestly that it probably began about
three vears ago when he was called to
demonstrate a Homelite to the Lock
Haven Paper Company. “There were
qquite a few competitors there.” says Abe,
“and we were all told where to go to cut
this lumber. It was up a steep hill, axle
deep in mud. 1 had just bought a jeep
so we loaded four saws and {our men and
started.

“The trees were large and my cotns
pelitors said they wouldn’t cut treessthere
because thev were afraid of slididg on
this hill. Mr. Stover, of Lock™ Haven,
then asked me how [ felt dhout it and!l
told him I had no fearfox my life or
for that of the Homelile/ 1 sawed suc-
cessfully and gfter\ihat orGiybody be-
gan to call meé “Thg Bull of'tHe Woods!”

Despitd his many wéars ol personal
selling experience, Ahestill credits much
of the suecess of his business to his son,
Jog, and to mechanics Fred Dorner and
Leo Beck, plartsy man Carl Hauke, and
hetkkeepers Margaret Hager. “If it
weren't foedll of us pitching in together,
I donie think we could have made one

explains.

Mechamic Fred Dorner working at his repair bench.

tenth of the gales we've racked up.

“It’s, a) wonderful feeling,” Abe re-
marksv“to wake up in the morning and
look forward to working with a team of
exXperts, Joe is a crackerjack salesman,
and we've got two of the hest servicemen
in the world, and there’s nobody who can
keep up with Margaret Hager or Carl
Hauke when it comes to keeping the
records straight. I guess 1 can’t express
it just right in words.” Abe panses. “but
il you're working with a great crew like
this, you probably know how 1 tzell™

To the “Bull of the Woods™ and his
able team, SAWDUST expresses its keen
appreciation for a job well done. Here’s
wishing them many more years of con-
tinued success!




Twenty-three Cords
In Eight Hours?

From the May issue of PULPWOOD
PRODUCTION comes another fine story
ahout the great job being done with
[Tomelite saws in the South:

It all started when Arthur Jennings,
a 2l-year-old pulpwood cutter working
for Producers Thurston Baker and J. C,
Pritchard, Jackson’s Gap. Alabama,

made the boast thal he could take a one-
_man Homelite and cut 23 cords offpulp-
wood any day in the week. :
Arthur talked so loud and.soTong that
his bosses got together,with Homelité
Dealer Vinson Davisdande Chaind Saw
Specialist J. C. Goadwin ‘and, plansywere

A

Arthur Jennings as he looked at the.finish.

laid to give him an opportunily’to make
good his boast. The test was set up for
April 7th on the Zana Farm, an Alabama
Power Company holding in Tallapoosa
County. The site was covered with an
even-age stand of ldeyear old loblolly
that had been marked for selective cut-
ting. Average DBH [or the timber was
seven inches and the trees yielded an
average ol five sticks each.

Working with Arthur was a limbing
crew of three men, He began by felling
lor fifteen minutes before starting to
buck. Thereafter he pushed the limbing

MODEL 17 PICTUREDCAT RECENT OHIO SHOWS

Moadel 17 competes with team of cross-cut
sawyers at Columbus’ Midwestern Sports
Show. Master of Ceremonies Monte Blue,
microphone in hand, waits to announce the
winner fo the inferested spectators. It was

close, but the Homelite emerged trivmphant.

Ruthie Haberacker, Ohio tennis champien,
shows surprise at the extreme light weight of
the new Model 17, as Harold Johnson, left,
timker fopping champion from Morton, Wash-
ington, and Chain Sow Specialist Wack Howe
lett, stand ready to answer/any questions\at
the Sportsman’s  Shdw Nin™ the  Cleyéland:
Colizeum.

erew hardthroughout the day. Follow-
ing cloge behind hify was a loading crew
with two trutkshand later in the day a
ehivd, truckshady lo be brought in to
keep wp”withuhe cutting operation.

Though he started at a man-killing
pacd, Arthur quickly settled down to a
donstant speed that yielded him alinost
three cords an hour. He has a technique
that makes the sat do the work. When
possible, he puts the front part of the
bow on the log and lets the weight of the
saw do the cutting. When carrying the
saw from one log to another, he places
the saw on his right thigh and lets its
weight rest there.

By the time Arthur Jennings finished
his test. he had proved his point. He had
cul 23.51 cords in eight hours!

For the full on-the-spot story— com-
plete with hourly box score and cost

figures—write the Advertising Depart-
ment for a free copy of this excellent
magazine. There’s only a limited num-
ber of extra copies, so get your requesl

in today!

Stone Age Axe Fells Tree

Aecording to the NEW YORK TIMES lasi
menth, a Danish professor and his iwo assist-
ants— al! werking feverishly—cut down a 287
tir tree in 1Y minutes using a Stone Age axe.
The purpose was to prove that ancient Danes
cleared forests in this way about 5000 vears
ago. His theory preved (hut still exhausted) .
we understand the professor is contacting our
Homelite dealer in Copenhagen.

FOR SAFETY'S SAKE

- !

Beware of loose hark when walking on logs, o
slip can cause serious injury. Pass this tip along
te your customers,
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FREE SHIPPING OFFER EXTENDED AS
ORDERS MOUNT FOR NEW DISPLAY

Homelite’s new value-packed display
stand has really sparked dealer’s enthus-
iasm! Orders for these colorful, All-Pur-
pose Displays have been pouring in to
the Advertising Department at a steadily
increasing rate . . . from dealers prepar-
ing for summer fairs . . . {rom dealers
setting up contest days . . . from dealers
who just plain want to “dress up” their
showrooms while showing all three
models at the same time.

“As a result of this huge and inmedi-

ate response,” says Sales Promolion

NOTE: Orders for the new. All-
Purpose Display Stand are'being
filled as rapidly as possible. If
you sent in your orderuby June
15th, your display stand will be
shipped the week of July 26th,

All orders received after June
15th will be shipped within 5
weeks from date of receipt Re-
member, the Air Mail Reply Card
which cccompanied the an-
nouncement broadside is still
valid. Use the special Air Mail
Reply Card (if you still have it)
or the business reply card en-
closed with this issue of Sawdust.

Get your display stand as fast as
possible—ORDER TODAY!

Manager J. Howard Maxwell. '/ we
are contracting for a larger supply of
display stands to keep wp wyithy the big
demand! And.” he adds, “even thotigh
the actual cost to Homelite is stilepineh
higher than $23swe're going ™t continue
the “free shipping’) bonus W Order to
keep the price d6Wn within the reach of
every deater & pocketiooky”

Extenstort of the $25*“delivered™ price
is sure to comedashva pleasant piece of
fiews to many Homelite dealers who, for
Qi reason”op another, put off ordering
thein displays before June 15th. And at
the=eontinued low selling price, dealers
who_originally requested only one dis-
play stand. are expected to order addi-
tional units—one for the store. one for

the fair,

“Frankly,” Mr. Maxwell confides, “I
didn’t expect to see these new displays
‘take hold” so quickly. Of course, [ was
comvinced that the All-Purpose Dis-
play was the hotlest item we ever of-
fered: it's easy Lo put together and move
around . . . it’s small enough to fit almost
any place . it’s priced so low that
every dealer can afford onz. Still,” he
smiles, “the tremendous flood of orders
was even greater than 1 had hoped for.

“With these colorful plywood stands
attracting the crowds all vear ‘round.”
Mr. Maxwell predicts, “Homelite dealer

prafits'will reach a new high—in display
valie, in remembrance value. in sales
value!™

Precision-built of sturdy, top-quality %" fir ply-
wood, Homelite's new All-Purpose Display Stand
is 512 feet high, 4 feet wide and 2 feet deep. Fin-
ished in brilliant lacquer colors—red, green, yel-
low and black—the versatile unit is shipped
"knocked down’ in a sturdy re-usable wooden
case, ready for easy, three-minute assembly.




DAM SITE EASIERSWITH MODE

o

)

Walter Gorsky, of Homelite's experimental depariment, views project from construction office overlooking(

dam site. Dam will stretch 1,000 feet across valley. Sawmill is located in distant ‘backgrouni.

Top performance of Homelite’s Model
17 as a production saw. is being seen in
the immediate vieinity of the Homelite
factory in Port Chester, New York. Fif-
leen miles away, in the Mianus River
valley, a vast expanse of woodland is
heing cleared to make way for the back
waters of the Greenwich Water Com-
pany’s new Mianus River Dam.

The dam will be located 1-34 milss
below the Connecticut state line. . The
three mile long reservoir, which will take

approximately four months dlier com=

pletion of the dam to Mill. will” reach
across the line into New Yeork' State @nd,
supply water to parts of Connegticutiarnd
Westchester County, New York, 'a grow-
ing region which has suffered an acute
waler shortage the past five years.

UNIQUE OPERATION

While the dam, scheduled for comple-
tion by January 1. 1955, is being con-
structed. the joh of clearing over 250
acres in the upstream area has been
sub-contracted to the Woodridge Lumber
Company of Stamford, Connecticut. The
clearing operation i unique in several
respects: a crew of experienced loggers
has been brought in from Northern

Maine to do the werk{ afid a gopplele
lumber camp huil(for theipmse. Tumany
projects of this type, all\be trees are
cut downland Warned,e hut due to the
fine quality ‘and size, ofunany of the trees
being cul.a fully equipped sawmill has
beeniset up right en the job. Soon after
{he trees ard felled, logs are taken to the
mill to be_sawed and the lumber sent Lo
buyers. Charlie Hickey of the Wood-
ridgesLumber Company. in charge of
the entire operation, has this
1o say about the progress ol
the work: “Our job started
three months ago and aver
one hundred acres have been
cleared so far. Early Decem-
ber is the deadline. but al the
rate we are going.” he grins.
“we'll wind up the job long
before then.”

The loggers started culling
early in March. using threz
of the first Homelite produe-
tion Model 17°s and three
chain saws of a competitor.
Factory representalives. anx-
ious to watch the Model 17
being used by men who had
never seen it, visited the job

Loggers at reservoii
project use six Mod
“scalp” a valley in re

severdl limes Lo learn their reactions to
ity It also served as an excellent oppor-
tithity tolfind out how an outsider would
rate the Model 17 against one of Home-
lite'sNeading competilors. The men were
ighen their praise of Homelites. making
uo secret of the fact that they much pre-
ferred them to the other saws. “One of
my men,” says Roy Hill. {oreman of the
loggers. “liked the Model 17 so much,
he carried it all the way to the mess hall
at lunch time. He knew if he left it in the
woods where he’d heen working, some-
one else would take it and leave the
other saw in its place.”

USE EXPERIMENTAL MOBDELS

This area represents parl ol one of the
last sections of natural wilderness in this
vicinity. The forest, so dense in many

Walt Gorsky removes drive case cover to explain principle of
clutch operation to Docite Saucier (L) and Wilbert Gagnon (R.)




L 17"

‘' clearing
el 17’'s to
cord time!

places that walking s practicably fimpossi-
ble. containgamany trees ricasusing well
over four fdet in gliameter. Bovause large
production jobsare rate injthis area, and
since this type of production work with
the saws being used/Constantly is ideal
for experimental purposes, Homelite de-
cided to offer three cxperimental Model
17’s for use on the job with the provision
that our mechanics could check on them
regularly. install new parts for test pur-
poses and record data on their operation.
Charlie Hickey accepted the offer and de-
cided to shelve the other saws—the men
didn’t want to work with anything but the
17%s. "Now.” says Charlie, “one ol the
others is used only if one of the experi-
mental Model 17°s has been pulled into
the factory to .be thoroughly inspected:
and.” he states, “the man using it doesn’t
stop grumbling until he sees the jeep
coming up Lhe road returning thay ¢!
The crew consists of forfy mehsmostly
French-Canadians. from the Lagle Lake
section of Maine. They work in“groups
of four or five, one man with“a chain
saw felling and bucking, another” with
an axe trimming brush, marking lengths
and driving wedges. The others, work-
ing with one or two horses or a small
bulldozer, skid the logs and load them on
a truck or on a sled which is dragged to
the sawmill with a bulldozer. Five or six
similar groups are kept husy len hours
a day feeding logs lo the sawmill. The
mill, employing eight, has been set up
in a central location and turns out be-
tween 10,000 and 12,000 board feel a
day—hickory, oak, poplar. birch. maple,

Sawdust fiys, as Wilberf” Gagnon complefes cut,

ash. heech. tulip and hemlock. After all
marketable logs have heen sent to the
mill. the pulpwood is taken out. The ré®
maining brush and wood is piled by bull-
dozer and left 1o dry and burn. Every
thing from cutting brush to felling 4 56"
tulip tree (the largest taken ot o far)
has been done with the Model, T7’s. all
gix of which have 207 guide hars,

CREDITS HOMELITE

The entire pperatidn is Guitksand cffi-
cient and_according Lo foreman Hill,
“Much of ‘the credjp=for, the speed of
operation should go, to' Homelite. We
knew when we'started that a lot of cutting
irad“ro be dgiie on the steep and rocky
Sides 0F The Salley. where most of the
frees lean and are hard to get al. Bat
thanks to the easy handling. all-angle-
catting 17.7 says Roy. “we've had very
Liile trouble where we thought we'd
have plenty.”

“The men all agree thal the Homelite
is tops,” continues Roy, “they particu-
larly like the light weight—and when
you carry a saw around all day that sure
means a lot.” When asked how he per-
sonally likes the 17, Roy confessed.
“Well, when T first saw it. [ didn’t like
it because it looked so small. But when
I tried it out and could see that it has
plenty of power and is a real production
saw, I changed my mind—fast! Tl tell
yvou right now.” he admits, “that if |
ever buy another chain saw for my own
use, it'll be a Homelite. I've used a lot
of chain saws and none of ‘em can hold
a candle to this Homelite 1717

Gagnen quickly squares butt end of log.

Below: Log is skidded to loading site after being
chained to tracter by Rosaire Charette,




DEALER USING TESTIMONIALS TO PROMOTE._HOMELITE

ASK 'EM!

The Men Who Use HOMELITES"KNOW!!!

Grant Bennett:

. well-known Willits Logger, made $3,500 with his HOMELITE Chainsaw
at a cost of only $35.00 for maintenance (both\parts and labor on his

HOMELITE*) _
Only 1 CENT for eachy$100 Earned!!!

Claude-Branson

... Branscomb logger, used hissHOMELITE steadily for 18 months. He paid
only $11.68 foryparts and labor to maintain his saw* and his HOMELITE
is still Going_Strong!l!

*COST OF CUTTING CHAINS NOT INCLUDED

GET YOUR HOMELITE AT

GLENN’S

Chainsaw and Automotive 'Service

1550 South Main Street Willits Dial 2303

r

Here's one of the kest newspaper ads run by a Homelite declgr this month! Reduged from its original
2 columns x 6" size, this ad is one of o regular series being used by Californiandéaler Glenn Carbray
to help spark Homelite chain saw sales in his territory. Limited space ‘prevents reproducing other fine
advertising examples from the following dealers: Gifard \and Chiocu:'rl'ti, ‘Loretto, Michigan; L. W.
Thomas, Wilson, North Carolina; Boserman Sales, Franklin, West Vin”girﬁq‘; Floyd’s Saw Service, Coeur
d’'Alene, Idaho; and Higgin’s Machine Works, Kingston, ldahos

THE BIGGER THEY “ARE . . .

Above: the result of o 15-minute session between o Model 5-30 and the biggest cottonwood tree in
LaCrosse County, Wisconsin. Using a 28" guide bar, Homelite Dealer Charles Knudsen of Mindoro, felled
the huge free on Christ Severson’s farm in Bangor. Its dimensions: on the stump, 6’ x 8'; circumference: 26,

SILENCE 1S GOLDEN

As Chain Saw Specialist Marshall
Gould puts it, “When vou're making
‘cold turkey” calls trying to sell Home-
lites, never underestimate the power of
a demonstration!”

that Marshall
through his New England territory one

Seems was driving
fine morning when he came upon a crew
of men working on the removal of a large
tree. “They were using a Model 26 and
a 5-30.7 says Marshall, “and | stopped
and asked if they had seen the new Model
17. They admitted that they hadn’t, but
il T wanted to waste my time they would
be willing to watch it operate.

““That would do for a watch fob,” was
theirsfirst comment as [ removed the 17
fromauy station wagon. | shrugged off
this sarcastic necedling. and after assur-
ihe them that remarks should come later,
I mdderadew cuts with the 17. Then each
of the men Lried it. No remarks this
Linte. not even a syllable—pro or con. 1
relrieved my 17 and took leave of this
‘mule’ group—imy voice was still in oper-
ating shape, and I had a few important
calls to make belore sundown.

“A few days later.” Marshall contin-
ues, “I stopped by to see the local dealer.
Imagine my surprise when he greeled
me with a hearty handshake, a brisk pat
on the back and a fine Corona cigar. He
was thanking me for sending those men
into his store. They hought a 17 on their
lunch hour—45 minutes after witnessing
my demonstration!™

FOR SAFETY'S SAKE

=SNG
MM aé‘
s |

Be sure to clear an exit area before felling—
sometimes you have to move out of the way fast!

Pass this tip along to your customers.
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HOMELITES WIN MAJOR VICTORIES
AS 1954 CUTTING CONTESTS BEGIN

Boys will be boysy@and chain saws will
he chain saws. And when you get them
both together, you're bound to strike up
a rip-roaring. sawdust-flving cutting con-
test that would put a Fourth of July cele-
bration to shame!

Last year in dozens of chain saw cut-
ting conlests all over the country, Home-
lite owners pitted their saws against all

comers—and nine times oul of ten,

Homelite won! From results of the first
few contests in 1954, Homelite appears
destined to repeat its spectacular record.

In the main-event of the Central Coast
Championship Chain Saw Contest—dpen
to all one man saws—Ray Liebenberg,of
Los Gatos, California, captured the firse
prize using a Model 5830 that sliced
through a 25 inch fir logain6.25 Gees
onds!  Second place went 6 Ray's
brother, Les Lichenberg, a Homelite
dealer located in Boulder Creek. Fifth
and sixth prizes went to Homelites, too.
bul they were nosed out by two competi-
tive makes for third and fourth positions.

This failure to make a clean sweep of
the field was quickly erased when four
Homelite Model 17 chain saws were en-
tered in the Featherweight contest com-
peting against five other saws. The
- result: Homelite, lst; Homelite, 2nd;
Homelite, 3rd; Homelite. 4th!

“Of interest to all dealers.” says San
Francisco District Manager Bob Glidden,

“is the fact that Homelite's popularity is
growing stronger by the dayw=Of the
thirty chain saws entered«dn thé varions
cutting contests,” he states. V¥ TWENTY
were Homelites!”

Again at the Pauls Bunyan Fair in
Orick, California. Homelife,5430% proved
their profess fetaining the One Man
Saw Championship ofsHumboldt County.
Last vear.) Homelite placed first: Mall
tookisecond. third and fifth: McCulloch
placed fourfh? Tn this year’s contest,
Hemelite wonfirst, second, third, and
fourth; wastied for fifth by McCulloch!

Chain Saw Specialist Jim Walsh, on
Hand) at the Paul Bunyan Fair, reports

“the winning time in the 36 inch diame-

ter peeled redwood cutting competition
was 51.5 seconds. This time includes
starting the saw and getting to the cut.
And even though we’ve been known to
do better.” says Jim. “the crowds were
highly enthusiastic about the Homelite
triumph. This should mean a lot of sales
for the local dealer. Western Chain Saw.”
he concludes. And SAWDUST adds—
Homelite dealers in all sections of the
country will benefit from these victor-
ies . . . news spreads fast and buyers
of chain saws are keenly interested in
proof of a saw’s superiority before they
plunk down their money. These contests
will certainly go a long way in proving
Homelite’s superiority!

THAT AIN'T RAIN, IT'S SAWDUST—A# California’s
Senora-Tuolumne Cutting Contest, Homelite Dealer
Les Liebenberg scores onother Homelite victory
with his Model 5-30.

les (back to camera) accepts judge’s first prize,
o Homelite Model 17, as cheering crowd locks on.
A Homelite 5-30 took 2nd place, a McCulloch
7-55 placed third.




MEET WILBERT.F. YOUNG _

“Regardless of who the prospect is, or

where he comes from.” says Homelite
dealer Wilbert F. Young, “the best way
Lo sell him a chain saw is to present it as
quality merchandise. Show him what a
quality saw will do for him. and vou'll
nol only win scores of new eustomers,”
Bill Young believes, “you’ll be building
a business that can’t help but succeed!”

Operating in Titusville. Pa.. under the
name of Fischer and Young (partner
Thomas F. Fischer died in 1943), Bill
owns one of the largest band mills ‘sast
of the Mississippi. His dual™Sventure
seems Lo he extremely pfofitablé from
hoth ends: last vear, this mill furned /Gt
over eight million board feet, while Bill
was shattering all kinds of records selling
Hemelite saws! “1 guess folks figure that
as long as I sell choice lumber. T prob-
ably handle the best chain saw, too. You
know something.” he grins, “they’re
absolutely right!”

Ambitious and hard-working. Bill was
one of the frst Homelite dealers estaly-
lished in Western Pennsylvania. “1 was
on the look-out {or a good line to sell,”
he reflects, “and when 1 saw thal Home-
lite operate in the woods. | knew il was
a natural for me.”

Back in 1949, chain saws were a rare
tool. Running the mill a good part of

HOMELITE DEALER

OF THE MONTH

the day and demonstratingythe saw, al
night and on weekends #as no piénic—-
especially when “lgggers” and pulpwoed
cutters were sétisfiedwithdheir old-fash-
ioned hand saws. But Bill neyer let him-
self get discouraged, ‘He established a
complete shop inside the wmill with all
the tools “andyequipment necessary for
sales.and servieen As business picked up.
ke a&cleﬂ a Iﬁur-whee] drive station
wagon and Ja couple of servicemen to
help¢ keep the flow of work moving
sihouthly.

#And as the chain saw business flour-
ished, so did his mill.
1953.” Bill says, “business had grown
to such proportions that | was forced to
lease a larger building to he used ex-
clusively for the chain saw work.”

“By January,

Now employed in the chain saw opera-
tion are four men plus office help. Two

local men, Ron Glass and Bud Rodgars,

trained in the Pittsburgh district office,
handle the sales and service. Together
with their sub-dealer, Farmers™ Supply in
Meadville.

covers a lerritory of over 2,000 square

Fischer and Young now
miles. A thorough knowledge of the
needs of chain saws users in this ter-
ritory. and how the Homelite can best
{ulfill these requirements, has paid ex-
cellent dividends for the active crew.

Bud. who is also general manager of
Fischer and Young, reports, “In our ter-
ritory, about 707 of the Homelites have
been sold to saw log ecutters, 207 1o
pulp cutters and 10% to farmers. “Now
that we have the 17.7 adds Bud. “sales
to farmers have been climbing steadily.”

“Our chain sharpening service brings
in a lot of saws regularly.” says Bud.
“Ron and 1 can check them over and
make sure theyre in tip-top condition.
In some cases we spol trouble before it
begins and are able to save our customers
needless expense. We find that a lot of
our customers like to trade regularly.”
Bud continues, “so they ask our advice
about when to trade. When we think
they should. we offer them a good deal—

display featuring Model 26 cut




there’s always a great demand for used
Homelites.”

™ DEMONSTRATIONS EFFECTIVE

Ron personally follows up all inquiries
and says, “The tougher the sales and the
more competition. the better [ like it.
I've worked in the woods myself and I
know that Homelite outcuts them all.”
An able woodeutter, Ron welcomes the
chance to demonstrate his ability to make
the Homelite chain saw do more thén
any competitor.

According to Ron, a good derffonstra-

tion is worth more than a thoudan@jwar de
in closing a sale. The fluhiest (amd’

most profitable) experieree he has had
since joining Fischersand Youngmore
than a year ago. hajipened whienhi¢ car
became hogged down on a I@gg’"ing road.
He walked  five Jmiles ta, giveé a demo.
only to be addviseds that) his prospect
wasn't interestedGn buying a chain saw
at that time. “T wag’ more than just a
little annoyed.” admits Ron, “as 1T turned
and headed back to the shop. Imagine
my surprise,” he smiles. “when the man
stopped around several days later to or-

™ der a brand new 26LCS. Within six

months. he became the proud owner of
six Model 26%s! Believe me.” Ron says,
“I've found that persistence pays off, My
advice to any salesman is to do two
things: First, have a thorough know-
ledge of what you're selling, and see-
ond. get oul and make a real effort to
sell 1.

“When we demonstrate at coanty
fairs,” says Bill. “the results are always
good—I think partly because We always
have plenty of Homelite! literature to
kand out to the people whe visit dur
booth and we're always eager tg/ansWer

Ron explains features of 5-30 to mill operator J. J. Sabella.

HOMELITE

MODEL 5-30 -

. CHAIN SAW ASK FOR FREE

FISHER & YOUNG

DEMONSTRATION

Homelite Chain Saws and Service

Also 4 h.p.—27 Ib.
and 3.5 h.p.—22 Ib.
Homelite Chain Saws

+*

Guaranteed - Reconditioned
Homelite Chain Saws

*

All Kinds of Logging and
Milling Supplies

Machinery Division
East Titusyille, Pennsylvania

Typical Fischer and Young advertisement (reducetl for ¥eprodugtion'here) occupied one-half page in the

June 1954 issue of THE NORTHEASTERN LOGGEE;

questions. After seeing the chainlsdws
in action, they take the hullétins and
stuffers home to read, and when they sée
our imprint on them, ey Sdon’t easily
forget where theyscatbuy a Hofelitel”

ADVERTISING IMPORTANT

“Some oftour best advértising has heen
roadside/Signs and wirdsof-mouth,” con-
cludes Bill “hutyin alFour advertising.
weskeep emphatizing the fact that we
fewder top, séryice. and long after a saw

Asesold wesfoniinue to check up on it

Our men have a reputation, around these
paris, ‘of, being able to keep chain saws

‘in‘operation at all times.”

Bill has been using all the sales pro-

wmotion items offered by Homelite with

great success. Twelve roadside signs are
installed at strategic locations through-

oulvthe territory, decals ave used on
trucks and store windows, easels and
banners are prominently displayed in the
showroom, service tags used on units.
matchbooks distributed, and he has used
local newspapers and radio adverlising.
The response has heen overwhelming,
but Bill doesn’t stop there. Fischer and
Young advertisements appear regularly
in The Northeastern Logger and olher
trade publications. “I comsider,” says
Bill, “every penny we've spent on this
advertising worthwhile. It not only ad-
vertises my mill and distribution vards,
hut it gives Homelite another hoost,”

From any angle, Bill and his team ex-
pect even bigger things with Homelite in
the future. Judging from past exper-
ience, this pioneer dealer is sure to reach
his goal.

Ron places Sabella's new Model 5-30, his fifih Homelite, in car.
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The photo above, recently dppeared‘ on ;lﬂre frofit page 6f Georgia’s Rome News-Tribune with the caption
“FIRST WOOD—Rome Kraft Campaﬁy today “recsived its first shipment of pine logs, forerunner
of millions which will be used n the manufacturé™ef paperboard.” This first load of upproxnmmely 2V
cords was cuf on the farm of T.'E. Eden by wood producer Ralph Snider (center of group in photo)
using a Homelite Model, 17 Ywith 14" béw dftcchment. The saw will continue fo cut wosd for the Kraft
Company which, when, in full prodiction_late this summer, will use 1300 cords o day. According ‘o
Elict Evans of C & M Moters, Rome* sﬁgmelﬁe dealer who sold the 17 to Ralph, “Good news travels fast,
and when the "Farmers @énd pulpweod cutters hear about the demand for pulpwood at the new plant
and the speedy cutling job.done by Homelite, we expect io sell many, many more 17’

HOMELITE\BQWLING TEAM CHAMPION TOO, SAYS AR

B b, o, U

Another CHAMPION from WESTERN CHAIN SAW COMPANY. Winners
of the Women's Junior Major Bowling League. left to right: Dean Kangas, Joyee
Mackey, Jean Sheppard (captain), Dot Nelson and Edie Lewis (high average
bowler for the league). The girls are proudly showing the HOMELITE Model
17 lightweight saw. a member of Championship family of Chain Saws found at
Western Chain Saw Company. This model Homelite weighs only 22 pounds, has
a 314 HP motor and culs trees up to 8 feel in diameter. The next larger model pic-

tured is the 5:30. 1954 log bucking champion in Humboldt County competition.

WESTERN CHAIN SAW (O. 3008 Broadway

EUREKA, CALIFORNIA
PLENTY OF FREE PARKING

PRAISE HOMELITE DEALER

During the past four months, the Jones
Brothers Equipment Company of Beaver-
dam, Virginia, has been distributing
those new red. vellow and black Home-
lite hookmatches to customers and pros-
pects all over its territory. Imprinted
with the Jones name and address on the
front cover, and the phrase “PREVENT
FOREST FIRES — KEEP AMERICA
GREEN" on the inside cover. these
matchbooks are winning many new
friends in the Jones™ sales area as well
as in other parts of the state.

To chow his appreciation for the
matchbook’s conservation message., State
Forester for the Commonwealth of Vir-
ginia, George W. Dean. sent the follow-
ing letter to the Jones Brothers.

We J:ecenll_v had the pleasure of seeing one
ofy yveur\folder match covers which carries a
l’meat fﬁfe prevention message. 1t was awfully
nice of vou 1o have the message printed on the
m'ﬂeh coversand we feei comfident that items

will do much to further the Keep
Virginia“Greed progran.

Sineerely yours,

X George W. Dean
Nowe? Al Homelite matchbooks carry
the “PREVENT FOREST FIRES™ mes-
sage on the inside cover. and carry the
dealer’s personalized imprint on the front
cover at no extra cost. For complete price
list. see vour Sales Promotion Book.

PAW CHESTER says . . .

The Tair season is almost here. I
you don’t have enough bulletins. stuffers,
decals, satin banners. malches, road
signs, T-shirts, safety helmets. all-pur-
pose display stands, ete.—send in your
order TODAY! Remember. the best way
to make a favorahle impression al the
Fair is to have an attractive booth. These
Homelite sales aids attract the crowds,
help you sell more saws!

FOR SAFETY'S SAKE

SIAFARZ

Never walk with saw while motfor is running.
A slip can be dangerous.

Pass this tip along to your customers.
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NEW_ TRACK HARDENED GUIDE BAR!

HOMELITE DEALERS EXPECTED

TO SET TORRID SALES PACE

It’s new! Its exclusive! It's a real
After five years of intensive experimenta-
tion and field testing in timber of ali
kinds. Homelite engineers have come up
with a guide bar thal is second to none
for general purpose cutting!

Called the new “Track Hardened”
guide har, this value-packed guide har
features an exclusive induction-hardened
rail that gives COMPLETE guide <Jhax
prolection—not only at the tip or_on, just
one or two edges, but along the entire
‘wear” area of the bar!

Many times more durable than.ether
guide bars, the chrome-plated Homelite
“Track Hardened” bar defies wear, abra-
sive soil, extensive temperature changes
and sharp jolts. Now. Homelite users can
forget aboul excessive chain wear caused
by guide breakdowns from rails crack-

ing . .. no more hreaking oul al rail
edge . . . splitting at the groove is elimn-
inated!

Made of special high-carbon steel,
#these new “Track Hardened’ guide bars
are first heat-treated to give the bar uni-
form hardness, and then drawn to relieve
stresses and reduce brittleness, Next, the

rails are “Track Hardened o a depth af
about 1/16”, and_the bar 1s drawn/again
to obtain the right Enughnés& and per-
manence for balaneed pexformance,

Heat-treating, tradk “hardening and
drawing mives e edges of the rails ex-
cellent resistances to, wear. and. at the
Saie Limes the” wughness of the grain

slfticture arthe bottam of the groove pre-

vents splittivg ol Lhe rails.

Actording to Chain Saw Department
Mandger. Gene Carey, “A huge demand
exists for this type of guide bar. Only
Homelite makes it, and now Homelite
dealers have a better-than-ever edge on
this important market!

“In design. construction and opera-
tion, the new “Track Iardened’ guide bar
is superior to other guide bars,” he says.
“It is a guide bar customers have asked
for; it is a guide bar that will enable
dealers to attract new chain saw users 1o
Homelite: it is a guide bar that will
eflectively combat competition.

“In launching their own local cam-
paigns.” continues Mr. Carey. “dealers
will receive top support from Port
Chester. An adequate supply of “Track

Mardeu@d’ bdrs is now available for all
three wedels. and the Advertising De-
pariment is putting the final touches on
a, hard-hitting merchandising program.

“Best of all.” Mr. Carev concludes,
“for aggressive Homelite dealers, these
new “Track Hardened” guide bars are
expected to-offer brand new opportani-——
ties for even greater profits! This extra
quality. extra economy of operation and
extra lile span capacity—at no increase

in prices

puts Homelite dealers in an

position

excellent in the guide bar

market!”

Cutaway view of a section of the New Homelite
Track Hardened’ guide bar. Induction-hardened
drea (shown in red) has a hardness of 56-60
Rockwell C; base of bar has a spring-tempered
hardness of 38-44 Rockwell C for flexibility and
toughness. The depth of the groove is 11/32”;
tang depth is 1/4”, giving ¢ clearance of .093
of an inch.




Dave Southerland selects ‘@ part from /Gite. ofthe
upper bins on the wall behind “counter.

24 S
Placing Model 26 in his beachwagon. for 'delivery
to a customer, Dave stands necr one of the cif=
cular arrow signs outside his shop.

Two large color paintings on building, of.a legger
using a Homelite, can be seen from ablock wway.

s\

They claim folks are apt to take life
a little slower and easier in the South but
it certainly doesn’t apply lo young. ener-
getic Homelite Dealer David “Dave®

Southerland of Searcy, Arkansas. ¢He
doesn’t wait for customers to come irrand

buy a Homelite Chain Saw but (goes.di-
rectly out to the farms and int6 the'wood-
lots and logging stands looking.for thent,

follows all leads immediately, giving

prospective customers~a, free demdnstras
tion on their home, grounds, preyving’to
them why they“cannot afford to “be
without & Hémelited ¢

But Davedoesn’t stopwith a sale.
SERVICE is what built up his business
in a 35%e 60 mile férritory where not a
single Homelite was, being used to close
to 500 Homelites being used today. This
ook \place imythe past three years since
hie started selling Homelite and his busi-
fless has”moved from his home to a
modern building of its own.

Customers everywhere know about
Dave’s chain saw service. If they dont,
they just haven’t been paying attention.
He uses all the regular advertising media
—newspapers, Yellow Pages. Morelite
signs, matches, ete. And with the large
windows attractively dec-
orated with Homelite post-
ers, there’s no reason for
anyone not heing able to
find him.

Dave claims roadside
gigns are one of the most
useful pieces of advertis-
ing. The right location is
the secret in their use. His
Homelite signs are on the
secondary roads leading
into Searcy; the large
signs on main highways.
His service program is
based on his slogan “TO-
DAY . . . TONITE . . .
TOMORROW ... WHEN

EETCDAVID SOU1

AND THE BUSI
THAT SER

It STOPS WELL START IT.” Tt
means exactly what it says, but the chain
saw must be a Homelite. That’s Dave’s
entireg=se@ret of selling and keeping his
customets using Homelite.

Dave’s Saw and Motor Service is easy
to find. It’s a neat white stucco huild-
g on a corner of the city park and
plainly visible from a main highway
route a block away. Formerly a modern
filling station that went out of business,
Dave hought it and altered it to fit his
needs for a livewire Homelite chain saw
service with spacious show windows and
plenty of repair space.

Dave built his parts bin high and wide.
covering the entire wall in back of the
counter. Dave had a good reason for
doing it. “Keep your parts where the
customer can see them.” he says. “and
he’ll know he can get immediate service.
Once a customer is tied up waiting for
parts you're apl to lose him Lo a competi-
tor. We try to keep them on the job
and working.”

The bin compartments for the small
items at the upper level measure 4 x 4
inches. The large parts compartments at
the hottom measure 8 x 8. Spare chainsg,
guards, etc., are suspended from hooks
attached to a plywood backing at the
hase of the upper section. Large plywood
letters painted red. read “GENUINE
HOMELITE PARTS”.

SERVICES OTHER SAWS

Naturally no parts other than Home-
lite parts are carried by this dealer for
repairing Homelite chain saws. A few
common parts for other make chain saws
are carried as a service to chain saw
operators in his territory. He claims
servicing other make chain saws has the
distinct advantage of getting a possible
future Homelite owner into the shop. If
Dave doesn’t have the required parts on
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hand and cannot gét them withif a short
length of time, He loatns the_customer a
recent model” Homelite Chain Saw until
the customer’s saw is rgpaired. When
the customer “feturns for his saw. Dave
gives him a tradefin offer and he claims
that 9 out of 10 will Jeave their old saw
and keep the Homelite loaned earlier.
Homelite owners only get 24 hour
service. If something gives ont on
the job today, Dave will work overtime
at night getting it ready for the opera-

, tor’s work day in the morning. Chain

saw operators using competitive makes
are given immediate attention hut not
24 hour service.

Recently a commercial logger in Dave’s
territory dropped a tree on his Model
26 on Friday afternoon and brought it
in to Dave Saturday afternoon at 4
o’clock, Dave started right in and three
hours later the saw was ready for work,
That’s the kind of service chain saw
operators like. It's a dollar and eents
saving to a lumberjack when he ean get
his Homelite repaired immediately, with-
out losing a working day.

EMPLOYS ASSISTANT

Dave handled his own repairéthe first
two vears he was in business, hlitfiow
he employs a full time mechanic in his
shop to handle chain saw repairs while
he’s on the road throughout his territory
selling and looking up new prospects.
The repair bench is in a side room plainly
visible to anyone in the store. Dave
claims it’s nol as neal as it might be and
he has an excellent reason for it. “If it
wasn’t cluttered.” he says, “it wouldn’t
look like a real shop. Folks know we give
their Homelites our personal attention
and don’t send them out.”

Immediately upon entering the shop
the customer is confronted with Home-
lite advertising prominently displayed,

aluminum wedges, gasoline “éans, outf
board motor oil, and other related.items
that sell well to chain saw operators:
The latest Homelite Titerattiresddesn’t
gather dust as itig"displayed ondthe coun-
ter where,cudtoméfs will see it) pick it up.
and take ithome. Anymew literature that
comes oubydaring the month is slipped
intg (the wnonthly statements. Monthly

Hilling 1= andther one of Dave's services
to chialn saw, @pérators. “Once a man is

satitfactoyily established with us as pay-
ing his bills promptly,” Dave says, “we
extend him credit.”

“Dave’s shop demonstration area is out-
side'mext to the park. He generally keeps
an eight foot log or two, of 30-inch sea-
soned oak on hand for the purpose. “A
log this size stops them from asking ques-
tions.” he says. “A slice through a log
of this type answers everything.”

DEMONSTRATIONS EFFECTIVE

From a business standpoint. last
Christmas was the best one Dave ever
had. Searcy is the county seat. and folks
come in by the carload to see the Chvist-
mas decorations and enjoy the_public
tree in the park alongside his shop. For-
tunately Dave was busy at the shop doirg
work for several Homelite “owners™en'
Christmas Eve and Chyistmas Day.\ He
kept the shop opetwthile He worlded. Men

driving arcund the\park Zaw {he new

Homelite chain saws in the windows and
letting thé family off at the "Christmas
festivities,, stopped in=to pass the Hme.
Dave cgoperated by, ppinting out the
features of the ‘Homelites and demon-
straling. The spectators around his dem-
©nstration log eutside the shop soon drew
others” from, the park and before the
holiday “was’ over he’d sold four new
Homélites!

This“popular Homelite dealer hasn’t
walways had a business of his own. Several
years ago he was working for a local lum-
ber company when a Homelite repre-
sentative stopped in with some new chain
saws. The local firm decided to carry
Homelite chain saws but they didn’t push
sales. Dave saw his chance and they let

As the slogan shown on his special roadside sign
below promises, Dayve works affer hours to repair
one of his customer’s Homelite chain saws.

WELL

TODAY TONITE TOMORROW
WHEN 1T 5710PS .

him sell evenings and weekends on a
percentage basis. Soon he was even ser-
vicing Homelites and business grew 1o
such an extent that it was either stick
with the lumber company or go into busi-
ness for himself selling chain saws. Dave
chose chain saws—a decision he’s glad
he made.

Dave’s biggest percentage of business
is with commercial loggers who work
pulpwood. cordwood, and regular log-
ging. The main points he tries to stress
in a sales talk is durability and extremely
low operating cost.

This dealer is strictly a “Homelite
man” and anyone throughout his terri-
tory well knows who he iz when he sees
him coming. Dave wears a Homelite
cap, T-shirt, and has the name of his
business and the Homelite name attrac-
tively painted on the outside of his beach-
wagen. |\ He generally carries a Model
S30) and a 17 in the beachwagon for
demonsti@tion purposes.

Daye Sottherland has a nice little year
routd business on the side that works
in ‘well with Homelite chain saws and
that's selling small power equipment in-
cldding lawn mowers, outhoard motors,
and repairing 2- and 4-cycle air cooled
engines. But Homelite chain saw owners
come first and they find David Souther-
land really means it when he says, “To-

day . __tonight . tomerrow . . When

it stops we'll start i.” . . . even to the ex-
tent of working 24 hours a day . . , and

Christmas Day for extra Homelite sales.
It’s mighty good business!

TRET Gy
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THE “'17°" AND THE MUSKY

Chain Saw Specialist Nick Van De Ryn
of St. Paul. sends in the following report
with the remark. “Believe it or not, this
really happened”:

The Muskellunge, alias Musky, or
Esox Masquinongy if you want to be
technical, is considered America’s most
highly esteemed fresh water tackle buster.
People drive thousands of miles in quest
of a mantel piece trophy. usually with
nihil results. The musky is not only
voracious, grows to huge proportions;
and is a tremendous fighter. but also is
darned hard to catch at which time it re-
ceives another alias. unprintahle atethis
time.

One of the [avorite fishing spots of the
musky territories is Clupptwa Flowage.
near Hayward. Wiscoiisin. ¥ Pete_Peter-

son, from Haywardais aensidered one of
the top musky gifflessin that areéas and
also is a 1011’10I,eh Homezlite, déaler. As
Pete puts it

‘Aftér selling a sniart musky
a plug or a spetn, selling) Homelites to
people needing a ghainysaw is like shoot-
ing fish in a barrel”

Last Winter the muskies must have
held a survival school because this season
they have heen harder to catch than any
ather. However. Pete is still “knocking
them dead”, thanks to the Model 17 chain
saw. Pete was doing some clearing wm‘k

aleng the Chinpewn Flowage la alie o

early in the season when he noticed that
while the 17 was knocking them down
and bucking them up. some large muskies
were watching him with their heads out
of the water. Pete’s musky blood really
began to boil at this point. He made a
dive for his musky rod. put the 17 on the
back seat of the row hoat. and grabbed
the oars. As he was rowing around the
lake. more and more muskies fell in lye-
hind the boat, their eyes glued om\ihe
Mighty Mite. He waited until he spotted

HOMELITE SOLVES

The Musky, Pete Peterson and the Mode__] 7.

“Ole Grandaddy™, who had hedn Pﬁ'ﬁ‘diﬂg
him for the Jast ten vears.fnd, then put

the 11'1usky-plufr in front ofibis nose. “0le,

Grandaddy™ was so |a,6(‘1ﬁal,€‘c| by the 5
that for the firstelifie G’ his nétoritus
e‘;l te)1{‘3 ITP ‘hfplﬁ}' ﬂ]l :
wind, there was a tremendous swarl, and
WHAMMyg the fight was, on.

In Pete’swords. “Thel7 is not only a
wizard i lhe Woods, {t also'is the greatest
attractionfor. the ningkies since they
found, out that there were male and fe-
afale muskieg fruising around. You've
:got_. to avatch it 1)10!1311. The other day a
sevenly ‘pounder jumped right into the
boawafter #y saw and before 1 got him
under \contr ol, he nearly chomped my

leg off.”

n Giw' the

KNOTTY PROBLEM

The city of St. James, Minnesota had a hig—
and we mean big—problem on its hands when
this huge cottonwood tree was felled to make
way [or a new hospital extension. The tree was
too heavy to haul away and the city crew,
vsing a four horsepower saw of a competitive
make, was unable to cut up the giant. That’s
when Homelite Salesman Wali Hajicek. hear-
ing of their plight. decided to show what a
Homelite could do.

According to The St. James Courter (which
featnred the picture and story on its front
page). “Using this Homelite 5% hur~epm\-PI
saw which wmcrhx only thirty pounds, Walter
Hajicek sliced through the huge lruuk in 3
minutes; 40 seconds. He cul through from top
to bottorm on one side and then repeated the
performance on the other side. Mayor H., 0.
Serkland and members of the city crew . swere
on hand 1o watch the demonstration. These
saws are sold locally by Clifford Ekstedt.”

Homelites Sweep Contests

Winning scores for Homelite chain
saws continue to be written at cutting
contests throughout the country.

At the Timber Producers of Minnesota
Field Day. held recently at the Keewatin
Saw Mill, practically every chain saw
manufacturer was represented. Homelite
Chain Saw Specialist Wally Ulrickson,
reports. “The feature ol the afterncon
was the big cutling contest, and Home-
lites led the field, capturing 1st and 2nd
place.”

Time on contest:

Homelite 5-30 . 12  seconds
Homelite 17 ... . 16 ¥
McCullach 4-30 16.2 7
McCulloch 33 23 H
Titan Sportsman ... 23 ?
Glinton ... ... 25 *
Woteht ... 28

Againsp=a wide field of contenders
al the Wibdman's Carnival. Cherry

Springs. Penneylvania. Homelites scored
degisive Victories in both power saw con-

l&:.ls*.l An the “4L4 H. P. and under™ class,
Homelite Model 17's took 1st. 2nd and

wth: a McCulloch 4-30 p]a(‘ml 3rd; in the

“414 H. P. and over” class, Homelite
5-30°s scored a clean sweep—1lst, 2nd.
3rd and 4th!

At Spring Grove, Pennsylvania. the an-
nual picnic of the Gladlelder Pulp and
Paper Company. brought together over
300 company cutters and their families.
In the field ol 47 entries in the chain saw
cutting contest, including MeCulloch,
Mall, Lancaster, Disston and Wright,
Homelite 5-307 captured 1st. 2nd and
3rd place. The winning time, made by
Lo Jump—22.5 seconds for two culs in
14" seasoned oak.

Winners of Gladfelder Pulp and Paper Company

cutting contfest, L. to R.—D. F. Kegerrlies (3rd),
Mealy Appelby (2nd) and J. Jump (1st),
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Dealers Hike Newspaper Ad Budgets
To Stimulate Record Autumn’Sales!

With the 1954 fallsselling season des-
tined to produce the richest business har-
vest In chain saw history. Homelite
dealers everywhere are stepping up their
newspaper advertising to reap the fruits
of Homelite’s big Autumn promotion!

Backed np by the power and drive he
hind Homelite’s heavy magazine sched-
ule, dealer advertising will capilalize on
the thousands of pre-sold progpects who
are being reached every month through
this nation-wide campaign. Thousands
ot farmers, loggers and pulp cutters will
see the Homelite ads in Country Gentle-
man, Farm Journal, Saturdey Evening
Post. Southern Lumberman, Timbermang
Lumberman, lournal of Forestry, Ameri-
can Forests, Pulpwood Production, Trees,
Prairie Farmer. Nebraska Farmers. The
Farmer. Wallace’s Farmer,, Wisdonsin
Agriculturist, Ohio Farnfer. New Eng-
land Homestead, Michigam Farmer. Rux
ral New Yorker, American Agriculturist,
Pennsylvania Farmer, Progressiue Faym-
er. Southern Planter, Oregon Faginer,
Ideho Farmer, Utah Farmer. and Cali-
fornia Farmer. Two typical ads in the
series are enclosed.

As the program hits its stride this
month. chain saw prospects in every
dealer’s territory will be reached . .
will be sold . . . will be looking for the
place to buy Homelite. The aggressive
dealers will use larger, more frequent
newspaper space—Lo tie-in direcitly with
Homelite’s national campaign. to make
substantial profits from Homelite saws!

Because the big chain saw buying sea-
son is here NOW. Homelite’s national

advertising is doubly effective_fof the
dealer who uses Homelite-prépared” ad-
vertisements in  his lpcal™paptrs at
this time! When the prospecl sees“a
Homelite ad in his f&Verite magazine
today. and then, sees(another Hoke-
lite ad over thedealer sigpature.in the
local paper tofnorrow: it links'the dealer
directly to, Homelite and leads prospects
right to the dealer’s stove!

As dne Jsuccesstul mid-west dealer
reasons. ~There just aren’l enough hours
in“a.day to de ap‘adequate selling joh
without helpt~especially now when we're
coming inte=eut busiest season. In addi-
fion to Lime gpent on ollice work and ser-
vice husiness,” he continues, “the growth
of/the ‘ehain saw industry has brought
problems of increased travel time, more
eompelilion and more difficult access to
prospects.

“During these next few months when
| run an ad every day in newspapers that
my potential customers look to for help
with their jobs. I multiply my calling
power and increase the productiveness of
my sales force. Just as Homelite saws
cut production costs,” he says, “well-
planned newspaper advertising ecuts my
sales costs. It ‘mechanizes’ the prospect-
hunting steps of a sale and lets our sales-
man concenlrate his time and talent on
the all-important job of making the dem-
onstration and closing the sale!”

With this type of reasoning in the
minds of most successful dealers, and
with local advertising leading the way
towards greater sales. top Honielite
dealers are expanding their advertising

budsgets sharply . knowing they’ll
get more for their newspaper dollars!

Make money

on your
woodlots

HOMELITE

One Man Chain Saw
Cuts an 18” tree in 18 seconds
Weighs only 22 pounds

Now, you can clear your wood-
lots easier, faster, more profitably
with the new Homelite Model 17
+ + « the mighty mite of chain
saws. Light weight, easy to
handle, yet packed with horse-
power ... 3.5 actual dynamometer
rated brake horsepower...a de-
pendable, low-operating-cost
Homelite is a most profitable in-
vestment today.

Straight Blades or Bow Saws
DEALER'S IMPRINT

Mats for use in local newspapers cre available
to all Homelite dealers without charge. Mat 17-H
(reproduced above) is one of the most popular . ..
note how effectively it ties in with the new ads
in COUNTRY GENTLEMAN and FARM JOURNAL.




Hm ., . Maybeit's about'time | DID

got g <hoin 8y

new, colorful posters have heen experily designed' o that, for a
nominal charge. your local billboard company canfimprint your own
name and address right across the bowolfi. From alindications. this
new ‘personalized” billboard promdtion is slatedhiowproduce record sales

To insure maximum Homelite-dealer identifieation. both et of these

for every participating HomeliteNdealer!

Dealers are urgently requested Lo act on‘his promotion immediately!
Now that we are moving im0 our feak) selling season, it is doubly im-
portant to make your advertising messages produce results!

With Homelite supplying the big, colorful 24-sheet posters FREE,
billboard advertising in your territory is sure to pay off in increased
prestige, increased business. To offset competition . . . to bring in new
prospects . . . to creale a preference for Homelite . . . to identify yourself

as the local Homelite dealer—there isn’t a stronger, more powerful

medium that delivers as many messages at such low cost!

Requests for these new billhoard posters will be pouring in at a record
rate. To be sure of getting your supply in time for posting next month,
call your local hillboard company TODAY! Do it now while the idea
is still fresh in your mind! And don’t forget to order your free posters
from the Advertising Department as soon as possible—use the handy
order form in back of your Sales Promotion Book.

That Homelite DUES

| think | saw an ad
Homelite in some mag
e

- - . Ordid | see it in our local paper?

Now | remember!




£'S the fellow!
n going to see him RIGHT NOW!

utdoor advertisinghsreached the
Omost peoplemiost oflend—at [Gw-
est cost! AAudhow, with*Home-

lite’s new ﬁiﬂ-c&_}imf 24 sheel’ billboard
posters available FREEwto all dealers.
the cost of thisg”dymaatic advertising
is brought down“to just pennies a day!
Here's how this Blg outdoor advertis-
ing promolion works: You contact your
local billhoard company for rates and
space availabilities. Select as many good
locations as possible—on roads nearby

vour husiness . . . near pulp mills . . .
by pulp and saw log cutting operations . . .
alongside [freight car loading areas—
wherever there’s good prospect ‘traffic’.
As soon as you've made arrangements
with your local billboard company, gries
your supply of these new posters™direei
from Port Chester. Tell the Advettising
Department how many 5807 josterd
and how many “177 posters you want.
These posters will (hay sent tol you
absolutely free! \

Chain Say,

Homelite pays for these full-color
Pesters—you pay lor the billboard rental.
In mpsticases, this rental charge will not
‘exceed $45,to $25 a month—especially
if yourbhillboards are not located inside
thewity, /Tested in many sections of the
country. these full-color billboards {out-
siffe the city limits) proved extremely
effective in reaching all kinds of potential
prospects . . . especially those farmers
and loggers who seldom read magazines
or newspapers!

PEALER NAME AND Apppres




Memo Books Promote Sales

Here’s a Homelite dealer who found a
way to get people to carry his Homelite
advertising wherever they gol!

During the past three years, Bart
Clausen of Weston, Vermont has adver-
tised consistently in newspapers and on
radio with prnﬁtablv results. This year,
Barl, who was one of SAWDUST’s first
Dealers-of-the-Month, tried a new adver-
tising gimmick thal is paying off hands
somely. Memo books are senl oul each
month to advertise his business.

“You might think that mailing, these
~books each monl:h is a big headache for
me, but it isn’t” says Bart. “l-fustsend
my mailing list to the priater_and Je
sends them out from Bestow! ™y In addic

tion: several hundred gopms are sent bof
Bart so he can mail guantitics e Iarge
firms and pu]p Jnlﬂ)f‘l“! and have a few
on hand to give(to prospeeis.

N N

HﬂMhL\th bﬂm en‘gS__k

Sales unﬁ Service

aaaa.m,-

cum ;'h

Westnﬁ ﬁewim & Supply Co.;. ;;
- Weston, Vermont R

*
Coll VAUEY 4-5950 N\

Color of memo book cover chunges .mgnthly.

Advertising messuges on |n$|de of 3" X' 5% book
change each month,

“Practically every one of my customers
carries a memo hook in his pocket for
easy reference.” continues Bart. “They
use them to record their daily scale,
write down appointments and pavmenti
dates, and keep a record of the cost of
operating their saws. We've had all sorts
of requests for regular copies of the
book. The number of new customers dis-
covered this way, has paid for the print-
ing of the books many times over,

“I must admit that T was skeptical
about the advertising value of memo
books,” he concludes, “but I gave them a
try. and am [ ever glad | did!”

YOU SAY YQU WANT TO GIVE FASTER SERVICE?

A pair of high-flying Homelite, dealers,

since the ptrchase of their new plane, are Ed Sharp and Don

Orr, of Sierra Chain Saw, Sacramento, California. Partners in business for the past six years, Ed and

Don have sold just about everysmake of chain/saw.
they considered the‘bést) cancelled their other dealerships, and become “100% Homelite”.

In March of this year they decided ta push what

They're

rapidly convincingstheiriold customers toumake the swing fo Homelite, too, “We decided thai we should =~ ==

offer service equsl to the ‘merit‘of thesHomelite,”

says Ed,

“and since Don and | have 1o cover a lot of

territory where fravel is slow andirough, we speeded up our service by purchasing a plane. Delivery
of saws andsparts and making service calls is faster than we ever dreamed it could be.”” Adds Don,

"We sure _cover, a lot of ground these days!”’

HOMELITES® WIN AGAIN

Repedting, théir spectacular success of
three vears/ago, Homelites again took
top Wonors at the Woodsman’s Field Day.
Adgustr13-14, at Tupper Lake, N. Y.

..Olﬂy woodsmen were eligible to com-
pete in the cutting contests, where 16-foot
logs were rolled down skids and cut
into 4-foot lengths for a period of seven
minutes. The man cutting the largest
amount of logs won.

In the “Under 5 H. P.” contest. Home-
lites captured 1st, 2nd. 3rd and 4th. In
the “Over 5 H. P.”" event. Homelite 5-30"s
won lst. 2nd. 3rd. 4th, 5th and 6th!

At least six Homelite dealers who were
on hand for the [festivities reported
“dozens of hot leads™ as a result of these
impressive victories,

And at the Boonville Fair, also in New
York State, 804 persons, mostly farmers,
cut with a Homelile in order to be eligible
for the Model 17 drawing. Charles
McHale, live-wire dealer from Port Ley-
den, N, Y. stayed on the scene demon-
strating until 2 a.m. every morning!
Never one to let an opportunily pass by,

Charlie sold twelve saws that week alone!

“Three 5-30 owners were so impressed
with the 17 that they hought new 17°s
right on the spot.” Charlie grins. “they
said they never realized that it had so
much power.”

FOR SAFETY’'S SAKE

SLAFART

Stop the engine and put out your cigareite i
before you fill the fuel tank!

Pass this tip along to your customers.
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Dealers Reap Good-Will Rewards As
Homelite Movie Wins Wide Acclaim

Already seen by ogér two million tele-
vision viewers from coast to coast, Home-
lite’s 30-minute sound flm, “Chain Saws
Turn Trees Into Money™ is ereating more
good-will and uncovering more ‘hot’
sales leads for more dealers than any
. other long-range promotion in Homelite
historyl

To date. 93 stations (covering 38
states) have shown the Homelite movie.
Additional stations are still sending in
their requests every week, and at the
current rate of distribution it looks as if
every television. station in the country
will have featured “Chain Saws Turn
Trees Into Money™ at least once hetove
the vear is over. '

In addition to this outstanding £V

coverage, greal strides are being miadeby
the Farm Film Foundation in gxhibiting
the picture to schools, Granges, 3-H clubs
and other farm organizations all over the
nation. So far, FFF hasiareanged ghow-
ings to 264 groups;. and ddvangeslook-
ings reach far ahead into 1955!

Chief reason héhind the/flfM’s out-
standing Guccess™is its strict public ser-
vice approdch. Combiming an interest-
ing format with an informative message
on farm Woodlot management, the film
coniains no advestising of any kind. This
siraight _ed@eational approach is ap-
plauded” by« the recent review in The
National’ Grange Monthly which reads:

TheHomelite Corporation is to be congratu-
lated . . . they are evidently the kind of

Felling scene from Homelite's pew 30-“minute motion picture, "Chain Saws Turn Trees Into Money.”

Ihdtstpial [olk who understand the [armer’s

problems, There is something about this pie-

ture thal right off the hat makes you like the
the people who sponsor it. You feel that they
are truly interested in the farmer’s problems
and want to help solve them with real benefit
to all concerned,

Further proof of the film’s wide ‘hox
office appeal” is indicated by the report of
Chain Saw Specialist Harry Throckmor-
ton who attended several fairs in Min-
nesota where dealers showed the movie
outdoors. “Demonstirating saws at night
may not be too satisfactory.” says Harry,
“so they put up a large movie screen out-
side and showed the picture four or five
times a night, broadcasting the sound
right out into the midway. Huge crowds
gathered to listen and watch the show,”
observes Harry. “and you can bet vour
bottom dollar those dealers sold a pack
of saws the morning after!”

As the fair season moves out and cooler
weather sets in. dealers everywhere are
setting the stage for “Community Show
Nights” in their areas. By renting a
16mm sound projector locally, and bor-
rowing the Homelite film free of charge
from their District Office (reservations
must be made in advance), dealers ex-
pect to win scores of new friends and
customers through showings in their own
stores, al club meetings and at numerous
civie lunctions. With its wide appeal
and proved ‘pulling” power, all dealers
are urged to cash in on “Chain Saws
Turn Trees Into Money —it’s the low-
cost. low-pressure method to higger,
casier sales!




“HOMELITELS
BEFORE | S¢

says W. T.

HOMELITE L

Starting out for an on-the-job dzmonsiration, Dub Minyard (right), with Wes Pace’s assistancey erds

a Homelite Model 5-30 and o Model 17 Plunge Cut Bow Saw inte Dub’s station wagond

Homelites were always a popular chain
saw around Jasper, Texas, and when the
opportunity for a Homelite dealership
came along a vear and a half ago. W. T.
“Dub™ Minyard jumped at the chance.
“It was a natural for me.” he explains,
“since some of the customers in my log-
ging supply business had bought Home-
lite chain saws elsewhere. They kept

Wes completes overhaul on Model 26 saw.

telling me and showing“me, how geod
Homelites were until 1 %as ﬁna._lly-: Cal-
vinced that | couldinakeTealmbnéyywith
It seé¢med te me” says Dub.
“that if Lecouldsell them other logging

them.

equipmentythey’d buy ehain saws from
me, tod—and | cerlainly was right!”

Dub and hissbtsiness, Minyard’s Ma-
chine Shopare, well known around Jas-
pet. a townrelabout 4.600 people located
in the southeast corner of Texas. For

years,he has been selling truck. trailer
and Jogging equipment in his area. 75%
Of which is woodland. Of the Homelite
chain saws he sells, Dub estimates that
about three out ol {our sales are Lo saw
log cutlers. the rest to pulp cutters and
farmers. Much of the pulp cul here is for
the paper mills at Lutkin and Houston.

BOOMING SALES

Everyhody wears a big smile at Min-
yard’s Shop these days and there’s good
reason for Lhis cheerful atmosphere.
From the start. selling Homelites has
been good business for Dub and it’s get-
ting helter every day. Sales during the
past few months have shot ahead sharply.
Dub claims it’s because of the new Model
17. 71t seems thal everybody has seen
the announcement ads and since the very

OF 1

first day, we've been snowed under with
requests for free demonstrations. Once
they see and try it.” he says. “they're as
good as sold!

“Iven though this advertising has
brought in a lot of good prospects,” ad-
mits Dub. “we can’t aflord to stay put.
I never underestimate my competitors—
they're always oul lrying lo make a sale,
so we've got to beat them to the punch.
My salesman Welton Smith and L. are
constantly on the go, {ollowing up leads
and beating the bushes for other pros-
pects: and of course we also have Lo
deliver saws and instruct new owners on
how to use them. Tt seems there just
aren’t enough hours in the day.”

DEMONSTRATES ON-THE-JOB

When making any sale. and particu-
larly in the face of competition. Duly and
Welton Smith like to give on-the job dem-
onstrations, Welton advises getting a
customer an his home ground so he can
see exactly what the Homelite will do
for him. “Don’t spend too much time
talking,” he says, “go right ahead and
demonstrate what the saw can do.” Both
men agree that the Homelite's perform-
ance is what sells the saw. By the time

they see how beautifully the saw works,”




SIOLD ME
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Duly says with a twinkle in his eye,
“theyre just itching to try it them-
selves—and thal’s

e deal.

what usually clinches
I get a particular kick out of
the amazed look on the face of a farmer
or logger. when they trv a Homelite for
the first time and realize what they’ve

been missing.”

Aﬂe-r cuﬂlng chain From reel in bcxckground Wes gwes cp,sfoi‘ﬁer o cl‘iuzn

While selling saws is one'thirg, keep-
ing customers happv isanother. Aceord-
ing to Dub you’ve gétho gharafiteégobd
dmm-hme
to a minimum#Sinee theyve baen selling
Homelites. Mingard’s Maehmie Shop has
seen thra fenipetitor open for business
andstien, fadle out 0 thiuk T know what
heir Big midtake Wis.”

Sthey failed tH, give good service as a

service and keep & custoner’s

Dub remarks:
follow-up'g a sale. 've always believed
in bacKingyup everything I do and doing
eyerythutg right!”

BUSY CREW
Step in at Minvard’s Shop and vou’ll
rarely see all of the seven men who work

on the road
making calls on new prospects:

there—several are always
a lew
are usually out instructing and servicing.
When asked to pose for a group picture,
Dub laughed. “You'll never get a pictute,
of the whole bunch of us togethes, so
you'd better be satisfied with a lew 61
us now!™ Shop employees include Tom
Kellum, welder; Jessie® Adants, blackd
smith; and Bob Grinergwarelouse didn,
Chain saw service a,nﬁ repairs are han-
dled by Wes Paee.\Buck #Byerly and
Castell Kellum. alljtrainedieh “the job.
Wes has @the added gesponsibility of
maintaining the partsStock. using a card
file invengory system“o/ check regularly

and make sure enough parts are on order.
“Now that several of us are drawing
parts from stock.” Wes says,
a system more Lthan ever.

“we need
[l sure saves

[n addition
to having a large supply of parts and
machinery in top condition, Minyard’s is

a lot of searching around.”

equipped to repair and hard-face guide
bars. and chain sharpening service is
offered to customers,

As for local merchandising activity,
Dub has used newspapers, roadside signs
and other Homelile sales promotion items

nd he relies heavily on word-of-mouth
advertising,
if he’s human, can’t help bragging about
says Dub. “That’s
why “wedo our best to keep them happy.
Oue thing | know——radio. hillboards,
Aewspaper® Jor whatever vou use, the
tore atlealer gets Homelite belore the
publiy, the better his sales will be!”

“Every satisfied customer,

his saw to his friends,”

Rlas for the future? Dub says he
Iopes to enlarge his service huilding and
‘expand the parts room and perhaps
Judg-

sales are

eventually hire another salesman,
ing from the way Minyard’s

_climbing. these plans will all materialize

in the very near [lulure. SAWDUST
sends best wishes to Dub Minyard,
Homelite dealer who has proved that a
top team can’t help hut score!

A winning line-up—Buck Byerly, Dub Minyord and Wes Pace—behind the
counfer at Minyard’s Shop where Homelites are always on display.

ﬁ«ﬁ (:REDiT ﬁitm I BILL 1D




Dealer Takes Town By Storm HERE’S AN _AD’ THAT REALLY PAID OFF!

Tie-ing in with the recent storm which
hit Penn Yan, New York, newspaper ads
by Smiths’ Farm Store praised chain saw
owners for their part in clearing trees
which blocked the main streets of Lown.
Homelite dealer George Smith made quite
a few sales right after the storm, and had

e TS AR A AR A A AR

CHAIN SAWS ‘|‘
Clear Storm Damage |\ |

Owners of chain saws are to be com-
mended for their cooperation in rapidly
opening to fraffic the sitreets of Penm.Yan.
WE ARE PROUD OF THE RECORD
MADE BY
HOMELITE CHAIN SAWS

and the operators who“helped make “Fhe
rapid cleanup possible. "We are/ dlso
proud that we haye heen’in a pesition fo
supply cur custommers\with thesincreusingly
popular Homelite_/Chain  Saws  since
Avgust, 1951,

do o DAY'S work'in lan HOUR!

Robert Boserman, local Homelite Chain Saw fealdr, is picking up an order of Homelite
saws af the Elkins Airport which) wos rushed torhim recently by Homelite’s Pittsburgh
factory branch plane.

The NEW Model 17
SMITHS’ FARM STORE, INC.

Homelites by Air . ..

Just as Hemelite provides.rapid, modern service for its dealers, you

135 E. Elm 5t. Phone 614 can count on yourilocal-Homelite dealer to give you fast, friendly

Penn Yon : seryvice ta.keep yourHomelite chain saw working at top efficiency.

Your, local dealer keeps a full supply of parts. He will be glad to
show( you ‘the saw that will best meet your needs.

"ASK YOUR NEIGHBOR, HE OWNS ONE”

Dealer Smith advises. “This type of adver- B 0 s E R M A N S A I' E s |

lising Is a sure-fire way to impress prospecls Complete Chain Saw Service [
with the importance of owning a Homelited™ FRANKLIN Phone 3771

FOR SAFETY’'S SAKE

Typical Smiths” ad, reduced for reproduction.

a chance to demonstrale to dozens of addi-
tional prospects during the clean-up.

As a result of the added sales [rom his
“storm”  advertising and demonstrating,

Ever since he became o Homelite dealer two years ago, Bob Boserman of Franklin, West Virginia, has
advertised consistently in his local newspaper. His ads have usually paid off; but never as quickly as
the one shown here. The same day the above ad appeared, Dealer Boserman sold three saws—as «
direct result of the ad. Bob thinks he's set a new record, "I've sold three saws in one day before,”
he says, "but never on the very same day the ad was published!”

SELLING HOMELITES
FAMILY AFFAIR

While 4-year old daughter Linda gets
sel to complete the bucking cut, Mrs,
Wayne Edwards of Irvine. Pa., discusses
the Model 17°s features with two pros-
pects at recent Woodsman's Carnival in
Cherry Springs. Dealer Edwards con-
fides that in addition to being a cracker-
szarars = jack Homelite saleswoman, his wife is

This feilow was gambling and lost his shirt. B exlpert chain saw mechanic, [0::' A;S
AND HE WAS LUCKY!! Avoid wearing loose for Linda, Dealer Edwards says, “She’s

fitting clothing while using saw.

Pass this tip along to your customers.

a prelly good operator, bul still too shy
to call on a prospect by hersel{!”
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Dealers_Step-Up Local Promotions
Point-Of-Sale Aids Take Spotlight

New indoor illumiwated signs . . .
new business cards (sample enclosed)
new electric elocks . . . new banners . . .
new roadside signs . .. new uniforms . ..

new decals—Homelite’s latest as-
sortment af pramaotional aids is being
hailed as the most complete. the most
effective in the entire chain saw industry!

With the important winter selling sea-
son just ahead, and Homelite’s full-scale
national campaign swinging into high
gear (see the big 2-color Homelite ad
spearheading the magazine drive in the
December 18 issue of the SATURDAY!

EVENING POST), dealers from Maine,

to California are investing more heayilp

in local promotions than ever beforel
Behind  this

activity is the growing fecling amoifg

booming (promofional

dealers that no matter how strenglv, a
product is advertised nationallywy, the
SALE is always made locally. As Sales
Promotion Manager. ]. Howard Max-
well, Jr. puts it. “All business is local.
You may be very favorably impressed
with a particular ad you see in a national
magazine—it might catch your atten-
tion . . . hold your interest . . . arouse
your desire Lo buy—Dbut unless it’s a mail
order iten, chances are you'll look for the
dealer who sells it locally—and you'll
~ Dbuy it from him!

“That’s Maxwell.

“every successful Homelite dealer is re-

why.” says Mr.

doubling his local Homelite identifica-
tion efforts. They reason that (wlen a
prospect likes what he sees inla Homelite
ad. he’ll go out and lookdorihis nearest
Homelite dealer. Roadsifle “signs,~stra-
tegically located on ‘Waih roads, afeatly
strengthen this (dentihtatiofy £o=do in-
door signs 4nd deeals and uniforms and
clocks and=husiness cards.\In fact.” he
says. “every /Howelite\point-of-sale aid
links the dealer that, much closer to the
natigndl, mer¢handising program—in-
ereases hi€ chanees of selling more Home-
lite chain saws to more people.
“Weshave found.” Mr. Maxwell states.
Sthat when a dealer makes full use of
they point-of-sale material available to
him. his chain saw sales rise sharply. In

o

many ‘eases. this sudden jump in sales

amazes even the most skeptical. For

these reasons,” he continues, “we are
always on the alert for promotional items

that willsfigsevery dealer’s operation,”

In ljﬁth this policy, all Homelite
dealers will soon receive new sels of
Promotion Book Inserts which fully de-
scribe the latest point-of-sale aids—the
most value-packed items ever offered!
As  always, effective  business
builders will be offered at rock bottom
prices . . .

own guantity costs. And, with more and

these
many, far below Homelite’s

more promotional material sparking
their local campaigns, dealers every-
where look to still hotter sales records

during the cold months ahead!

HOMELITE

CHAIN SAWS s

New indoor electric sign, made of top-quality polysiyrene, measures 37 inches long, 10 inches high.
Illuminated by o standard 36 inch fluoresceni tube, this versatile 4-color attention-getter fits easily

into windows, over counters, alongside walls.

Price complete with tube: $14.25 F.O.B. Lima, Ohio.
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Harold Schiltz, Homelite Dealer of Strykersville, N. Y., Says:
“Salées. Increased W

It’s a pretty well-known lact that logs
ging crews don’l pussy-foot around when.
there’s a job to be done; equipment is
bound to get rough treatmedt.For in:
stance, take the Homelite/5-80"1sed by
one of the logging grews=in larold
Schiltz’s territory recemtly. The sawnwas
lett unattended forenly a mement when
a. giant ten-ion CaterpilldF=passed di-
rectly ovenit. The crew thought for sure
it was done fot.

But when it dvas hrought to Harold
Schiltz’s place, hesstraped the dirt off
the battered frame and told them differ-
ent. “T’ll have it good as new,” he said.
And he was true to his promise. Instead
of the price of a new chain saw, it only
cost $75 to put the 5-30 back "1.10 Lip-top
SHApE.

The loggers went away happy and
dealer Schiltz was more than pleased as
the news spread rapidly throughout his

Dealer Harold Schiltz places « Homelite chain
saw in the rear of his truck just before going
out on a demonstration. He generally carries
two different models to give the customer a chaice.

territéryy, Folks from all sections of the
Gountyswere coming in to hear about the
swashed Homelite first hand . . . and to
find out more about this sturdy saw that
could stand the gaff.

HOMELITE STAMINA IMPRESSIVE

“When something like a giant woods
tractor mashes a chain saw and you re-
pair the saw and put it back to work,
news gets around. Especially.” smiles
Harold, “when the motor comes thmqg}i
the mis-hap needing only cleaninghad-
justing, and an outside frame-te ake
it run good as new. A ldl of Hees fall
on chain saws.” Harold paints out. "Mosg
folks think they’re_dgng” for buw, _not
when Lhey are Howelites!”

The life o a HenteliteQundessconistant
use is hard tow€stimate. TLoggers tell
Harold they’ll last shree times as long
as competitive makes.) Harold himself
says he’s vetto'see a worn oul Home-
lite™“There’s avmighty good demand
for usedl Homelites in this section,” he
states, “A used Homelite turned in on a
newinodel doesn’t stay in the shop longer
than, & month. Competitive makes are
hard to sell and remain several months
or even longer. In fact,” Harold claims,
“used Homelites bring 1007 more than
any other make chain saw in the used
market . . . a very important point to
remember for new chain saw sales.”

Key reason behind Harold’s success-
ful dealership probably stems from the
fact that he doesn’t consider Homelite
chain saws as just another sales item.
He knows chain saws inside and out:
and through his demonstrations, and see-
ing what they’ll do. he is thoroughly sold
on Homelite himsell. “At first.” says
Harold, “Homelite was a sideline Lo my
selling of other farm equipment. But
now my farm equipment sales have taken
a back seat and Homelites are my main
business!”

round a Model

Serviceman Leigh Cleveland demonstrates o Home-

lite to Andrew Alemeter in the repair shop.

FORMER FARMER

Not many years ago, Harold was a
farmer himself and he knows just what
goes on in the back woods and in the
logging sections. Seventy-five percent of
his customers are farmers wheo use chain
saws in regular farm work. the rest are
commercial loggers. Because most of the
wood cut is hardwood. there’s a definite
need for a chain saw that can take a
terrific bheating . . . day after day and
week after week.

While Homelites practically sell them-
selves when the ball gets rolling. com-
petitors don’t sleep either. A number
of compelilive dealers established long
hefore Harold took over. couldn’t stand
his competition and folded up to give him
practically an exclusive territory. But
Harold Schiltz isn’t taking any chances
on losing his stronghold in the area. e
still advertises heavily: asks customers
to keep him informed regularly about
prospective Homelite users. lLeads arve




"a Ten Ton Caterpillar
30 Into the Ectith?”

here! *ﬁenew nOMEL

Harold Schiltz points out Homelite feafures on the cutaway to Rebert Dorshides@ind\Nick Bartz. The

cutaway and sign shown are directly inside the door of his shopl

followed-up immediately, the same day
if possible.

“Although 1 do a lot of demonstrating
at local fairs,” Harold confides, “I follow
up each lead with an on-the-spot denton®
stration in the farmer’s own woadlot"
on the type of wood the farmer) will
aclually be cutting with @ Hdamelite.”
During the first year of his dealership.
Harold made over 150 demondiratidns
in farm woodlots and on logging opéra-
tions with results averaging one Homelite
sale to every five demonsiralions. Since
that time, the sales ratio has improved to
about one in four!

STRESSES SERVICE

“Each new customer gets thorough in-
strucltions on his new saw on home
grounds,” says Harold. “When a saw
' is sold, it isn't forgotien. Not by a long
shot, Usually the customer brings his
saw into the shop for a free check-up,
but if we don’t hear from a customer

oven.a\ three-monthSperiod, serviceman
Leigh Cleveland or T call on the man to
fipd out §edinything is wrong and check

the saw right on the spot.

“Serviee 1s mighty important,” Harold
belieyes. “It helps sell Homelite over the
compelition, and it insures steady re-
peat business from our old customers.
Although we service all makes of saws,”
says dealer Schiltz, “we do not carry a
large supply of parts for other makes.
Our husiness is Homelite! We keep a
good supply of Homelite parts and give
overnight and weekend service to owners
of Homelite saws exclusively!”

The reputation of good service and a
good product keeps Harold and Leigh
extremely busy. “The bulk of our sales
in the last six months,” he says, “were
made to new customers sent in by salis-
fied owners—farmers and loggers. A
prospective chain saw buyer sees a lum-
berjack using a chain saw, finds out the

make, where he hought it. and other

the —cafendar.

pertinent facts, then he drops around to
see us.”

VALUES ADVERTISING

While it’s a great help, dealer Schiltz
doesn’t leave everything to word-of-
mouth (advertising. Far from it. He
keepsulolks constantly informed through
adVertising in the county and sectional

‘newspapersspoint-ofsale display pieces,

roadsidessigns at strategic spots on the
maindighway, and uninterrupted listings
ih, 8il the local telephone directories.
Mis demonstration truck (where he
usually carries a Model 5-30 and Model

17) features prominent lettering on the

sides, and goes a long way towards keep-
ing Harold’s husiness flourishing "round
And. at the rate deaier
Schiltz is moving around his territory,
it won't be very long before the only saws
in operation will he Homelites!

Serviceman Leigh Cleveland works on o customer’s
Homelite. Homelite owners get overnight and
weekend service. Owners of competitive makes
get slower service.

mon THRAIN 54




TOP HONORS AGAIN
FOR LES LIEBENBERG

Les Lichenberg, who handles a chain saw as

e AR A A n\u\\\\\\\\\\\\\\”l.

though it were a ail file and makes it perform
like a bulldozer. swept the field in a double
chain saw cutting victory before a huge crowd
of California spectators at the San Lorenzo
Valley Fair,

In the first event, using a feather-weight
Model 17 on a 13 inch Redwood. Les made
2 cuts in 36 seconds. Then. in the 12 hozses,

power-and-under conlest. with a Model|,5-30
chain saw he sliced through a 29 in¢h log in SINGAPORE ACCEPTS NO SUBSTITUTE

1 minute 29 seconds. Homelite’s Far Eastern representative. Mr. S. J. Soon. sends this
Each trivmph gave this dealef 216 segond. photograph with the notation: “It’s Homelite or nothing for more
edge on his nearest competiter. and more plantation owners and foresiry men in the Malayan jungles.
T away with @thandsome trophy, They know that the hard tropical woods melt faster under a Homelite
a 10 dollar bill and a_tew“omelife worth than any other cutting equipment. And,” says Mr. Soon. “though
$279.40—and what cquldthake anyhady hap- this rubber tree is dead, Homelites are plaving a vital role in weeding

pier than owning amse¥tse Homelite.

out the weak trees so that morg riubber will he available in the future.”

HOMELITE) FAIRS WELL FROM COAST TO COAST

(Clockwise, starting at left) GEORGIA: Salesman Red
Pritchett cuts up logs in front of Dealer Bill Chambliss’
booth at Columbus. OKLAHOMA: Branch Manager lou
Roy Faylor bucks with Model 5-30 at Oklahoma City
as District Manager Paul Rydn (with sun glasses) watches
with pride. ILLINOIS: Chicage District Manager Ray
Marschalk demonstrates Model 17 af Port Byron. CALI-
FORNIA: Branch Manager Lamar Cheney waiches lady
prospect try Mode!l 17 at Fresno District Fair.

Future Dealers Visit Port Chester®

“

Homelite Decler Jack Hanna of Honeoye,
New York, takes tfime out from National
Retail Farm Equipment Association Con-
vention to play tour guide to his two sons
Johnie (left) and Joe (right) and nephew,
Frank Kaufman at the Homelite factory.




ﬁ

AN ‘i‘
\‘\ \\ vy
Y

t \\- \\‘

Y PUBHSHED MONTHLY BY THE HOMELITE CORPORATION
PORT CHESTER, NEW YORK

Neo. 27

DECEMBER, 1954

- 0

N

A new clearing attachmefit #—exclsivé=with Homelite—is expected to become
one of the lnggecl money makers il the husiness and increase Model 177s sales
volume. Because of thesefnormousszeady-made market, dealers can look forward
to greater and more s0lid profitsithan ever hefore.

“60%% faster tharold clearingvmethods.” country-wide testers report. They
sav. “One @0 ciiing cdh Reep ﬂileL men busy clearing brush.”

With its perfect-balauCe design, work on steep q]opes is safe and sure. Light
and maeuverable, work can be done in close quarters and hard-to-reach spots,
making, felling, hueking and limbing of all trees and saplings easier for any
clearing job.

Statements, like these come in from representative Homelite dealers every
day: “Once.a‘eustomer sees it in uperatmn there’s no question about a ﬁale And
once he, tries it for himsell, he won’t part with it and usually orders two.

(usp=skiming the surface of markets eager to buy a Homelite Clearin
Attachment are clearing contractors, farmers, orchardists and tree surgeons
Patk, Foresiry and Conservation Departments.

Especially made for Model 17, a standard 28" chain can be used. Available
woty, the price is $34.50, parl number A-55379.

o
t=1

Spike permits cutting at end of rail
which takes backache out of bucking.

Man can operate with one hand.
leaving other hand [ree to push
over tree.

*patent pending

fowenlings s lols




bill boards beat a path to deals

e

g. 0. vinz & sons proves it: _<

G. O. Vinz. Jarm implement dealer

and natural born salesman. whose popus,

larity starts in Dalton, Wisconsin gnd
reaches nine hundred squore  miles:
is known as “Chain Saw Vinz." A\public
relations-minded man. he is the [edl fire
chief (a good-will builder Lf there eter

was ene), and has a fi inget in gvery phase

of selling a Homelite Chain Saw. He
puts his heart into his'Homelitebicsiness,
which 1is mmm!hﬁﬂg special,_to him be-
cause. well . £ Nas” Myt inz Tells it:

“There& mededen a ﬁmnf-hw Chain
Saw I couldn’f sell. Ng other make can
hold a candl&to it [y personally. like the
way it perlormé. It's a goodlooking ma-
chine, has buili-in_balance and when a
man lifts the saw, it hangs right . . .
No saw can boast better selling features:
—It’s lightweight with maximum power
—322 pounds delivering 3.5 horsepower
and has the lowest maintenance . . .
All this makes them a cinch to sell. Once
I'm on my way to a demonstration, |
can start writing out the bill of sale, for
1 know the chain saw will sell —and that’s
a good feeling.

“I remember one experience that af-
firmed my faith in the Homelite Chain
Saw’s remarkable durability:

A customer purchased a Model 26
from 1fie in 1952 and it wasnt until a
vear( later that he brought it in for a
checkwatp! He had not even changed
the spark plug since he bought the ma-
chine, whereas he had changed it once
amonth on another make. I couldn’t find
a single repair to do, so [ just cleaned the
machine and returned it to him.

“When | know I've got a good product.
I go all out to advertise it. I have eight
hillboard posters which I keep up at the
cost of $25 a month. In October all
eight were posted from 5 lo 35 miles
from the shop . For the next three
months T will keep three or four Honie:
lite ads on the road. We haye gotten
many sales directly from these signs . . .
They really pay ofl. So_do€s the ma-
terial sent from Homelite whjdh we, lise,
The cardboard display\i% terrifies and
the new signs are even ﬁaferﬂspetwlly*
the indoor electricisign. My (newspaper
advertising #0sts are $175 a vear . . .
very litile fm the results\J” gét. It pays
for itséll ovér“and ever. I helieve in
=}10w1ug the saw in-action at any gather-
ing. We have displayed at three County

Fairs 1 19.‘::.4&. Gréen Lake, Columbia
and Marquetta. \'m sure this accounts

in a great measure for the fact that a
Homelite is definitely the chosen saw
in the northern part of Wisconsin.
“Selling a Homelite is a pleasure. 1
am confident and perhaps a little smug
after I close a sale. For. to me, il is the
beginning of a possible life-long associ-
ation between myself and the customer
that will start a chain reaction of sales.
I can say this because | have good
wervice. 1 back up every sale with
service whatever the hour. We tell the
eustomer,_that we are here to keep his
foachineAn perfect working order at all
Limes. WE have two men in our service
dépavtment who replenish fast moving
parte when down lo three or four items.
“They keep everything available in the
chop for on-the-spot repairs and fests.
“My sons, who are in the business
with me. feel their future is set as long as
there are Homelite Chain Saws to sell.
1 am veady with a good product. | have
good service . . . and will never stop
advertising.” B

<. . So. from Dalton and a territory
covering nine hundred miles, SAW-
DUST suspects people will be coming to
“Chatn Saw Vinz” for a long, long time.




Inside and out, the Homeltgd™Ghgin Saw is showcased by displays.

In eirele: “My secret is ser-
vice.”

- T, right: “Once F'm on my
way to a demonstration. I
can start writing oul the

_bill of sale, for I know the
chain  saw will sell. and
that’s a good Jeeling.”




A Wisconsin newspaper put Mrs,
Rhody into print as being the only
woman in the United States who can
repair a chain saw as well as a man can.

Wife of Dealer Edward Rhody, Mrs.
Rhody’s fame has spread throughout the
county and many dealers bring their
problems to her. On one occasion. a re-
pairman, who had been working for two
hours trying to insert a spring, sought
out Mrs. Rhod} whom he heard had a
way with chain saws. Accepting the
challange like a trouper. she surveyed
the problem, and within two minutes
had the spring in place.

service news

The number of chain saws brought in

Hor repair of a broken chain can he con-

siderably lowered by eareful inspection
of the chain for tight links after the
repair of the chain. Since a tight link
will cause a breakage somewhere be-
ttween the tight link and the sprocket,
the tight link must still be located and
replaced to avoid another breakage after
the original break has been repaired.

In repairing the tight link correctly,
replace te straps with f{lat side facing
in, and the rounded side with the

b ; N they countersunk side of the rivet holes facing
This adept woman, in addition to car- ' out. Use flat side of hammer. not the
ing.for six children, not only tackles all ball to upset rivets. Rivet holes are
repair problems, but does any job Tn seek tapered. If the countersunk side is
the chain saw business. " placed on the inside of the chain. the
In her spare time, she had demon- rivets cinch up too tightly. This causes
strated, sold and delivered, since"March. é a binding joint and, inevitably. chain
77 Homelites. With a selling spirit.dny, z breakage, 4which means unnecessary re-
keeping with Mrs. Rhody’s knowledge of pairs ‘afid.angry customers whose faith
what makes a chain gaw, tick. she can be = in Hémelite )/might be shaken. This can
heard saying. an¥ dawin the year: "“Just iOf l'epa.ll's beravoided by.inspecting chain for tight
let me hear of semeone whods interested joints afler repair is made.
in a saw and I’m there™! '

I “WOODLAND 4 CHAIN SAW —=
BIG PROFTTS,” heading an article in
. the December Country Gentleman, was
| seen by no less than 216 million people
So was the Homelite ad, only a few pages
away. Together they spell money, for
in comparing the article with the ad,
Homelite found them startlingly alike.
Whether it’s fate, coincidence or the
best piece of luck ever to fall into a
dealer’s lap, it seems that facts gathered
by Country Gentleman’s regional editors
coincide with the material Homelite
gathered and printed for five months
in the same magazine.
The article’s true-story approach on
& how much money a man can save on a
homellte job done with a chain saw {mentioning
his name and proﬁts to the pellny'l,
gets ]]zlacks up similar actual accounts told in
omelite ads.
- - Homelite is taking full advantage of
free ad this boon to dealers. A complete, hard-
hitting direct mail program is now being
i prepared for dealers” use in their N
territories. . -
Tip to live-wires: Starl now to buiid
“countl‘y your list of “hot™ prospects. The local
advertising value of this Country Gentle-
gentleman" man-Homelite tie-in is limitless. It may
be the first push of a snow ball that will
roll in more markets.
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