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(NAPSA)—For most of the
United States, it has been a long,
cold winter. Many cities, in fact,
reported their coldest, wettest win-
ters in history, which experts say is
the source of a “Summer Fever”
pandemic not seen in decades.
Summer Fever symptoms

include a sudden urge to indulge
in new experiences and find new
sources of fun. It’s akin to the feel-
ing of freedom after the last day of
school.
Although Summer Fever is not

great news for employers in terms
of productivity, it’s a boon for boat
dealers who provide the means to
indulge in all that summer fun.
And interest is already starting to
take hold, as evidenced by winter
boat shows around the country
reporting attendance jumps
upwards of 14 percent compared
to previous years.
This trend could benefit compa-

nies that make products focused
on making it easy for first-time
buyers to enter the boating mar-
ket. One such company is Yamaha
Motor Corporation, USA, which
sells personal watercraft under
the WaveRunner brand and run-
about boats 21 and 24 feet in
length. Yamaha’s focus on value
and cost control has helped the
brand become the best-selling per-
sonal watercraft in the industry
today as well as the best-selling
boats in the 20- to 25-foot category.
According to Bryan Seti,

national marketing manager for
Yamaha Watercraft, WaveRunner
and boat sales are exceeding
2010–2011 projections, with most
boat show markets reporting dou-
ble-digit sales increases.
“Following this brutal winter,

all eyes are already on the summer
months. And this comes as con-

sumer savings are at a high not
seen in many years and interest
rates remain very low,” said Seti.
“Visitor traffic on our Facebook,
Twitter and YouTube channels is
buzzing with activity, which we see
as a clear indication that people
are ready for summer, and they are
excited to get outdoors and recre-
ate with the family.”
Erin Shaughnessy, producer for

the recreational boating website
Best of Boating, concurs with Seti.
“Our visitor traffic is at an all-
time high, which is a good sign for
the boating industry, which has
been beaten up during the last
few years. Boat buyers are still
looking for a great value and low
cost of ownership, which are areas
where companies like Yamaha
have a distinct advantage.”
A recent survey of Best of Boat-

ing visitors shows that boat and
personal watercraft buyers are
thinking with their left brain
when it comes to a pending boat
purchase.
“Our visitors have become

more rational when it comes to
paying for unnecessary features
and more analytical when it
comes to comparing brand relia-
bility, fuel efficiency and the daily
cost of operation,” said Shaugh-
nessy. “For 2011, less is more.”

Summer Fever Pandemic To Follow FrigidWinter

The 2011 Yamaha VX Cruiser is
the industry’s top-selling per-
sonal watercraft.

(NAPSA)—With more than 500
million active users spending over
700 billion minutes a month on its
site, Facebook has become a pre-
mier platform for socializing,
sharing, searching and, now, shop-
ping online. The emerging trend
of selling and buying merchandise
through Facebook and other social
media platforms is here and it’s
exploding. Booz & Company esti-
mates that the dollar volume of
goods sold through social media
overall could increase sixfold,
from $5 billion in 2010 to $30 bil-
lion in 2015. Businesses and con-
sumers alike refer to this para-
digm as “Social Commerce,” a
fusion of social media and e-com-
merce that enables consumers to
shop directly through their social
networks.
Many stores are leveraging

social networks to allow con-
sumers to execute transactions in
the comfort of their own Facebook
pages, where attention is high and
the user’s likes and dislikes are
clear. The Social Commerce
premise is that the focus is on peo-
ple instead of products. There is a
treasure trove of data based on
users’ interests on their Facebook
pages, and businesses can finally
tailor the presentation of mer-
chandise to offer a truly cus-
tomized shopping experience.
Businesses can now sell con-

sumers exactly what they want,
and consumers are reaping the
benefits.
Social Commerce helps busi-

nesses offer consumers exclusive
deals and special promotions while
enabling them to connect with, lis-
ten to, understand and engage
with their customers to improve
the overall shopping experience.
Furthermore, the information and
content on Facebook is “shared,”
meaning that friends can update
each other on their recent online
shopping sprees.
But in addition to benefits and

opportunities, emerging communi-
cations channels always come with
some new potential risks, and
Social Commerce is no exception.
The main concerns for consumers
are security and privacy. Especially
when phishing scams, identity
theft and hackers are constantly in

the headlines, consumers are more
aware than ever of the need for
online security and identity protec-
tion. With Social Commerce, cyber-
criminals are more likely to exploit
the inherent trust that social net-
working sites enjoy. So how can
consumers gain confidence in
Social Commerce?
To know if a website, link and

transaction are safe, the first thing
to look for is an SSL Certificate, a
technology that enables encryption
when users connect to a website.
When the lock icon appears in an
Internet browser, this means SSL
is in place, encrypting the site visi-
tor’s information.
Symantec, the provider of

VeriSign® SSL, has been working
with a number of social commerce
platform providers to offer en-
hanced security to organizations
with a fan store on Facebook.
When fans visit a fan store pro-
tected by VeriSign SSL, they will
see the familiar “VeriSign
Trusted” seal that more than
100,000 online businesses choose
to show that their transactions
are secure.
When consumers buy directly

on their Facebook pages and see
SSL, they know they can trust the
businesses they “like” and that
their transactions are protected
with the most advanced and
proven security technology.

Safe Social Commerce:The Next Shopping Frontier

Online shopping can be safer
when you know what signs to
seek.

(NAPSA)—As many parents
have learned, college students
don’t just acquire knowledge at
school—they also accumulate a lot
of stuff. Fortunately, getting it all
home at the end of the semester
doesn’t have to be difficult if you
heed a few hints from the folks at
Penske Truck Rental:
• Pick the proper-size truck

for your stuff. Most college stu-
dents choose a 12- or 16-foot truck
for moving out of a college resi-
dence or off-campus apartment.
• Reserve early. Reserve the

truck and any moving accessories
at least two weeks in advance.
• Pack smart. Load the heavi-

est items first. To avoid injury,
always bend your knees and lift
with your legs, not your back.
• Use accessories. Boxes,

packing tape, bubble wrap, mov-
ing blankets and hand trucks are
essential moving tools.
• Safety and security. Trucks

are taller, wider and heavier than
standard consumer vehicles. Drive
more slowly and take extra precau-
tions. Park in well-lit areas and
padlock the rear door. Penske offers
24/7 emergency roadside assistance
and optional protection plans.
• Create a travel bag. Don’t

pack everything on the truck. Keep
important paperwork, credit cards,
identification, change of clothes,
drinks and snacks close at hand.
• At home. Once the truck is

unpacked, college counselors

advise, students and their parents
should do four things:
1. S e t r e a l i s t i c e x p e c t a -

t ions about house rules and
responsibi l i t ies .
2. Make mutually agreed-upon

adjustments. Curfew may no long-
er be appropriate, but parents
may expect to be notified of late
nights out.
3. Keep your sense of humor;

ordering a pizza at 2:00 a.m. is
“normal” at college but might
seem strange at home.
4. Remember, the situation is

temporary.
• Learn more. You can find

more useful moving tips at
www.PenskeTruckRental.com.

WhenYour Student Comes Home

According to the National Center
for Education Statistics, over 18
million students are enrolled at
U.S. colleges. If any of them are
yours, you can help make their
return home a little easier.

(NAPSA)—Skin care products
containing powerful antioxidants
in the VIVITÉ® skin care line are
available through skin care physi-
cians. To find one, visit www.
Vivite SkinCare.com.

* * *
Protecting and enhancing your

ability to see well enough to drive
can be as simple as supplement-
ing your diet with the dietary
antioxidants zeaxanthin and
lutein. For more information on
supplements with all-natural
zeaxanthin and lutein from
marigolds and the latest science,
see www.ezeyes.info.

* * *
Parents of infants are supposed

to wipe their tots’ gums and teeth
after each feeding with either a
clean, moist cloth or a baby tooth-
brush. For more on proper dental
care, visit www.metlife.com/
dental and click on “Oral Health
Library.”

The most celebrated diamond is
the Koh-i-noor, which was pre-
sented to Queen Victoria in 1850
by the East India Company.

(NAPSA)—More than two thirds
of Americans aged 55 or older have
had an eye exam in the last year to
maintain their vision, yet 80 per-
cent do not know that age-related
macular degeneration, or AMD, is a
leading cause of vision loss in peo-
ple over 60, according to a new
national survey. The survey, con-
ducted by Opinion Research Corpo-
ration, found that only 46 percent of
the 1,169 respondents could cor-
rectly identify the risk factors for
this serious, progressive eye disease
and just half could identify any one
symptom. Of the 24 percent who
are familiar with AMD, only 31 per-
cent were aware that treatment
options exist for the disease.
AMD occurs when the macula—

the central portion of the retina
that is important for reading and
color vision—becomes damaged.
There are two forms of AMD—wet
and dry. All cases begin as the dry
form, but 10 percent to 15 percent
progress to the more serious wet
form, which can result in sudden
and severe central vision loss.
Without treatment, central vision
can be lost over time, leaving only
peripheral, or side, vision.
In its early stages, AMD may

not cause any noticeable symp-
toms. As the disease advances,
symptoms may occur in one eye or
both, and can include blurred
vision, difficulty reading or recog-
nizing faces, blind spots develop-
ing in the middle of the field of
vision, colors becoming hard to
distinguish and distortion causing
edges or lines to appear wavy,
according to research by the AMD
Alliance and the University of
Michigan Kellogg Eye Center.
If a person develops any of these

symptoms, an eye exam is crucial
and early diagnosis and treatment
is essential to help avoid severe
vision loss. A retina specialist

should be consulted if there is a
diagnosis of wet AMD, to ensure
the most appropriate care.
Approximately 15 million peo-

ple in the United States have
AMD, and more than 1.7 million
Americans have the advanced
form of the disease. About 200,000
new cases of wet AMD are diag-
nosed each year in North America.
Due to the aging baby boomer
population, the National Eye
Institute estimates that the
prevalence of advanced AMD will
grow to nearly 3 million by 2020.
The greatest risk factor for

AMD is age. Other risk factors
include gender (women tend to
be at greater risk), race (Cau-
casians are more likely to lose
vision from AMD) and family his-
tory. Living a healthy lifestyle
can help reduce the risk of devel-
oping AMD. Several risk factors
can be managed with your
healthcare provider ’s help,
including obesity and smoking.
For additional information about

AMD visit www.eyeonamd.org.

Americans Turning A Blind Eye To Vision Loss

Eighty percent of adults are not
aware that age-related macular
degeneration, or AMD, is one of
the leading causes of vision loss
in people over 60. Early diagnosis
of AMD can help preserve vision
and slow the progression of AMD.
If you are over 60, be sure to
schedule regular eye exams.

The AMD/Low Vision Awareness Month Omnibus Survey was commissioned by
Genentech, a member of the Roche Group.




