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(NAPSA)—Many who think it’s
the height of folly for them to con-
sider a career in roofing may be in
for a pleasant surprise.

Entry into and advancement
within the industry is surprisingly
easy for the ambitious and the
dedicated. It also helps to be in
good physical condition and have
a good sense of balance. 

There are several reasons for
the wealth of opportunities in
roofing. First, roofing workers are
in great demand, in good economic
times and bad. In good times, roof-
ing contractors need to keep pace
with strong industry growth. In
slow economic times, demand for
roofing workers and roofing ser-
vices tends to rise for repair and
reroofing work.

Next, roofing can be the road to
financial security. Wages compare
well with related construction
trades and many contractors offer
attractive benefit packages.

Roofing workers are a racially
and ethnically diverse mix of peo-
ple. Increasingly, women and
minorities are discovering the
advantages of working in roofing.
Many roofing crews are bi- or
multi-lingual, easily accommodat-
ing those for whom English is a
second language.

You don’t have to be an experi-
enced roofing worker or have a
college degree to get a job, though
a high school education or its
equivalent is a good idea. 

There are good on-the-job-
training programs for entry-level
roofing workers, enabling them
to earn as they learn. And more
formal apprenticeship programs
are available.  Happily,  the
increasing use of new building
technologies is making roofing
more interesting and less labor-
intensive. 

As roofing workers pick up the
skills of the trade, they have

ample opportunity to progress
rapidly through the ranks from
trainee to journeyman and on to
foreman, supervisor and senior
management, earning higher pay
and more benefits as skill and
responsibility increases.

Roofing workers are not shut in
or tied down by their profession.
They can enjoy working outdoors
and can find jobs just about any-
where in the country.

Moreover, because so many roof-
ing businesses are family run, roof-
ing workers often enjoy a special
sense of on-the-job camaraderie
and belonging. When they complete
a project, they share a tremendous
feeling of pride and accomplish-
ment knowing that they have
worked as part of a team to build
something that will stand for years
to come.

To learn more about career
opportunities in roofing, call the
roofing industry’s 24-hour, bilin-
gual (English and Spanish), toll-
free hotline at 1-888-ROOF-321.
Ask for a free brochure and a list-
ing of roofing contractors in your
area with job openings.

A Career In Roofing Is No Pie-In-The Sky Idea

Increasingly, roofing is seen
as a good career for women,
members of minority groups and
those for whom English is a
second language.

Office Routine Should
Include Eye Care

by Dr. Howard Purcell
(NAPSA)—In today’s work-

place, much of our time is spent
staring at computer screens. And
this poses special problems for
those of us in the field of eye care.

Computer users may suffer from
a number of eye-
related complaints,
such as headaches,
dry eyes, blurred
vision and symptoms
of eyestrain. There’s
e v e n  a n  a i l m e n t
almost exclusively

related to computer use called
Computer Vision Syndrome.

One problem of extended com-
puter use is that we don’t blink
often enough. Normally we blink
15 to 20 times a minute. Because
we often concentrate or stare at
what’s on-screen, we blink less
often, which can lead to eye irrita-
tion and dryness.

Computer users need to take
occasional breaks for a brief
period—10 minutes for every hour
of use—to refresh the eyes. Look-
ing out a window or at a long dis-
tance will help to relax the eyes’
focusing muscle. Give your eyes a
rest.

Correct lighting is also impor-
tant in the office. Reducing ambi-
ent lighting can help cut glare—as
can a screen glare reduction filter.
Another simple fix...clean your
screen regularly.

Computers are an integral part
of our lives. See your Eye Care
Professional for a routine eye
exam to ensure your vision stays
online. You may also visit www.
acuvue.com for additional infor-
mation about eye care.

Howard B. Purcell, O.D.,
F.A.A.O., is Director, Professional
Affairs, Vistakon, Division of John-
son & Johnson Vision Care, Inc.,
makers of ACUVUE® Brand Contact
Lenses.

Dr. Howard Purcell
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(NAPSA)—What do the Pony
Express and the Internet have in
common? They both made commu-
nications history in St. Joseph,
Missouri.

It was in St. Joseph, birthplace
of the Pony Express, that Beth
Richardson became Autobytel’s 10
millionth customer when, with the
simple click of a mouse, she
ordered a new Hyundai Accent for
her college-bound son. The mile-
stone underscores the sweeping
impact of the Internet on Amer-
ica’s car-buying habits. Autobytel
is the site that is credited with
inventing online car buying, offer-
ing comprehensive consumer
resources for vehicle research,
purchasing, ownership, safety and
maintenance.

With her landmark purchase,
Richardson joined the nearly 70
percent of consumers who are no
longer making a dealership show-
room their first stop in shopping
for a new or used car. In fact, the
solid majority of Americans are
turning to the Internet and auto-
motive Web sites like Auto-
bytel.com, Autoweb.com and
CarSmart.com to research and
shop for vehicles. 

“The Internet has changed the
way cars are bought and sold,”
said Autobytel Inc. CEO Jeffrey
Schwartz. “With up-front pricing
and information so readily avail-
able, what once could be an intim-
idating experience has become a
‘win-win’ for everyone involved.” 

But the positive changes aren’t
just psychological. The Internet
has helped deliver measurable
benefits for consumers, both in
terms of pricing and opportunity.
Recently, the University of Cali-
fornia’s Haas School of Business
and the Yale School of Manage-
ment studied Autobytel and found
that buying a car online can actu-
ally save a consumer between
$400 and $500. Additional data
from the study showed that while
women and minorities tradition-
ally pay more for a car, they can
often get a better price online.

The Internet has also helped
many car shoppers overcome tra-
ditional distribution problems,
especially in less densely popu-
lated regions—case in point being
Beth Richardson, who lives in a
rural area, miles away from a
Hyundai dealership. Thanks to
the Internet, however, she was
able to use Autobytel to research
her car online, submit a purchase
request, and receive contact from
a dealer within 24 hours with a
no-haggle, no-hassle price.

“I work full time and we have
four children to take care of, so I
don’t have a lot of time to waste,”
said Richardson, who volunteers
at a local free health clinic. “Buy-
ing on the Internet saved me time
and money—and the dealer even
delivered the Hyundai right to our
doorstep.”

Autobytel celebrated its 10 mil-
lionth customer milestone by
donating a community-based com-
puter lab (complete with 30 new
computers) to St. Joseph’s Neely
Elementary School. Appropriately
enough, the gift was delivered via
Pony Express. 

“It was really cool to be able to
visualize the progression of our
communications through history—
from the Pony Express to the
Internet,” adds Richardson. “This
event is an example of the impor-
tance of the Internet, which will
only continue to grow for our gen-
eration, and generations to come.”

One Woman’s Way To U.S. Automotive History

A growing number of people
are using the Internet when they
shop for cars and trucks.

(NAPSA)—When you want new
windows, you comb through the
home improvement stores, search
the ’Net to learn all about Low-E
coatings, Warm Edge Spacers and
argon gas fills, read brochures and
finally make your new window or
replacement window decision.
Now every new window in your
house will reflect all the research
you’ve put into making this
investment—or will they?

Before you sign on the dotted
line, be sure and ask your contrac-
tor if all the windows installed in
your home will have the high-end
glass package you’ve researched
and agreed to. The problem is,
many window manufacturers don’t
make their own shaped glass
units. Almost all manufacturers
buy their doors with the art glass
panels already installed. That cus-
tom, large picture window that is
the entire focus of your new home
or newly remodeled family room
could, in fact, be made with a less
energy-efficient glass package.
Shapes, glass doors and custom
windows are frequently out-
sourced by window manufacturers.

On the other hand, many win-
dow manufacturers do use the
same uniform spacer in all of the
units they offer—from roundtops
and patio doors to garden win-
dows and decorative glass panels.
Many of these window manufac-
turers use Low-E glass and the
structural foam insulating glass
spacer called Super Spacer. Super

Spacer’s NO-metal formula con-
ducts heat (and cold) at a rate
over 950 times lower than alu-
minum and 85 times less than
stainless steel. The flexibility of
Super Spacer gives window manu-
facturers the ability to create any
custom shape or sized unit.

Having all of your windows
made with the same glass pack-
age may not seem important, but
imagine replacing your front entry
area with a new door and decora-
tive glass lights, and having all
the units made with clear glass
and aluminum spacer. 

So, before you commit to your
new windows, make sure all of
them will be made with the
energy-efficient glass package
you’ve identified. 

For a listing of Super Spacer
window manufacturers that can
offer the best glass packages
across the board, visit www.super
spacer.com.

Not All Windows Are Created Equal

(NAPSA)—A recent study
sponsored by the National Eye
Institute (NEI) and published in
the Archives of Ophthalmology
showed that people at a high risk
of developing advanced stages of
age-related macular degeneration
(AMD), the leading cause of blind-
ness in adults over 50, reduced
their risk of vision loss by 25 per-
cent when taking high levels of
certain vitamins and zinc. AMD
affects more than 13 million
Americans each year. For more
information about AMD, please
visit www.amdfacts.com or call 1-
800-AMD-1153.

The MetLife Survey of the
American Teacher, 2001: Key Ele-
ments of Quality Schools exam-
ines how the groups evaluate
their schools on key measures of
an effective school environment,
such as teacher quality, school
building conditions, standards
and expectations, and relation-
ships between key groups. By lis-
tening to teachers, students and
principals, the survey provides
insight into creating school cul-
tures that support teachers and

motivate students to learn and
succeed. In addition to The
MetLife Survey of the American
Teacher series, MetLife and
MetLife Foundation support pro-
grams that improve the quality of
teaching, extend education
beyond the classroom, promote
creativity and stimulate lifelong
learning. Full survey copies can
be downloaded from www.
metlife.com or by writing to
MetLife, Attn: Survey of the
American Teacher 2001, P.O. Box
807, Madison Square Station,
New York, NY 10159-0807.

Gerber® at www.gerber.com.
North American Technician
Excellence at www.natex.org.
Snapper Equipment at www.
snapper.com.
Federal Trade Commission at
www.ftc.gov.
Pleasant Holidays at  www.
PleasantHolidays.com. 
Wilsonart International  at
www.wilsonart.com.
VERSA-LOK Mosaic® Retaining
Wall System at www.versa-
lok.com.
Med+Link Medical Smart Card
at www.yourmedlink.com.
TwistPfit™ from Price Pfister at
www.PricePfister.com.
L’Oreal’s Women in Science at
www.loreal.com.

Check Out
These Web Sites:

***
A great marriage is not when
the “perfect couple” comes
together. It is when an imper-
fect couple learns to enjoy their
differences.

—Dave Meurer
***


