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(NAPSA)—According to a new
survey, investors are not taking
significant action to minimize
risk, despite concerns about the
current bear market and reces-
sionary economy.

Investor sentiment is split over
whether the U.S. economy will
experience a continued recession
or an economic recovery in 2002.
More than four in 10 (43 percent)
believe the U.S. will experience a
continued recession, and five per-
cent are not sure whether the
recession will continue. Only a
slight majority (52 percent) say
that an economic recovery will
take place in 2002.

According to the third annual
investor survey released by Eaton
Vance Corp., fewer investors
expect the S&P 500 and NASDAQ
Composite Index to have positive
returns in 2002, compared to last
year. Less than half of investors
(49 percent) believe that S&P 500
returns will be positive this cur-
rent year (2002). When asked the
same question at the beginning of
2001, 62 percent projected a posi-
tive return. Similarly, less than
half of investors (44 percent)
believe that returns for the NAS-
DAQ Composite Index will be pos-
itive in the current year. At the
beginning of 2001, 52 percent pro-
jected a positive return.

Six in 10 investors (61 percent)
say that because of recent develop-
ments in the stock market, they
have less appetite for risk. But
most investors are not actually
taking measures to diversify their
portfolios or rid themselves of
mutual funds and stocks that may

be poor investments. Only one in
four (25 percent) has ever re-
deemed or sold a mutual fund
because of poor performance; only
16 percent have reallocated or
increased their investments in
bonds because of the recent
volatility in the stock market; and
only one in five has changed the
amount he or she normally invests
in mutual funds (21 percent) or
individual stocks (19 percent).

Despite lowered expectations of
investment returns, investors
have not changed their philosophy
or style of investing because of
recent losses in the stock market.
More say they are more comfort-
able being a momentum investor
(42 percent) than taking a con-
trary approach (31 percent). More
than half (54 percent) label them-
selves as growth investors rather
than value investors (30 percent). 

More than eight in 10 investors
(81 percent) say that technology
stocks will be a good (36 percent)

or fair (45 percent) investment in
2002. Investors are more bullish
about technology in this year ’s
survey compared to last year’s (76
percent good or fair investment).
Nearly all investors (98 percent)
say that technology stocks will be
either a good (73 percent) or fair
(25 percent) investment over the
next three years. This is higher
than last year (91 percent).
Investor sentiment about technol-
ogy stocks has not, however, corre-
sponded with investment activity.
Four in 10 (41 percent) say that
they have decreased, rather than
increased (18 percent), their expo-
sure to technology stocks as part of
their overall investment portfolio.

The uncertainty about the
stock market outlook is reflected
in attitudes about the risk of
index funds. In 2002, nearly half
of investors (45 percent) say that
investments in index funds have
become more risky over the past
five years, an increase compared
to 2001 (39 percent). By a nearly
two to one margin, investors say
that they are less likely (50 per-
cent), not more likely (27 percent),
to invest in index funds over the
next couple of years. Interestingly,
six in 10 (66 percent) do not know
that Standard & Poor ’s makes
decisions about adding a stock to
the S&P 500 Index on the basis of
whether the addition would make
the index more representative of
the U.S. economy. 

Eaton Vance Corp., a Boston-
based investment management
firm, is traded on the New York
Stock Exchange under the symbol
EV.

Survey: Despite Concerns, Shareholders Not Taking Action To Minimize Risk

Few investors are actually tak-
ing steps to protect themselves
in the stock market.

(NAPSA)—When it comes to
the man who was the greatest
influence in a woman’s life, Dad is 
No. 1, according to research gar-
nered from Hallmark’s online con-
sumer communities. Members of
opinion groups said that Dad
instilled values, taught lessons
and was the most important man
in their lives. Overall, they called
him a “hero,” and characterized
him as “strict, but fair.”

The role of dad has broadened.
Some respondents said their dad
told them they could be anything
they wanted to be and do any-
thing they wanted to do, giving
them a sense of independence. 

Many female respondents in
the consumer panel said they had
hoped to marry a man like their
father, and others described their
husbands as having many of the
characteristics that they most
admired in their dads.

Hallmark consumer communi-
ties are comprised of approxi-
mately 200 people, recruited
based on a specific commonality.
The groups provide non-pro-
jectable, qualitative on-going dia-
log with the marketplace.

Panel members consistently
are open and willing to share their
real feelings with Hallmark,
according to Lori Givan, manager
of the program. 

Open communication is re-
flected in today’s Hallmark cards,
as well. An example is the card
that says, Dad, when I look back
on my life, memories of you are
woven through every chapter...my
protector...my teacher...the one
whose approval could make my
day...You were like this larger-than-
life hero who could do anything.... 

A card says, It didn’t matter
where you led...I always loved to
follow. 

Another says, Thanks, Dad, for
giving me a star to steer by...and a
place to always come home to. 

Such messages reflect the
kinds of thoughts expressed by

the consumer panel toward their
fathers or father figures.

The card company’s goal is to
help people put their feelings into
words, according to Aviva Hebbar,
a Hallmark marketing manager. 

“It isn’t always easy for people
to find the right words,” Hebbar
says, “but when people see the
words on a card, they recognize
the feelings as their own. That’s
why we constantly are in touch
with consumers—so we can
understand exactly what they
want to say.”

As one panel member said of
her father, “He was my hero, he is
my hero and he always will be my
hero.” 

Another said, “The older I get,
the more I realize he was a hero.” 

Yet another said, “My dad was
the biggest influence in my life.”

Such comments suggest that
today’s consumers continue to
share the sentiments of the
founder of Father’s Day, Sonora
Smart Dodd, whose father, a wid-
ower and Civil War veteran, was
both mother and father to his six
children for 21 years.

Dads Are Heroes—Influential, Inspiring

An example of a 2002 Hall-
mark Father’s Day card.

Europe’s Trains—A
Great Way To Travel

(NAPSA)—Whether on fast or
slow trains, Europe’s connected
rail system is considered the best
and most economical way to enjoy
a vacation or business trip.

Trains offer many travel bene-
fits, allowing you to:

• Go directly from city center
to city center with no lost time to
and from airports or on crowded
highways.

• See more attractive scenery
than you can from a plane or car.

• Enjoy lower rates than via
air or rental cars.

• Get there faster on trips of
less than 350 miles.

• Enjoy more comfort and con-
venience while getting around.

The easiest way to prepare
your rail trip is by contacting Rail
Europe, the European Rail Ex-
perts. Whether it’s a Eurailpass
(multi-country), single country
pass,  high-speed trains l ike
Eurostar or just a point to point
ticket, Rail Europe can help. Call
1-888-382-7245 or visit them at
www.raileurope.com where you
can easily find fares and sched-
ules to plan your European rail
trip online.

Traveling first class on Eurostar
can be a real treat.

(NAPSA)—For those in the know,
the term aftermarket has nothing
to do with unpacking groceries. 

Most often, aftermarket refers
to automotive parts, such as igni-
tion components, emission con-
trol and carburetor products,
that are either used as replace-
ment parts or to improve a car’s
performance.

Experts predict the North
American (Canada, United States
and Mexico) aftermarket for light
vehicle components and parts will
continue to post healthy advances
in the near future—partially due
to the rising average age of vehi-
cles in this region.

One distributor of aftermarket
components is so convinced that
managing this market requires
special skills, it has created two
scholarship programs.

In an effort to recruit new talent
to careers in the automotive after-
market, BWD Automotive will fund
four $1,000 Legacy Scholarships to
students who plan to major in the
Aftermarket Management Program
at Northwood University.

The company will also fund four
$1,000 scholarships at Universal
Technical Institute, Inc. (UTI) for
students who hope to become auto-
motive service technicians.

According to Mike Fitzgerald,
vice president of marketing at BWD,
“We want to help ensure the future
of the industry by encouraging tal-
ented college-age students to pursue
careers as either automotive service
mechanics or in aftermarket man-
agement. BWD is proud to offer
these scholarships.”

BWD Automotive is a distribu-
tor of premium quality replacement

auto parts for foreign and domestic
vehicles under brand names such
as: Beck/Arnley, Brute Power,
Niehoff, TrailerWorks, and Borg-
Warner brand. 

Northwood University is a pri-
vate, independent, co-educational,
management-oriented college
actively allied to both business
and the arts. 

It is the only institution of
higher learning in the nation with a
degree program in Automotive
Aftermarket Management. 

Founded in 1965 in Phoenix,
Ariz., UTI is recognized as one of
the top technical education institu-
tions in the United States. It has
more than 40,000 graduates.

UTI offers automotive service
career training. UTI has cam-
puses in Phoenix, Ariz.; Rancho
Cucamonga, Calif.; Orlando, Fla.;
Glendale Heights, Ill. and Hous-
ton, Tex. 

For more information, visit the
BWD Web site at www.bwdauto
motive.com. Look for the scholar-
ship link.

Preparing Pros For The Aftermarket

New scholarships have been
created for students who want a
career as either an automotive
service mechanic or in after-
market management.

(NAPSA)—For the first time
in more than 35 years, two Amer-
ican convertible icons are side-
by-side in dealer showrooms—
and together they’re enabling
one manufacturer to remain the
industry leader in convertible
sales.

According to industry experts,
the timing couldn’t be better, as
convertible sales are considered
extremely healthy. R.L. Polk &
Co. estimates that 2001 convert-
ible sales totaled 310,595, up
more than 10 percent over 2000.
ASC, a leading partner for spe-
cialty vehicle and open-air devel-
opment, says that 2001 marked
the first time in 30 years that
sales surpassed 300,000 vehicles.

Not surprisingly, when the mer-
cury begins to climb, ragtop sales
start to run hot. Approximately 40
percent of convertible sales occur
during the summer months. How-
ever, warm weather states don’t
own exclusive rights to riding with
the top down. The top three cities
for convertible sales are Los Ange-
les, New York and Miami, followed
by San Francisco,  Orlando,
Chicago, Philadelphia, Detroit,
Washington, D.C. and Dallas.

From the deluxe Mustang Con-
vertible starting at $23,625 to the
premium Thunderbird roadster
with a removable top at $39,455,
Ford makes the ragtop experience
available to fit any lifestyle. Look-
ing for power under the hood?
Check out the new 390 horse-
power SVT Mustang Cobra Con-

vertible. Its new, high-quality
cloth material—found on exotics
in Europe—adds to the top’s dura-
bility and provides better sound
insulation for the interior.

“Mustang is again the best-sell-
ing convertible in the country and,
with Thunderbird in our lineup,
Ford once again dominates con-
vertible sales,” says Ford Division
President Steve Lyons. “These
automotive icons epitomize Amer-
ica’s love affair with convertibles.”

While many things have
changed in the last 35 years, cus-
tomers still list “fun to drive” as the
top reason for buying a convertible.

“With dramatic styling, rear-
wheel drive, available V-8 and
great sound systems,” adds Lyons,
“Mustang and Thunderbird con-
vertibles provide a feeling of free-
dom that goes with summertime
fun.”

American Convertibles Making A Comeback

Ford Mustang and Thunder-
bird remain the “living legends”
among American convertibles.




