
3

(NAPSA)—Thousands of kids
across America will have a chance
to tell Big Tobacco how they really
feel by taking part in events
planned for Kick Butts Day on
April 2, 2003.

With events that range from
mock funerals for the Marlboro
Man to rallies at state capitals,
kids have asked the tobacco indus-
try to stop targeting them with
advertising and asked elected offi-
cials to do more to protect them
from tobacco.

Many people say the tobacco
industry remains a threat to kids
and continues to market its addic-
tive products to youth. Earlier
this year, the Federal Trade Com-
mission reported a 42 percent in-
crease in tobacco marketing ex-
penditures in the two years
following the industry’s 1998
promise (as part of the tobacco
settlement agreement) to stop
marketing to kids.

According to the FTC report,
the tobacco industry spends $9.6
bill ion a year—$26 million a
day—to market its products,
much of this increase directed
toward magazines popular with
kids and convenience stores kids
visit.

Another government study
shows how effectively tobacco
marketing reaches kids. Nearly
90 percent of kids who smoke use
the three most heavily adver-
tised brands, Philip Morris ’
Marlboro, R.J. Reynolds’ Camel
and Lorillard’s Newport.

“On Kick Butts Day, kids are
standing up against the tobacco
companies, and it’s important
that elected officials across the
country stand with them by sup-
porting proven tobacco preven-

tion measures,” said Matthew L.
Myers, president of the Cam-
paign for Tobacco-Free Kids,
which sponsors Kick Butts Day.
“States that have increased ciga-
rette taxes and funded compre-
hensive prevention programs
have dramatically cut smoking
among kids and adults, saved
lives by reducing lung cancer
and heart disease, and saved
millions of dollars in health care
costs. Even in these difficult
times, tobacco prevention is a
good investment for kids and
taxpayers.”

Tobacco use is the leading pre-
ventable cause of death in the
United States, killing more than
400,000 Americans every year.
Ninety percent of smokers start at
or before the age of 18.

More information about Kick
Butts Day, including a state-by-
state list of activities, is available
online at www.kickbuttsday.org.
Information about tobacco ’s
deadly toll can be found at
www.tobaccofreekids.org.

Kids Can Be Powerful Voices In The Fight Against Tobacco

On Kick Butts Day, kids take
their turns as leaders in the fight
against tobacco.

Deadly Intent
(NAPSA)—A successful chef

and mother finds her quiet exis-
tence thrown into chaos when her
life begins to unravel in Deadly
Intent, the new novel by USA
Today bestselling author Chris-
tiane Heggan.

Abbie DiAngelo finally has the
life she’s always wanted. She’s
gotten past her divorce and cher-
ishes her nine-year-old son. Her
restaurant is making money and
she’s being heralded as a hot new
chef.

Then her stepbrother re-enters
her life. Straight out of prison, Ian
MacGregor shows up at Abbie’s
door, claiming to have proof that
implicates her mother in an
unsolved murder. Proof Ian will
keep to himself...if Abbie pays for
his silence. 

When Abbie arrives with the
hush money, however, she finds
Ian dead.

Homicide detective John Ryan
quickly realizes there’s more to
the murder than he originally
thought—and no one, especially
Abbie, is telling him the truth.
When Abbie’s son is kidnapped,
however, she is forced to take mat-
ters into her own hands—because
someone desperate is acting with
deadly intent.

Deadly Intent is available
wherever books are sold. To learn
more, visit www.mirabooks.com.

(NAPSA)—Your shoes are
shined, you’ve researched the com-
pany, and your résumé looks great.
The next step in preparing for a job
interview is to prepare your
responses to common questions
that will be asked of you.

According to Andy Watt, senior
vice president at Kelly Services, a
global staffing company, the keys
are to be prepared, be yourself,
and make sure you’re ready to
answer some tough questions with
effective responses. 

Here is a sampling of subjects
and questions you can expect to
come up in a job interview:

• Tell me about yourself. You
should be prepared to talk for two
minutes about yourself. It’s appro-
priate to mix highlights of your
personal, educational and employ-
ment background.

• Why are you looking for a
new job? This is a critical question.
Don’t bad-mouth your previous
employer or co-workers. It’s fine to
mention major changes at the
company or layoffs. You may be
simply looking to grow your career.

• Why are you interested in
this job? Relate two or three
aspects of the job to your own rele-
vant skills. You may mention a
technical skill, a management
skill or a personal success story.

• What is your most signifi-
cant career accomplishment?
“Among the things we have ob-
served in placing 15 million peo-
ple into jobs through Kelly since
1946 is that a solid discussion of
your achievements can be instru-
mental to your getting the posi-
tion,” says Watt. 

• What do you like/dislike
most about your current or last
position? The interviewer is try-
ing to determine if you are com-
patible with the open position. It’s
safe to say that you like challen-
ges, pressure situations, opportu-
nities to grow, or that you dislike
bureaucracy.

• What are your strengths?
Know your top attributes and dis-
cuss the ones most relative to the
job opening. Use specific examples.

• How would you handle prob-
lem “x” that we are experiencing?
Think on your feet. Ask questions
to get more details and display
your analytical skills.

• What are your career goals?
Be realistic in discussing short-
or long-term goals. 

• Why should we hire you for
this position? This is a good
chance to summarize how your
skills match the specific position. 

The Kelly Career Network
matches candidates with open
jobs. To learn more, visit the Web
site at www.kellyservices.com/kcn.

Expect These Questions In A Job Interview

In the opening moments of a
job interview, you should be pre-
pared to talk for two minutes
about your background.

(NAPSA)—Did you know that one
out of two women will eventually die
from heart disease or stroke, com-
pared to 1 in 30 who will die of breast
cancer? This February during
American Heart Month, you can help
stop the number-one killer of women
and all Americans.

“Women account for over half of
all deaths from heart disease and
stroke, so they must be empowered
to help others and help them-
selves,” says Nieca Goldberg, M.D.,
chief cardiologist with The
Women’s Heart Program, Lenox
Hill Hospital, New York and an
American Heart Association volun-
teer spokesperson. “Empower your-
self by seeing your doctor to dis-
cuss your risk of heart disease. You
can also help others by learning
CPR and raising much-needed
funds for American Heart Associa-
tion’s education and research pro-
grams. Simply purchase beauty
products, gifts and other items in
February from companies support-
ing the Power of Love campaign.”

The Power of Love campaign
will raise more than $2 million
for heart disease research and
education programs. Log onto 
a  s p e c i a l  A m e r i c a n  H e a r t
Association Web site—american
heart.org/Love—to see a list of
beauty products, gifts and other
items you can purchase to sup-
port the American Heart Associa-
tion. The Web site includes:

• Free Valentine’s Day elec-
tronic greetings to share with oth-
ers and screensavers to keep love
on your computer screen.

• Links to Power of Love
supporters. 

Power of Love campaign sup-
porters will contribute part of
their February sales proceeds to
the American Heart Association.

Thanks in part to American
Heart Association-funded re-
search, such important discoveries
as CPR, life-extending drugs,
pacemakers, bypass surgery and
surgical techniques to repair
heart defects have been made.
Countless people are alive today
to enjoy the love of family and
friends due to these lifesaving
advances. With the support of the
Power of Love campaign, even
more lives may be saved in the
future and your purchases can
help make it possible.

Power of Love supporters
include Walgreens, OPI Products,
Inc., Coffee-mate, Home Interiors
and Gifts, MasterCard Interna-
tional, Swarovski Crystal and
Pantene.

To learn more about the pro-
gram and its supporters, visit
www.americanheart.org/Love.

Ways You Can Help Fight Heart Disease

The power of love can help
raise money for heart disease
research.

(NAPSA)—When many people
in the United States hear the
word “iceberg,” the immediate
image may be Titanic. While that
massive ice formation may have
loomed large for the passengers
on that luxury liner, it’s nothing
compared to the effect that real
icebergs are having on Antarctic
sea life, with potential ramifica-
tions around the world.

NASA-funded research using
satellite data has shown large ice-
bergs that have broken off from
Antarctica’s Ross Ice Shelf are
dramatically affecting the growth
of minute plant life in the ocean
around the region—plant life vital
to the food chain.

Kevin Arrigo from Stanford
says the icebergs appear to have
caused a 40 percent reduction in
the size of the plankton bloom in
one of Antarctica’s most biologi-
cally productive areas. The ice-
bergs restrict the flow of pack ice,
decreasing the amount of open
water which the plants need for
reproduction.

After the “calving,” or breaking
off, of the B-15 iceberg in March
2000, researchers used imagery
from NASA’s SeaWiFS (Sea-view-
ing Wide Field-of-view Sensor)
satellite and data from the
Defense Meteorological Satellite
Program to see the effect that
large icebergs have on phyto-
plankton blooms. How large? The
B-15 is approximately the size of

the state of Connecticut.
NASA’s Thorsten Markus of

the Goddard Space Flight Cen-
ter, Greenbelt, Md., noted that 
satellite imagery lets researchers
see that large icebergs such as the
B-15 restricted the normal drift of
pack ice. Normally, when the
winds shift, ice is carried out into
the Ross Sea, creating open ocean
space and a breeding ground for
phytoplankton. The icebergs, how-
ever, created a blockage that
resulted in heavier pack-ice cover
than previously recorded.

Phytoplankton are a critical
part of the entire ecosystem in the
Ross Sea, since they sustain
marine mammals and birds in the
region. 

To learn more about icebergs
a n d  N A S A’s  r e s e a r c h ,  v i s i t
http://earthobservatory.nasa.gov.

Food Chain Effects Just Tip Of The Iceberg

The flow of massive icebergs
can have an effect on the world’s
ecosystems.

***
Never take advice, including
this.

—Katherine Anne Porter
***

***
Nothing is more expensive than
a start.

—Nietzsche
The Will to Power
***

***
Never fight an inanimate object.

—P.J. O’Rourke
***




