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Go For The Green
(NAPSA)—Tiger Woods started

a golfing phenomenon. Today, more
people are playing golf than ever
before. Unfortunately, many Ameri-
cans this summer can’t find the
time to practice to be successful
golfers.

Now a new trend is sweeping
the country: quality professional
synthetic putting greens manufac-
tured by All Pro Putting Greens.
According to The Wall Street
Journal, an estimated 250,000
homeowners have their own back-
yard putting green. Synthetic
putting greens on properties of
golf lovers, as well as touring pro-
fessionals, are becoming more
popular due to their affordability
and easy self-installment. 

Synthetic putting greens offer
golfers the ability to shave valu-
able strokes off their game while
in the comfort of their own sur-
roundings. Owners of artificial
putting greens maximize their
practice sessions by eliminating
valuable time spent driving to and
from the club. What’s more, pro-
fessional synthetic putting greens
provide a true ball roll like nat-
ural putting greens, and even
enhance the landscaping beauty of
a backyard while increasing an
owner’s property value. Since each
green is maintenance free—
requiring no mowing, watering or
other yard work—it leaves golfers
and homeowners more time to
practice their putting and chip-
ping year round.

To learn more about All Pro
Putting Greens visit www.allpro
greens.com or call 800-334-9005.

Professional synthetic putting
greens from All Pro can save
golfers time, money and valuable
strokes while enhancing the
beauty of an owner’s backyard.

What Americans Drink
(NAPSA)—When Americans get

thirsty, what are they reaching for?
Water. While tap water is con-
sumed most, demand for bottled
water continues to grow steadily.
The industry’s commitment to
stringent regulation and quality
control has played a key role in
this growth, as more consumers

demand the consistent safety, qual-
ity, good taste and convenience of
bottled water.

Although most Americans recog-
nize the health benefits of hydra-
tion, people are still not drinking
all the water they should. A recent
survey by the International Bottled
Water Association found that even
though 63 percent of Americans
know that they should drink eight,
eight-ounce servings of water daily,
the average water consumption is
currently only 5.3 servings a day.

As consumers increasingly
choose to quench their thirst with
bottled water, they can feel confi-
dent knowing that it is subject to
federal, state and industry regula-
tions. The U.S. Food and Drug
Administration regulates bottled
water as a packaged food product
with standards of quality that, by
law, must be at least as stringent
as those for tap water.

Bottled water’s growth and pop-
ularity are likely to continue as
more consumers choose to make
water part of their daily diet. For
more information about bottled
water or for the detailed survey
results, go to www.bottledwater.org.

U.S. Daily Average Drink 
Consumption by Serving

1.8
Coffee

Filtered or
non-filtered water

3.6

1.7
Bottled water

1.3
Soft drinks-

caffeine

Milk
1.2

Juice
1.1

Tea
0.9

Alcohol
0.5

Soft drinks-no caffeine
      0.6

Wirthlin Worldwide

According to a new survey,
Americans drink 1.7 servings of
bottled water every day.

(NAPSA)—Everyone has heard
of spring cleaning for their home.
But, did you realize that spring is
a great time to clean your car too?
In fact, a thorough cleaning under
your car ’s hood could prevent
future problems from occurring. 

According to the Car Care
Council, an organization that has
been promoting the car mainte-
nance message for more than 30
years, car neglect is responsible
for nearly 2,600 deaths, 100,000
disabling injuries and more than
$2 billion lost each year. In an
effort to reduce car neglect and
these staggering statistics, NAS-
CAR legend Richard Petty and the
Car Care Council are joining
forces to educate Americans on the
importance of proper engine main-
tenance with the “All 3 Every 3”
program. Designed by Petty and
his crew chiefs, the engine mainte-
nance program recommends three
steps every 3,000 miles: 

(1) Change Your Oil. The addi-
tives in motor oil become depleted
as oil accumulates mileage. When
motor oil loses its protective addi-
tives, your engine can suffer dam-
age to the bearings, cylinders,
camshaft and valve train.

(2) Clean Your Fuel Injectors.
Just as your oil gets dirty after
3,000 miles, so does your fuel
intake system. However, if you
clean your fuel injectors every
time you change your oil, you will
keep your fuel intake system
clean and running efficiently.

(3) Check Your Belts, Hoses
and Fluids. Check for cracks in
belts and soft spots on hoses. By

not replacing belts and hoses
when these conditions exist, you
risk breakdowns and costly dam-
age to your engine. Also, check
fluid levels. Fluids can evaporate,
leak or deteriorate and need to be
checked regularly.

“People have gotten away from
performing regular maintenance
on their cars,” said Petty. 

“By partnering with Petty and
supporting the All 3 Every 3 pro-
gram, we have the opportunity to
get our message out to an even
greater audience and continue to
show America that car mainte-
nance is vital to their safety and
financial well-being,” says Donna
Wagner, president of the Car Care
Council. 

To help further educate car
owners about the importance of
car maintenance, Petty has
launched all3every3.com.

Don’t Let Car Neglect Run You Off The Road

There are numerous safety
and financial reasons car own-
ers need to value automobiles
as an investment, rather than
just a means of transportation.

by Lars Nyberg
(NAPSA)—Whatever your line

of business, your company may
benefit from a new “warehouse.”

Companies now use
an enterprise data
warehouse to analyze
all the available data
they have and turn it
into actionable infor-
mation. These ware-
houses then can make
the information read-

ily available to employees.
The technology can help com-

panies push the decision-making
process down the chain of com-
mand—from high level managers
who traditionally have access to
such information, to the employ-
ees on the “front lines” of cus-
tomer service. It is all about align-
ing an organization’s technology
investment to enable employees to
make better, faster decisions.

Such technology has become
increasingly important in the
ever-changing global marketplace.
As commoditization is a challenge
in most industries today, compa-
nies are having difficulty differen-
tiating themselves from their
competition. Even if you are not
operating in a commoditized mar-
ket, a fantastic product no longer
guarantees a competitive advan-
tage over the long term. Competi-
tors can duplicate almost any
product, and competing on price
alone can lead businesses into a
downward spiral. An enterprise
data warehouse, however, allows
companies to tailor communica-

tion and build the relationship
with individual customers—and
that is a business advantage that
never goes out of style.

If, for example, a customer were
to call a cellular company to com-
plain about frequent lost connec-
tions, most company customer-ser-
vice branches would want to take
action and solve the problem. To
take action, however, information
is needed. The customer service
representative would need to know
how well the company served the
customer in the past and what is
the customer’s calling profile. Next,
the representative would need to
know the profitability of the cus-
tomer and the potential lifetime
value of the business relationship.
In addition, what are the financial
implications of any service reme-
dies the representative may offer?
When is the customer’s contract up
for renewal and what are competi-
tors offering? All in less than two
minutes.

Typically, the information the
customer service representative
needs is held by several different
departments—operations, sales,
marketing, etc. The customer ser-
vice representative, however,
needs to know the whole picture.
He or she needs access to all the
available information about that
customer in order to make the
best decision—and make it
quickly. An enterprise data ware-
house is the technology founda-
tion that makes this kind of real-
time response possible.

The right decision can have a

significant financial impact. Con-
sider the cellular example. Cellu-
lar companies lose thousands of
customers daily. In the telecom-
munications industry this is
called customer churn. With the
churn rate for the wireless seg-
ment at two percent per month,
even a small improvement in
retaining profitable customers
would mean millions of dollars to
the bottom line.

In our own experience, NCR
consolidated dozens of locally-
based systems into one Teradata
enterprise data warehouse. The
Teradata system helped us
improve our business processes
and financial performance. Better
quality analysis based on one
“version of the truth” allowed us
to discover efficiencies, reducing
our annual  finance infrastructure
costs by $600 million. We also
improved our asset management,
resulting in a $100 million sus-
tainable reduction in finished
inventory—and, as many busi-
nesses have found, that’s the real
value of information.

• Mr. Nyberg is chairman and
chief executive officer at NCR Cor-
poration (NYSE: NCR). NCR is
the leading provider of Relation-
ship Technology solutions, includ-
ing the Teradata database and
analytical applications, auto-
mated teller machines and store
automation systems. The company
is ranked number one worldwide
in data warehouses above one ter-
abyte in size, ATMs and stationary
barcode scanners.

Learning The Value Of Information

Lars Nyberg

(NAPSA)—There’s now a book
designed for women—ages 22 to
39—that shows how to be beauti-
ful on a budget while still retain-
ing some savings to plan for the
never-really-certain future. Cash
in the City: Affording Manolos,
Martinis and Manicures on a
Working Girl’s Salary (Wiley,
$14.95), by Juliette Fairley, is a
personal finance guide geared
specifically to the 33.2 million
city-dwelling single women across
the United States.

This season’s hottest sunglass
looks include sleek and sophisti-
cated wrap-around shields by
Diesel Polar Star, rimless demure
frames by Burberry, European
suspended lenses from Gucci,
logo-driven designs from Gucci
and Christian Dior, a “sporty chic”

drop temple look from Gucci; gray
flash mirror lenses from Ralph
Lauren and plastic wrap sun-
glasses from Yves Saint Laurent.
For more information on this sea-
son’s sunglasses, call Solstice at
646-348-6100.

(NAPSA)—Before building
your pool, experts advise obtain-
ing free booklets such as Equip-
ping Your New Pool from Pentair
Pool Products.The booklet talks
about lighting systems, cleaning
your pool, automating the opera-
tion and heat pumps. Pool owners
can call 1-800-374-4700 for in-
ground or above ground pools or,
for more information, visit
www.pentair pool.com.

According to the National
Gardening Association, 45 per-
cent of Americans garden in their
yards and 40 percent provide food
for wild birds. Building a back-
yard habitat is not hard. To
help, experts at the National
Wildlife Federation’s Backyard
Wildlife Habitat™ program have
created a Backyard Wildli fe
Habitat planning guide. The
guide is available for $14.95 by
calling (716) 461-3092 or go to
www.nwf.org/backyardwildlife
habitat.




