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VA N C O U V E R  —
Chad Hedrick, 
the Winter Olym-
pian from a town 
called Spring, 

arrived at the 2006 Turin 
Games with big talent, a big 
personality, big dreams and 
two big nicknames.

One was “The Exception,” 
in recognition of his 
remarkable transition in 
two years from speedskating 
novice to world champion. 
Another was “The Paris 
Hilton of Speedskating,” 
for his pursuit, in the wake 
of relentless training, of 
relentless off-ice recreation.

“If you don’t celebrate,” 
he said as the 2006 Games 
approached, “what’s it all 
worth, you know?”

He walked the walk in 
Turin, Italy, winning one 

medal of each color. But 
it was his mouth — from 
his cheery, incessant self-
promotion to his less-than-
cordial exchanges with U.S. 
speedskating rival Shani 
Davis — that left a more 
lasting impression among 
casual viewers.

Four years later, at 32, 
Hedrick has arrived at the 
2010 Vancouver Winter 
Olympics for the final 
competition of his skating 
career. He is a husband and 
father and a new homeowner. 
He remains a relentless 
competitor, with eyes fixed 
on the chance for four more 
Olympic medals.

This time, however, his 
family and friends will wear 
T-shirts that list not only his 
name and Web site, but also a 
Bible verse about the relative 
value of temporal and 
spiritual rewards. And, only 

By DAVID BARRON
H O US TO N  C H R O N I C L E
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»All you need to 
know about the big 
game. SECTION M
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He was the 
bad boy of 
skating in the 
2006 Games, 
but the Spring 
Olympian has 
changed the 
way he looks at
his life and sport

INSIDE

KICKOFF:
5:25 P.M.
 CBS; 740,
790 AM

SMILEY N. POOL :  C H R O N I C L E

NEW GOLDEN BOY: Chad Hedrick left the 2006 Olympics with a gold medal but a less-than-golden 
reputation. These games will likely be different. For more on his sport and career, see PAGES C4-5

Please see HEDRICK, Page A8

TRAVEL

»Vanessa Jordan took dating so seriously 
that her future husband, Raymond, had 
to fill out a four-page application during 
their first date. PAGE G2

LOVE STORIES

GOOD ON PAPER

A BIG RUSH 
»With 5,000-foot drops and 
engulfing isolation, California’s  
Big Sur coastline is terrifyingly 
beautiful. PAGE J1
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NASA MUST 
TAKE NEXT 
GIANT STEP

When man first dreamed 
of venturing to worlds be-
yond his own, there was but 
one overwhelming question: 

How? That was then. Before 
NASA. Before Apollo. Before 
one giant step.

Now it’s all about how 
much. With yet another of the 
agency’s programs threaten-
ing to careen out of control 
and trample a string of mean-
ingless target dates, President 
Barack Obama stepped in last 
week and pulled the plug. 
Gone in toto is the Constel-
lation program, the goal of 
which was to send America 
back to the moon and lay the 
groundwork for more ambi-
tious efforts.

While politicians screamed 
and contractors feared for 
their jobs, NASA said it 
was still committed to hu-
man space exploration and 
referred to the large centers
that support it as the agency’s 
“crown jewels.” 

Charles Bolden, NASA’s 
administrator,  did his best to 
promote the positive effect of 
once again opening the floor 
for discussion.

“What’s exciting is that 
we’re now going to have a 
national debate about where 
we need to be going in terms 
of space exploration,” Bolden 
said.

 Such debates have been 

Agency, and a nation, have to plot 
a new course for space exploration

By MIKE TOLSON
H O US TO N  C H R O N I C L E

ANALYSIS

Please see NASA, Page A14
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Does your contractor have 
lead-safe certification?
By SCOTT REACH 
Scott Reach Builders

In Texas there is no requirement for builders 
and remodelers to be licensed or certified.

However, that is about to change. Beginning 
April 22, there is a federal requirement for 
contractors working in pre-1978 housing and 
child-occupied facilities to be certified in lead-
safe work practices.

The EPA (Environmental Protection Agency) 
has new legislation called the “Renovation, Re-
pair and Painting Rule.” The RRP Rule requires 
contractors, trades, landlords, and any firm 
that is disturbing as little as 6 square feet of 
lead-based paint to be trained and certified in 

Please see CERTIFICATION, Page 5.

SAFETY FIRST: Beginning in April, contractors work-
ing on older homes will need training and certifica-
tion in lead-safe practices. 

Community Blogs
DADDY DAZE
Being a dad in Houston

COOK’S TOUR
A dining blog with Alison Cook

DOG BREATH
A dog blog with Melissa Bech                      
and Joey Guerra

CELEBRITY BUZZ
Your daily dose of hot news & gossip.

Go to kaangohouston.com

Claim this spot! Buy this prime position.  
Call 713-224-6868.

TEXAS HOMES
MUST BE SOLD!100+

FEB 27TH, MAR 6TH & 7THOPEN
HOUSE:

AUCTION
DATES: MAR 13TH - 14TH

www.AUCTION.com
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Getting the attention of your customer base can be more complicated — and more efficient — 
than ever since the advent of Internet search giants such as Google and Yahoo!, social media such as 
Facebook and Twitter and technologies like smart phones.

But businesses needn’t sign costly ad schedules with every outlet consumers touch in order to be 
noticed. Hearst Media Services can deliver our own great reach plus that of our online media partners 
in one ad buy. We also can refine your campaign’s coverage to only the most relevant geographic, 
demographic and/or psychographic targets across the most relevant media platforms.

With a combined print and online audience that reaches 52% of the market every week, we can help 
you reach millions or just a neighborhood!

in Print:
– POWERFUL reach: the 7th largest U.S. daily with 366,578 circulation and 1 million readership
– Sixth largest U.S. Sunday newspapers with 526,440 circulation and 1.6 million readership 
– DAILY opportunity to touch customers
– GREAT BRANDING tool
– HIGHLY TARGETED DELIVERY (down to sub-ZIP level) in Kaango Classifieds 
   (Thursdays, Sundays) and Neighborhood News (Sundays)
	 •	 Power	Day	Packages	(Thur./Fri./Sun	print	+	four	days	online)	up	80,000	subscribers
	 •	 Sunday	readership	among	adults	with	HHI	more	than	$75,000	up	8%
– OPTIONS, including InstaAd.net self-service ad portal for many print sections

online: 
– TARGETED DELIVERY of highly visible banner ads on Houston’s #1 local Web site
– HIGHLY EFFICIENT pay-per-click Search Engine Marketing with transparent reporting
– MAXIMUM EXPOSURE SEM partnering with Yahoo!, Google, Ask & Bing
– COST-EFFECTIVE, permission-based E-Mail Marketing, approved for mass servers 
   (no spam bouncebacks) 
– COUPONS.COM fast, easy way to advertise special deals that drive online users to your business
– TAP SOCIAL MEDIA to spread the word about your business via Facebook

mobile:
– ON-THE-SPOT user engagement via SMS messaging
– TWO-WAY CONVERSATION with ever-growing audience of smart phone users
– EASY-TO-IMPLEMENT for advertisers; user friendly for consumers
– OPTIONS INCLUDE banner ads, landing pages, mobile Web sites 
– PLUS POPULAR online polls, voting and contests

Source: Audit Bureau of Circulations, 6 months ended 3/31/10; Scarborough Report 2009, Release 2, Houston DMA adults

to put more power in your marketing, contact at (713) 362-6035.
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