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(NAPSA)—Have you ever
walked into one of those postal and
business services centers and
noticed the bank of mailboxes? You
might have wondered who would
pay to have mailbox services when
home mailbox service is free. What
you might not realize is that many
of those mailboxes are actually
“storefronts” for some very intrigu-
ing small businesses. 

In fact, a 2002 independent
study commissioned by Mail
Boxes Etc., Inc. and UPS revealed
that more than 60 percent of pri-
vate mailbox customers use their
mailbox for business purposes;
nearly 75 percent of those work
from home.

“We’ve been serving small busi-
ness for over 20 years,” says Stuart
Mathis, president of The UPS Store
and Mail Boxes Etc. “In recent
years, we’ve done some research to
help us understand these cus-
tomers and their needs more
clearly. During that process, we dis-
covered some fascinating business
concepts and industrious business
people. There are as many different
ideas as there are mailboxes.”

Who’s behind the boxes?
A closer look at this consumer

segment provides a glimpse into
the diversity of product and ser-
vice offerings from the nation’s
22.9 million small businesses.
Among the standard mix of con-
sultants, accountants and free-
lancers are some creative and
innovative entrepreneurs who
demonstrate that American inge-
nuity is alive and well. Examples

abound, including a company that
provides free weekend support
and educational retreats specifi-
cally tailored for women who
have, or have had, breast cancer
and a company that manufactures
self-molding novelty teeth.

Online auctions fuel growth
The birth of the online auction

industry has fueled even more
growth for the mailbox services
industry. eBay has millions of reg-
istered users around the world.
Many of their sellers have turned
an avocation into a cottage indus-
try, running small businesses
from their homes and selling
everything from collectibles to
clothing and computers. At some
point in the growth of these busi-
nesses, the proprietors (eBay calls
them “Power Sellers”) realize that
their home mailbox can no longer
accommodate the volume of mail

they’re receiving. 
Safe and secure

According to the mailbox user
study, being able to provide their
customers with a mailing address
other than their home address or
a P.O. box rates high with small-
business people. Private mail-
boxes provide a safe, secure place
to receive not only mail but also
packages. Unlike the post office,
places like The UPS Store or Mail
Boxes Etc. can accept packages on
behalf of a mailbox customer from
any carrier or delivery company. 

“For many of our small-busi-
ness customers, we’re more than
just a mail drop,” says Mathis.
“We’re also their shipping/receiv-
ing center, office supply store, and
duplication center.”

It doesn’t surprise Mathis that
many of his company’s franchisees
have developed close relationships
with their customers. “Our fran-
chisees are small-business people
themselves,” he says. “Therefore,
they understand the unique needs
and challenges of this market.” 

According to the Small Busi-
ness Administration, 2002 saw the
creation of more than 550,000 new
small businesses. As workers are
downsized or given early retire-
ment, many take the opportunity
to pursue the dream of being their
own boss and testing the entrepre-
neurial waters. Signing up for pro-
fessional mailbox services is often
a first step. For Mathis and his
company’s franchisees, those mail-
boxes represent thousands of peo-
ple pursuing the American dream.

Private Mailboxes Are A Small-Business Field Of Dreams

Many small businesses turn
to private mailboxes to handle
their postal needs.

(NAPSA)—As Americans are
continuing their travel planning
into the autumn and holiday sea-
sons, the American Resort Devel-
opment Association (ARDA) has
noted the popularity in families
booking holiday reunions at time-
share or vacation ownership
resorts.

“With families in different
parts of the country, there is grow-
ing interest in celebrating the hol-
idays at a resort, allowing all
members of the family to enjoy
their favorite activities while
eliminating the pressure of one
household playing host,” said
Howard Nusbaum, president of
ARDA. “Timeshare resorts offer
spacious floor plans and home-like
amenities such as full kitchens
and laundry facilities. Truly a
home away from home, vacation
ownership provides the space and
flexibility needed to easily accom-
modate families and large travel-
ing parties.”

Some of the more popular holi-
day season destinations for time-
share visitors are ski resorts,
beach resorts, golf and tennis
facilities, and the Orlando theme
parks, according to ARDA. Many
of the resorts offer planned chil-
dren’s activities, as well as a wide
range of activities for adults. Con-
sumers who are not timeshare
owners can often rent the facili-
ties by the week or by the night,
depending on location, time of
year and demand.

To educate consumers about
the timeshare industry, ARDA is
offering its new “Guide to Vaca-
tion Ownership” free of charge. It
explains the wide variety of prod-
ucts and options available, such

as vacation exchange. It also
offers purchasing tips to con-
sumers, advising them to carefully
consider what they value most in
a vacation experience and to visit
resorts before choosing the loca-
tion and vacation ownership pro-
gram that can make their family’s
travel dreams a reality. 

The Guide can be obtained by
calling 800-374-0494 or by visiting
www.arda.org.

Choosing A Vacation That Fits A Lifestyle

Timeshares give vacationers
plenty of benefits, including loca-
tion, space and activities.

(NAPSA)—National parks long
have served as refuges for many
plant, animal and insect species,
and Shenandoah National Park in
Virginia is no exception. This
park, which includes the historic
101-mile Skyline Drive, harbors
more than 200 resident and
migratory bird species, 50 mam-
mal species, 30 fish species and 51
reptile and amphibian species. 

In fact, the park has more
species than can be found in all of
Europe, remarkable considering it
is about 105 miles long and only
up to a mile wide in some places.

In its recently released “State
of the Parks” report, the National
Parks Conservation Association
(NPCA), a nonprofit, nonpartisan
organization that serves as a
watchdog of the parks, points out
that Shenandoah’s extraordinary
biodiversity, including some of its
rare species, may be in danger
from human encroachment. Sev-
enty-four rare species have been
recorded in the park, testament to
the park’s rich biodiversity, but
the seldom-seen Shenandoah sala-
mander is the park’s sole federally
listed endangered species. 

The small terrestrial creature,
federally listed in 1989, is espe-
cially vulnerable because it can be
found only in a small section of the
park, typically along the rocky hill-
sides of the Blue Ridge Mountains,

which form the eastern rampart of
the Appalachians between Penn-
sylvania and Georgia.

The Plethodon Shenandoah
resembles a lizard at first glance,
but its skin is moist and without
scales. Because salamanders
breathe through their clammy skin,
they inhabit damp areas and are
most active during periods of dark-
ness and high humidity. The sala-
mander’s slender body can grow to
be about two to four inches long.

Shenandoah is the largest fully
protected area in the mid-Appa-
lachian region, but the park’s ani-
mals and plants are not com-
pletely out of harm’s way, as the
“State of the Parks” report attests.

The potential effects of pollution
and the impact of exotic insect
species on the forest, for example,
influence the Shenandoah sala-
mander’s available habitat. Addi-
tionally, preliminary research sug-
gests that aggressive encounters
with the closely related red-
backed salamander may hinder
the Shenandoah salamander ’s
ability to find food and shelter. 

Although humans cannot inter-
vene in skirmishes between the
Shenandoah salamander and the
red-backed salamander, increased
research and protections for
Shenandoah National Park and
the nearby Appalachian forests
that the Shenandoah salamander
inhabits may help to remove this
remarkable animal from the list of
federally endangered species. 

NPCA initiated the State of the
Parks program in 2000 to assess
the health of our national parks.
The goal of the program is to high-
light some of the problems inher-
ent to America’s National Park
System and particular parks and
to provide information that will
help elected officials, the public,
and the National Park Service
improve conditions. More informa-
tion about NPCA and the wildlife
of Shenandoah National Park is
available online at www.npca.org
or by calling 1-800-NAT-PARK
(628-7275).

Shenandoah Claims More Species Than Continent of Europe
Popular Park Home To Endangered Species

The Shenandoah Salamander
is just one of many endangered
species found in the park.

(NAPSA)—When asked to
name the important inventions of
the 20th century, several techno-
logical marvels come to mind:
rocket ships, computers, cell
phones and the ice cream cone.
That’s right, the ice cream cone. It
may not have landed man on the
moon and advanced the human
race, but it has created fond child-
hood memories and good times
shared with family and friends. 

The cone has made such an
impact on our culture that it is
difficult to trace its roots. While
several people have claimed to
have invented the treat, it’s clear
that the ice cream cone came upon
the scene between 1903 and 1904.
Fans are using the cone contro-
versy as a reason to celebrate the
100th anniversary throughout
2003 and 2004.

An undisputed admirer of the
cone is Michael Keller, executive
vice president of Marketing for
International Dairy Queen. The
company has served billions of
cones since the first cone debuted
at Dairy Queen on June 22, 1940
in Joliet, Ill., and is planning a
year-long celebration of the 100th
anniversary of the ice cream cone.
“You could say that the ice cream
cone is a symbol of Americana,”
said Keller. “At Dairy Queen we’ve
taken it a step further, developing
a signature curl at the top of the
ice cream created by a flick of the
wrist by trained company employ-
ees. We may be known for the curl,
but we owe a debt to the cone.”

The man with the legal claim
to take credit for the cone is Italo

Marchiony, who immigrated to the
United States in the late 1800s.
Having landed in New York City,
he started his own business sell-
ing lemon ice from a single push-
cart. As his business grew, he
came up with the idea for the ice
cream cone by shaping paper into
the form of a cone. The paper
evolved into a cone-shaped pastry
that could also be eaten and
enjoyed.

Marchiony’s biggest rival to the
title of creator is Charles
Menches, a vendor at the 1904 St.
Louis World’s Fair. Menches had
customers lining up for ice cream
served in bowls—until he ran out
of bowls. Thinking fast, he sought
out Ernest Hamwi, a Syrian
immigrant selling zalabis, a crisp,
waffle-like pastry. Menches
bought the zalabis, rolled them
into the shape of a cone we recog-
nize today and was back in busi-
ness. From then on, the popular-
ity of the cone took off.

Ice Cream Cone Officially Turns 100




