YEARS OF STIHL

Put the saw to the tree - not the other
way around. That was Andreas Stihl’s
thought as he opened his engineering
office in Stuttgart in 1926. Back then,
working in the forest was cumbersome
and difficult. Trees were felled using
an ax or crosscut saw. Following an
electric saw, Stihl launched his two-man
gasoline-powered chainsaw on the
market in 1929. This revolutionary prod-
uct formed the basis for the success
of what is today an international group
of companies. But one thing has re-
mained unchanged: today, 95 years af-
ter it was founded, STIHL is still
100-percent family-owned.

THE FOUNDATIONS
OF SUCCESS
GROWTH IN CANNSTATT

The small engineering office
evolved into an imposing
machine shop. Andreas Stihl
moved his growing company
out of the Stuttgart city center
and into Cannstatt, a district
with more industrial space.

A TOUGH RESTART
PLANT IN WAIBLINGEN

The uncertain economic situa-
tion after the Second World
War prompted STIHL to launch
various products. Among other
things, the company produced
agricultural tractors at the new
location in Waiblingen for a
time. Work on different models
of saws was also ramped up.

»Making it easier
for people to
work in and
with nature.«

ANDREAS STIHL, COMPANY FOUNDER

THE BREAKTHROUGH
THE LEGENDARY
CONTRA

The market launch of the Contra
gasoline-powered chainsaw
marked the dawn of a new era at
STIHL. The product, which had
6 hp of power and weighed just
12 kilograms (26 Ib), was the first
gearless chainsaw from STIHL,
catapulting the company to
worldwide prominence.

THE SECOND GENERATION
CHILDREN ENTER THE
BUSINESS

Hans Peter Stihl and his sister Eva
joined the business to help their
father, gradually working their way
into important positions at the com-
pany. After Andreas Stihl's death,
in 1973, they also took on responsi-
bility for operational management,
keeping STIHL in the family.

INNOVATIVE AND
SUCCESSFUL
PATENTS MADE BY
STIHL

STIHL was the very
first manufacturer to
equip a chainsaw with an
anti-vibration system.
The product range grew
steadily - and STIHL
equipment was in high
demand all over the
world.

»Backed by the »Made
by STIHL« promise,
the company stands
for quality, innovative
drive, and trust in
our products. We need
to protect that.«

DR. RUDIGER STIHL

INTERNATIONAL
EXPANSION
WORLDWIDE PRODUCTION

In the 1970s, STIHL took the plunge
and went abroad, founding pro-
duction sites in Brazil (1973) and the
United States (1974). The company
also opened its own chain plant in
Switzerland (1974).
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PROTECTING THE
BRAND

THE FIGHT AGAINST
COUNTERFEITERS

Success brings imitators, and
the early 1980s saw the first
counterfeit STIHL products
hit the market. Dr. Rudiger
Stihl, whose responsibilities at
the company included techni-
cal IP rights, began a tireless
battle against product and
brand piracy.

POWERFUL, QUIET,
NEW
BATTERY TECHNOLOGY

STIHL launched its battery-
powered product range in
2009 with the HSA 65 and
HSA 85 battery-powered
hedge trimmers. The first
battery-powered chainsaw
followed a year later.

THE THIRD GENERATION
STEPS UP

DR. NIKOLAS STIHL

JOINS THE COMPANY

Dr. Nikolas Stihl joined the company
in 1992, the third generation of the
family to do so. From 1993 until 20m,
he managed the business at VIKING
GmbH in Langkampfen, Austria. He
succeeded his father as Chairman of
the Advisory Board and Supervisory
Board in 2012.

ELECTRONIC
CENTERPIECE
STIHL INJECTION

STIHL launched the world’s
first chainsaw with electron-
ically controlled fuel injec-
tion, the MS 500i, once again
ushering in a new era in
chainsaw technology.

STRONG TOGETHER
A TRIO SUPPORTING STIHL

After Dr. Nikolas Stihl, Selina Stihl and
Karen Tebar, two more members of
the third generation, joined the com-
pany in important positions as Deputy
Chairs of the Advisory Board and
members of the Supervisory Board.

EMPOWERING PEOPLE SINCE 1926
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What do you see as the big challenges ahead for
the company in the next few years?

HANS PETER STIHL We have a clear goal of re- EXECUTIVE BOARD OF STIHL AG
maining the world market leader in gasoline (from left to right)

products and further expanding on that position. : SR Ve MORE THAN
We also want to occupy the same leading posi- Dipl.-Ing. (FH) Norbert Pick, Marketing and Sales ] o 4
5 ~

Dipl.-Betriebsw. (FH) Karl Angler, Finance and Information Technology

; STIHL Holding AG & Co. KG
Dr. Michael Prochaska, Human Resources and Legal Affairs , BadstraBe 98

— Dr. Bertram Kandziora, Chairman of the Executive Board o BILLION EUROS IN REVENUE 71336 Waiblingen
l 02 KG E BATTERY-POWERED GARDEN PRUNER Other action fields such as technological advances Dipl.-Ing. (FH) Martin Schwarz, Manufacturing and Materials o4 o was earned by the STIHL Group Germany
(2.6 LB) WEIGHT BATTERY GTA 26 and digitalization are important as well. Dipl.-Ing. (FH) Anke Kleinschmit, Development A ) in 2020. www.stihl.com

tion among battery-powered tools as well, always

with an eye to our specific product segments.




