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by Thomas C. Kiernan, President
National Parks Conservation

Association
(NAPSA)—Recently, my two sons

and I hiked Old Rag in Shenandoah
and camped on the ridge of the
mountain—an event that has
become an annual ritual for us.
Every year, millions of Americans
venture into national parks across
the country, seeking relaxation and
inspiration in these treasured
places—my family among them. We
look forward to enjoying the fresh,
clean air of the national parks.
Unfortunately, more and more it
seems as though we’d get cleaner
air if we stayed home. 

Dozens of outdated power
plants that have operated for
decades without modern emis-
sions controls spew millions of
tons of pollution into the air sur-
rounding our parks each year.
Regrettably, this pollution can
reduce visibility in parks like
Shenandoah to only a few miles.
Once, visitors to Shenandoah
could see the Washington Monu-
ment approximately 70 miles dis-
tant. Today, average summer
views extend only 25 miles, ob-
scured by a grayish haze.

Besides marring scenic views
and harming plants and wildlife,
air pollution also threatens the
health of park visitors and nearby
communities. On some days, air
quality is so dirty that visitors to
Shenandoah and other parks must
check to see whether it’s safe for
them to hike or bike in the park. 

The story is repeated from coast
to coast. Parks such as Great
Smoky Mountains in Tennessee

and North Carolina, Sequoia and
Joshua Tree in California, the
Grand Canyon in Arizona, Rocky
Mountain in Colorado and Acadia
in Maine are all affected by air pol-
lution. For too many Americans, a
visit to a national park during
some months can include chest
pain, shortness of breath, coughing
or even an asthma attack—all trig-
gered by air pollution. 

Filthy air is not what Congress
had in mind when it began setting
aside America’s treasured places.
In 1916, Congress established the
National Park Service to “…con-
serve the scenery and the natural
and historic objects and the wild
life therein…as will leave them
unimpaired for the enjoyment of
future generations.” Congress
made its intentions even more
explicit in the Clean Air Act
Amendments of 1977 where it
declared “…as a national goal the
prevention of any future, and the

remedying of any existing, impair-
ment of visibility in [national
parks and wilderness areas]
which impairment results from
man-made air pollution.”

But nearly 30 years after set-
ting the course to end dirty air in
America’s national parks, the
haze and smog remain. Our
national parks and the nearly 300
million people who visit them
each year deserve better. 

Enforcing the Clean Air Act
would go a long way toward allevi-
ating the problem. Both Congress
and the administration have the
opportunity and the obligation to
protect public health and Amer-
ica’s national parks by closing
legal loopholes that benefit pol-
luters and enforcing laws that
clear the air.

I may not see the day when the
air in our national parks is unim-
paired by pollution, but if our
elected officials act today to pro-
tect our parks and the health of
our families, my children just
might see the Washington Monu-
ment when they take their chil-
dren up Old Rag. 

Thomas C. Kiernan is president
of the National Parks Conserva-
tion Association. Since 1919, the
nonpartisan NPCA has been the
leading voice of the American peo-
ple in protecting and enhancing
our National Park System. NPCA,
its members, and partners work
together to protect the park system
and preserve our nation's natural,
historical, and cultural heritage
for generations to come. Learn how
you can help at www.npca.org or
call 1-800-NAT-PARK.

Oh Say Can You See?
In America’s National Parks, The Answer Remains, Too Often, “No!”

Strengthening and enforcing the
Clean Air Act may one day save
our national parks from the pollu-
tion that now spoils some monu-
mental views, say experts.

(NAPSA)—You’ve read about it
in The New York Times and
Chicago Tribune, and it’s been the
topic of conversation on the
“Today Show,” the Internet and
office water coolers—the trend
toward using “real” women in
advertising. Is this trend the
death of the supermodel? 

Big-name advertisers like
Dove, Nike and Chicken of the
Sea have adopted the idea. 

“Americans are tired of looking
only at supermodels with unreal-
istic figures, and recent advertis-
ing campaigns using ‘real-looking’
women reflect this feeling,” said
David Anderson, managing part-
ner of Off Madison Ave., a market-
ing communications agency that
was not involved with the previ-
ously mentioned campaigns. “As
an advertiser, you want to connect
with your audience, which is diffi-
cult to do if people can’t relate to
the images in the ads.” 

The trend toward real women
in advertising may stem from the
fact that American women don’t
fit the mold of the typical 5’11”
tall, 117-pound supermodel. In
fact, the average American woman
is 5’4” tall and weighs 140 pounds,
according to the National Eating
Disorders Association. 

In Chicken of the Sea’s new
television commercial, a slender
woman is seen walking through
an office as she is being admired
by her male counterparts. The
woman then enters an elevator
where she exhales, revealing in a
comedic scene that she had been
holding in her stomach. The
result? A less than perfect, more
realistic body. 

“Many people can relate to the
woman in the commercial,” said
John Signorino, Chicken of the
Sea president, who said the com-
mercial combines humor with
growing concerns about weight
management. “More than 60 per-
cent of adults in the United States
are overweight or obese, making
the weight of many Americans

something that can’t be ignored.”
“We’ve even seen the interna-

tional market addressing health
and weight concerns in a more up-
front way, and the trend is now
spilling over to the United States,”
said Anderson. 

Chicken of the Sea’s current
commercial was inspired by one
produced by its parent company,
Thai Union Frozen Products PCL.
That commercial has already seen
huge success abroad and on the
Web, where it has been widely cir-
culated via e-mail. 

Although the commercial is
intended to be humorous, its real
message is about health, and the
commercial was designed to rein-
force that tuna is a natural source
of omega-3, and a low-fat and
preservative-free option.

Health professionals have long
touted the benefits of seafood,
much of which is low fat, low calo-
rie and high protein. 

To view the commercial that is
shaking up the industry, visit
www.chickenofthesea.com. While
there, visit the Healthy Living
Resources page, which connects
site visitors with credible tools to
teach proper eating habits and
help people live healthy and
active lives. 

Advertising Uses ‘Everyday’ Women

(NAPSA)—If you “say cheese,”
you have lots of company. Ameri-
cans enjoy cheese more than ever,
and their appetite for more vari-
ety is growing, a national survey
says. 

For those looking for a crunchy
snack with a great cheesy taste,
the makers of one popular cheese
cracker snack have created a new
“chip” off the old cheese block with
the introduction of Cheese Nips®

Chips. By oven toasting the
famous flavor of Cheese Nips into
a crunchy chip, consumers can
now enjoy a whole new snacking
experience.

The new chips are oven toasted
with 100 percent real Kraft™

cheese baked on the inside and out.
The chips, available in Bold Ched-
dar and Nacho, contain zero grams
of trans fat per serving.

In addition to introducing the
new Chips varieties, the popular
cheese snack creator has also
updated its classic Cheese Nips
cracker by giving it a fun, new,
snackable shape with wavy edges,

available in Cheddar, Four Cheese
and Reduced Fat varieties. For
the cheese lover, the Cheddar
variety now has double the
amount of real Kraft cheese com-
pared to the previous Cheddar
variety. 

Both the new Chip and Cracker
are great for picnics, parties or
just snacking at home. 

To find out more, visit www.
nabiscoworld.com/cheesenips.

Say Cheese! Many Americans Do

SAY CHEESE? A new crunchy
snack with a great cheese taste
has been created for cheese
lovers.

(NAPSA)—In Tim Burton’s re-
cent film, “Corpse Bride,” an un-
suspecting groom finds himself
engaged to an undead woman and
quickly learns that “Til death do
us part” might not be enough to
break the bonds of matrimony.

For couples who enjoy taking a
ghoulish approach to Halloween,
Spencer Gifts has a number of
costume ideas for two. The same
applies for duos who look upon
Halloween with a more festive
gaze. Consider:

• King and Queen of Hearts:
Perfect for a pair of players, these
costumes are foam backed with a
King pattern on the front of one
card and a Queen on the other.
Don a black shirt and pants to fin-
ish the look.

• Gauze Groom and Skele-
ton Bride: For him, gauze jacket
and vest, a bone printed shirt, tie
and gloves topped off with an

eerie top hat. For her, a spooky
vestment complete with dress,
veil, choker and gloves. Ghostly
makeup and ghastly masks make
perfect additions for the haunted
Halloween nuptials.

• Kissing Booth: What single
is not aiming to be a double this
Halloween? This wearable Kissing
Booth with red, faux velvet cur-
tains is a great way to kiss the
girls or get the perfect guy to
pucker up. Made of satin with plas-
tic tube supports, this fun costume
will definitely be a perfect fit.

For more Halloween costumes
and decorations that are sure to
scare big, check out the Spencer
Gifts store nearest you. For a
big scare onl ine,  vis it  www.
spirithalloween.com.

Costume Ideas For The Perfect Pair

Couples can be a royal pair as
the King and Queen of Hearts.

Pucker up for fun with this kiss-
ing booth costume.




