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(NAPSA)—Although David 
Bolstad is not a postman in his
native New Zealand, he really
delivered in Ketchikan, Alaska.
Neither the driving rain, the 11
other competitors or the gloom of
the encroaching Alaskan night
could keep him from his appointed
round of winning the STIHL® TIM-
BERSPORTS® Series championship.

Bolstad endured the cold, wet
conditions of a late summer
Alaskan squall to handily win the
Series championship by dethron-
ing fellow countryman and four-
time defending champ Jason 
Wynyard. Australian Kerry Head
placed third.

Bolstad jumped to an early
seemingly insurmountable lead,
winning all three chopping events
and tallying 36 points out of a pos-
sible 72. But an uncharacteristic
sixth place in the Single Buck
event left a glimmer of hope for
Wynyard, who won that event and
placed second in the Underhand
Chop and third in the Standing
Block. 

Wynyard had also stumbled
early, finishing a disappointing
seventh in the Springboard; so
after four events, the two domi-
nating Kiwis were tied in points.

With the two machine sawing
events left to go, the STIHL Stock
Saw and Hot Saw contests, the
eyes of a capacity crowd at the
Great Alaskan Lumberjack Show
arena were focusing on the last
event—the super-performing Hot
Saws— for  the championship
showdown. But it was in the Stock
Saw where the championship
changed hands.

A bobble in the Stock Saw is
what most observers agree cost
Wynyard his unprecedented fifth
straight title. With an incredible
11th place finish and the two
points it carried, Wynyard effec-
tively was out of the number one
position for good. All that could
change the inevitable would be a
Bolstad disqualification or last-
place finish in the Hot Saw.

But it was not to be. Indeed,
even though Wynyard won the
final Hot Saw event, Bolstad

placed a solid third, earned 10
points  and c inched his  f irst  
TIMBERSPORTS championship.

“I just really wanted this. I
think that’s what the difference
was this year,” Bolstad said. Wyn-
yard bested Bolstad last season in
a saw-off after they finished regu-
lation competition tied in points.
“I trained hard all year and I was
very determined and very moti-
vated to do better.”

Bolstad takes home a new,
Next Generation Dodge Ram
Truck and prize money. Wynyard,
for the first time in five years,
takes second place. Kerry Head
took third. Fellow Aussie Dale
Ryan took fourth place and Dave
Jewett from New York gave the
American contingent their best
finish this year in fifth.

All competitions filmed in Bran-
son, Mo. and Ketchikan will air
this season, culminating with the
championship program from
Ketchikan. Log on to www.stihl
usa.com/timbersports.html to view
a full schedule of ESPN and espn2
show airings or check your local
listings.

Championship Proves To Be Another Thriller

The 2001 STIHL
® TIMBERSPORTS

®

Championship in Ketchikan,
Alaska, proved to be another
thriller with David Bolstad from
New Zealand dethroning fellow
countryman and four-time defend-
ing champion, Jason Wynyard.

(NAPSA)—Finding and retain-
ing customers may be two of the
most important jobs a small busi-
ness owner can undertake. 

In fact, a study conducted for
the United States Postal Service
by Millward Brown Group, found
that despite the fact that more
than half (52 percent) of small
business owners said they spend
the bulk of their time trying to
draw new customers, the inability
to attract prospective clients is the
number one reason for small busi-
ness failure.

“Thousands of small business
owners have struggled because of
the difficulty in attracting new
clients,” says Pam Gibert, vice
president, Retail, Consumer and
Small Business for the Postal Ser-
vice. “However, catching the atten-
tion of prospective clients does not
have to be difficult. The U.S. Postal
Service’s Web Site, www.usps.com,
has tools that can help small busi-
ness owners attract new customers
and features tips and strategies
that can help them keep those cus-
tomers coming back.”

The survey found that 41 per-
cent of small business owners
spend 10-20 hours a week trying
to attract new customers to their
business. An additional 20 percent
spend more than half their week
doing so.

Millward Brown surveyed 511
small business owners to gather
information on their efforts to
acquire and retain customers and
their efforts to fulfill customer
orders. Survey participants were
owners of small businesses with
fewer than 20 employees.

In the survey, small business
owners said that lack of time and
money are the two biggest inabili-

ties to gain new cus-
tomers. More than
60 percent of them
said it’s due to the
difficulty of reach-
ing prospective tar-
gets, while 59 per-
cent acknowledged
that it’s simply too
costly to attract new
customers.

“Clearly, small
business owners
need an easier and
more cost-effective
means of attracting
new customers,”
said Gibert. “The
Smal l  Bus iness
To o l s  P a g e  a t
w w w. u s p s . c o m
serves as a single,
c o n v e n i e n t
resource to help
s m a l l  b u s i n e s s
owners attract and
retain customers
and fill orders. From showing
them where to obtain lists of
prospective customers, to helping
them create and mail professional
direct mail pieces, the Post Office’s
online services provide cost-effec-
tive and efficient resources.”

Services offered through Small
Business Tools include:

• Direct Mail—a resource that
can help business owners create a
direct mail campaign. The service
lets businesses deliver targeted
messages to the front doors of spe-
cific customers.

• NetPost Mailing Online—
lets business owners design virtu-
ally anything from printed letters,
self-mailers, and invoices, to
newsletters and postcards on their
computers. The Post Office then

takes the electronic file and has it
printed, assembled and mailed.

• NetPost CardStore—small
business owners can use the service
to create customized advertise-
ments or business cards online, in
minutes. The Postal Service will
print and mail the designs the next
business day.

For more information visit
www.usps.com.

The United States Postal Ser-
vice is an independent federal
agency that handles 46 percent of
the world’s mail volume. The orga-
nization’s unique service network
lets it deliver money, messages and
other merchandise daily to over
135 million addresses—and with
what have been called some of the
more affordable postage rates
available.

The Business Of Attracting Customers

OF SMALL BUSINESS

Vision Care As We Age
by Dr. Howard Purcell

(NAPSA)—As we age, our eyes
lose precision. Older Americans
have special concerns when it
comes to caring for their precious
sense of sight.

Seniors need not be frustrated
by the onset of reduced visual acu-

ity, however. A sound
plan of routine eye
examinations with
an Eye Care Pro-
fessional can help in
the early detection of
problems specific to

the aging process. 
It’s important to understand

those issues:
• Presbyopia is a condition which

everyone starts to experience around
age 40, when you begin to need
vision correction for reading 

• Cataracts, a yellowing/cloud-
ing of the eye ’s lens, are most
often a result of growing older

• Age-related macular degen-
eration (ARMD) affects central
vision—what you see straight
ahead. While ARMD cannot be
reversed, it ’s best managed
through early detection

• Glaucoma, a disease in which
the pressure inside the eye is too high,
can lead to blindness. It, too, can be
managed through early detection

One key to keeping the golden
years shining may lie in routine eye
examinations. Ask your Eye Care
Professional about products that
may help you see better as you age.

• Howard B. Purcell, O.D.,
F.A.A.O., is Director, Professional
Affairs, Vistakon, Division of Johnson
& Johnson Vision Care, Inc.

Dr. Howard Purcell
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Between 5 and 6 p.m. is the one-hour period when the greatest
number of tornadoes strike. They are least likely to strike between 5
and 6 a.m.

It was believed by some in the southern United States that if the
fire pops on the hearth, a letter is headed your way.

Commercial bakeries were established in the American colonies as
early as 1640.

(NAPSA)—A new level of real-
ism is driving sales of racing
games that support the best-sell-
ing PlayStation®2 Computer
Entertainment System. In fact,
with dozens of new realistic and
challenging games, superb graph-
ics, more powerful hardware and
innovative peripheral technology,
the console market overall is
showing spectacular growth.

In response to new hardware
power and great games, fans of
the driving genre are equipping
themselves with the hottest
peripherals to make their console
driving experience as close as it
can be to the real thing.

Recently, a technology known
as “force feedback” arrived on the
console scene. Originally devel-
oped for games played on the PC,
force feedback adds unprece-
dented realism and enables a dri-
ver to practically “feel” the road—
with sensations ranging from
minor bumps and scrapes to bone-
jarring jolts. Logitech Driving
Force delivers such realistic forces
that drivers may even find them-
selves searching for a seat belt.

Logitech, a company known
for a broad range of hardware
peripherals, was responsible for
bringing force feedback wheels to
console gaming, with its hugely
successful GT Force. Now, an
enhanced model, the Logitech
Driving Force, has hit the mar-
ket. With support from an ever-
growing number of game devel-
opers, this wheel is currently the
most popular force feedback
offering for the PlayStation 2.

Equipped with the Driving
Force, players can control their car
better as they feel the road and
steer with more insight and preci-
sion. With its dual-clamp system,

the wheel can be easily and
securely attached to a desk or
table. In addition, for gamers not
having a flat surface available, the
wheel comes with a lap attach-
ment, which lets it rest securely
between the knees.

More useful features of this
wheel include:

• Eight wheel-mounted action
buttons and a “D-pad” for control
of car functions;

• Start and Select buttons that
make game navigation simple;

• Realist ic  gas and brake
pedals;

• Rubber hand grips for pre-
cise steering control; and

• Two wheel-mounted paddles
that can be used as gear shifters
or gas and brake controls when
the pedal set is not being used.

Logitech’s Driving Force is the
only wheel endorsed by Sony Com-
puter Entertainment’s Gran Tur-
ismo 3 A-spec, the latest games in
Sony’s best-selling series and the
most talked-about game this year.
For a continuously updated list of
games that support Driving Force,
visit the company’s Web site at
h t t p : / / w w w. l o g i t e c h . c o m / c f /
products/productfeatures.cfm/2940.

Best of all, no driver’s license is
required, so drivers and gamers of
any age can enjoy the experience.

Hit The Road With Premium Force Feedback Wheels
Console Racing Games Shift Into High Gear

Logitech’s Driving Force—the
latest force in racing games for
the PlayStation2.


