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(NAPSA)—Buried under a
seemingly insurmountable moun-
tain of wrapping paper? Have
more cookies than you could ever
eat? Never want to see another
chocolate bar again? Sounds like
fundraising season. 

Every year, thousands of fami-
lies participate in drives to raise
much-needed funds for their
schools. And while the money
raised is important, many parents
dread the amount of time and
work required—and the limited
return. Plus, many feel uncom-
fortable repeatedly asking friends
to continue supporting their chil-
dren’s activities. A little creativity,
however, can make all the differ-
ence. Companies like DIRECTV,
Target and Staples have low-
maintenance programs to help
local schools raise money.

Jean Carucci, a mom and for-
mer PTO president in Stamford,
Conn., says, “There are lots of pro-
grams that can work, if you’ll look
for them, and don’t just settle for
the tried and true. We know par-
ents are disappointed about all
the time they spend, and they get
tired of doing the same programs
every year. But there are ways to
be successful at these efforts that
won’t take all your free time and
can even be fun.”

Here are some tips you might
try when it’s time for your school’s
fundraising drives:

• Take on what you can man-
age. If your kids are running sev-
eral programs for various groups
at once, it’s important to choose
how extensively you participate
in each. Don’t overpromise, and
don’t feel pressured into saying
“yes” to something you know you
can’t do.

• Look for a strong return.
Like any good business endeavor,
you want the most return for your
investment. Participate in pro-
grams that can help you maximize
your time, give maximum value to
people you contact, and save you
lots of logistical problems like
delivering product to people’s
homes.

• Be on the lookout for new or
different programs. One innovative
program is DIRECTV4Schools,
which contributes $100 to your
child’s school for every new cus-
tomer who activates service and
rewards the school for current
customers who extend their
commitment for one year. Find
out more about this program at
DIRECTV4Schools.com.

• Rotate your list of prospects.
Don’t approach the same friends
every year with the same program. 

• Be active with your PTO and
school. Your input, individual cre-
ativity, and active involvement are
important to the success of any
program.

Most important, make it fun.
When you set realistic goals, share
the work, and find a program you
really believe in, you’ll be amazed
at how satisfying and rewarding
school fundraising can be. 

Putting the FUN Back in School Fundraising (NAPSA)—Motorists have no
need to brush up on their color
choices. For the sixth year in a row,
silver shone at the top of the list of
colors chosen by buyers of new cars
and light trucks sold in North
America. The 2005 DuPont Auto-
motive Color Popularity Report
cited the continued, but waning,
lead of silver in the 53rd compila-
tion of consumer color preferences.

Silver Still At
The Top Of The Charts

Though more dominant in
years past, silver accounted for 18
percent of all car and light truck
sales in North America, 25 per-
cent of sales in South America, 29
percent of all sales in Europe, and
a whopping 30 percent of all sales
in Asia.

“The mind thinks of silver as a
precious metal, such as gold, but
more attainable,” said award-win-
ning color expert Leatrice Eiseman.
“Silver glistens, glimmers and
sparkles. There’s just something
about the appeal of opulence.”

Several Colors Strengthen;
Gray Makes Substantive Gains

While silver still leads the color
pack, the advantage over other
hues has faded in favor of chro-
matic shades such as blue, red
and light-metallic brown, as well
as medium-dark gray. All of this is
combining to put silver ’s lead
under pressure from several col-
ors, all mere percentage points
behind the leader. 

“Gray is branching out of its
silver base,” said Karen Surcina,
color marketing and technology
manager for DuPont Automotive
Systems. 

Black, now often seen with
metallic effects, such as flakes or
chips of mica or aluminum, also
strengthened as the second-most
popular color in Europe and

remained among the top three in
South America and Asia. 

Manufacturers Occasionally
Get It Right

Some manufacturers, such as
Porsche, have hit the color-palette
jackpot on certain models. The
limited-edition Porsche Cayenne S
Titanium comes in silver, red,
black and blue—four of the top six
colors listed by DuPont. 

“Being a limited edition, the
Porsche Cayenne S Titanium
comes only in a few colors,” said
David Pryor, Manager, Market
Research and Product Planning.
“That is for two major reasons—
one, the car is a stylistic statement
and two, we keep the selections to
a desirable minimum because we
can only produce a small number
of Titaniums.”

The Porsche Cayenne S Tita-
nium, like most limited-edition
Porsches, promises to be a sought-
after collectable, regardless of
color choice. 

Color Is Critical Part
Of Purchase Decision

The auto market is further
pushing the envelope in color, rec-
ognizing that as many as 40 per-
cent of consumers are likely to
switch brands if they can’t get the
color they want. 

Silver Still Shines As Top Car Color

Red makes outstanding vehicles
like this Porsche Cayenne S Tita-
nium stand out in the predomi-
nantly silver SUV crowd.

Healthful Weight Loss
(NAPSA)—Finding a diet that

you can stick with can be challeng-
ing. Sometimes it’s a matter of per-
sonal preference, but in other
cases, it’s a question of tolerance.
For example, some people are
unable to digest certain food ingre-
dients—such as lactose or gluten—
which limits what they can eat as
part of a diet plan. 

To help make it easier for peo-
ple who not only have difficulty
digesting milk and milk products
but also want to lose weight, Slim-

Fast has announced the introduc-
tion of a line of Easy to Digest
weight-loss shakes that are lac-
tose and gluten free and have
enhanced nutritional benefits.
The new shakes contain higher
percentages of vitamins B6, B12
and D—nutrients that are impor-
tant for people over 50—and are
an excellent source of vitamins C
and E. One shake also provides 50
percent of the Recommended
Daily Value for calcium, an essen-
tial nutrient that is often deficient
in the diets of people who are lac-
tose intolerant.

The Easy to Digest shakes pro-
vide a precise balance of lean pro-
teins, complex carbohydrates and
fat blends that follows the nutri-
tional recommendations from lead-
ing health authorities. To learn
more, visit www.slim-fast.com or
call (800) SLIM-FAST. 

A new meal replacement shake
has been developed for people
with food sensitivities.

(NAPSA)—The right stocking
stuffer will help get your holiday
shopping off on the right foot. For
some unique and affordable ideas,
check out www.wonka.com.

* * *
Of the 16 million Americans

with diabetes, 25 percent will
develop clinical signs of xerosis,
or extremely dry skin on the
heels of their feet. The reason
why? Diabetes causes reduced
perspiration, especially with the
skin on the feet. To learn more,
visit www.EucerinUS.com.

* * *
The Gallo Family Vineyards

Twin Valley line offers wines that
can be paired with classic take-out
dishes—and each wine is priced at
$5.99…LESS than the average
take-out meal. For more informa-
tion, visit www.ejgtwinvalley.com. 

* * *
A free booklet—“Frankly

Speaking About New Discoveries
in Cancer: Special Focus on Col-
orectal Cancer”—is available from
The Wellness Community. It has
information and resources for
patients and caregivers. To learn
more, visit www.thewellnesscom
munity.org.

* * *
The Home Depot Home Ser-

vices provides guaranteed instal-
lation for home improvement pro-
jects such as upgrading roofing,
siding or windows. Visit home
depot.com/install or call (800)
HOMEDEPOT to schedule a free
in-home consultation with a

licensed technician.
* * *

Taking your TV search online
can help you research the best
television options for your needs.
For example, at www.dell.com/tvs,
you can find a range of television
sizes and features to fit virtually
any budget.

* * *
Sewing machines are hot this

gift-giving season, with high-tech
machines like the Husqvarna
Viking Designer SE seeming more
like PCs than sewing machines.
For more information, visit
www.husqvarnaviking.com. 

* * *
From a doctor who reimagined

the concept of nursing homes to a
renowned photojournalist, the
recipients of the 12th Annual
Heinz Awards—among the largest
individual achievement prizes in
the world—are being celebrated
for groundbreaking achievements
within a broad span of human
endeavor. To learn more about the
awards, winners and the nomina-
tion process, visit www.heinza
wards.net.

(NAPSA)—Americans are more
pet-crazy than ever. Nearly two
out of every three U.S. households
own a pet, with millions more
adding pets every year. If you’re
considering adding a pet to your
family, how do you decide what
kind of pet is best for you?

While cats and dogs immedi-
ately jump to mind, potential pet
owners should consider four key
areas—health issues, residential
restrictions, your level of pet expe-
rience and the work required to
care for the pet.

According to WebMD, about 15
percent of us are allergic to ani-
mals. In fact, 11 million Ameri-
cans are allergic to cats alone.
Allergies can develop at any age,
and some pets can exacerbate dis-
eases such as asthma. One easy
way to avoid such problems is by
choosing to own tropical fish: A
beautiful aquarium poses no
allergy or asthma problems. 

Residential restrictions can also
affect the choice of a pet. Many
rented dwellings place limits on
furry animals. And it’s often diffi-
cult to provide such animals with
areas to run and play. But aquari-
ums—for tropical fish, for goldfish,
for turtles—can fit into any home,
as there are dozens of sizes and
shapes of tanks for your pets. 

Before you add a pet to your
family, consider how much care
your new pet will require and how
much experience you have with
pets. Fortunately, the Internet
offers a world of information and
how-to guidance for the new pet
owner. There are even Web sites
that will walk you, step by step,

through your new pet ownership
experience.

One such program is TetraCare
(www.TetraCare.com), a free,
online service from Tetra, the
world’s leading brand of aquarium
fish food. TetraCare walks the pet
owner through the process of set-
ting up and maintaining an
aquarium, with fish-care e-mails,
one-on-one access to aquarium
experts and more. 

Using TetraCare when setting
up an aquarium is also an easy
way to get children involved. Chil-
dren can learn about the responsi-
bility of keeping a pet by helping
with feeding, water changes, and
more, simply by following the easy
steps outlined by TetraCare. 

While the actual time spent
maintaining an aquarium is
determined by its size and com-
plexity, aquarium ownership does-
n’t have to be burdensome. The
average home aquarium takes no
more than 20 to 30 minutes of
attention each week—a small
price to pay for hours of pet-keep-
ing pleasure.

Americans Love Their Pets!

***
Trust yourself. Create the kind
of self you will be happy to live
with all your life. Make the most
of yourself by fanning the tiny,
inner sparks of possibility into
the flames of achievement.

—Foster C. McClellan 
***

***
Somehow I can’t believe that
there are any heights that can’t
be scaled by a man who knows
the secrets of making dreams
come true. This special secret,
it seems to me, can be summa-
rized in four C’s. They are
curiosity, confidence, courage,
and constancy and the greatest
of all is confidence. When you
believe in a thing, believe in it
all the way, implicitly and
unquestionable.

—Walt Disney 
***




