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(NAPSA)—If you are among
the one in five American families
that have more than one com-
puter in your home or among the
71 percent of households that
have one and intend to purchase
an additional computer, here’s
some news that may help to take
a big bite out of your monthly
Internet bill. 

AT&T has unveiled an industry
first: the AT&T Internet Family
Plan, an Internet account for the
entire family. The plan is only
available to AT&T residential
local and long-distance customers.
It works like this: The AT&T
Internet Family Plan allows sub-
scribers to sign up for one unlim-
ited Internet account for $23.99 a
month, and get two additional
unlimited “guest” accounts for
free.

Subscribers to the plan can use
all three accounts in the same
household or give the guest
accounts to family or friends any-
where in the United States. The
plan enables up to three members
of a multi-computer household to
use the Internet simultaneously,
for about the same price as a sin-
gle account from other Internet
service providers.

One Bill Covers All Three
The AT&T Internet Family

Plan main account is automati-
cally billed to the subscriber’s res-
idential local or long distance
AT&T account. Guest account
recipients never receive a monthly
bill, making it easier and more
affordable than ever to stay in
touch with loved ones across town
or across the country. 

“Personal computers are becom-
ing as commonplace as televisions
in U.S. homes, and are increas-
ingly shared by families for com-
municating, shopping and surfing,”
said Ray Solnik, AT&T Data Mar-
keting vice president. 

“The Family Plan lets con-

sumers affordably connect up to
three people to the Internet,
putting an end to the battles
caused by taking turns to get
online at the family PC, and
enabling subscribers to give their
parents, siblings or friends a mean-
ingful gift for staying in touch.”

Each Internet Family Plan
account is a full featured premium
service that includes: six e-mail
IDs, instant messaging and chat,
anti-spam features, anti-virus
protection and parental control
software.

For more information about the
Family Plan, call 1-800-WORLD-
NET or visit http://download.
att.net/4family/. 

First Family Internet Plan Is Unveiled

ALL IN THE FAMILY—Customers of one of the leading communica-
tions companies are now able to get three unlimited Internet
accounts for the price of one.

(NAPSA)—Fresh, local and or-
ganic foods are ‘what’s on the
plate’ in restaurants for 2003. 

That’s according to a ‘Taste
Trends’ survey sent to chefs who
participate in Share Our Strength’s
Taste of the Nation, presented by

American Express
and Jenn-Air®. The
chefs also revealed
that comfort food
and home cooking
will continue to
stay in vogue this
year at America’s
top restaurants. 

Vegetables were
the number one
choice for the chefs
when it comes to
experimenting with
food, and thirty-
nine percent say
that filet of beef
and salmon are the
most popular meat
and seafood items

on the menu this year. 
Some of these trends will be on

attendees’ plates this year at Taste
of the Nation, the nation’s largest
gourmet anti-hunger benefit.
Taste of the Nation unites more
than 6,000 chefs and restaura-
teurs, 65 cities, and 65,000 guests
for one cause—to end hunger. 

“For 16 years, the culinary
community has been the backbone
of Taste of the Nation by donating
countless hours of their time and
gourmet food to help Share Our
Strength end hunger,” said Bill
Shore, founder and executive
director of Share Our Strength. 

“Taste of the Nation represents
the possibility that comes alive
when communities, including
businesses and individuals, join

together to take action,” said Scott
R. Feldman, vice president, indus-
try relations and strategy, Ameri-
can Express. “In the 12 years that
American Express has been a
proud sponsor of Share Our
Strength, the need for its services
has only increased. We salute the
chefs, volunteers and attendees
for their important contribution in
the fight to end hunger.” 

Today, more than 33 million
Americans—one in ten households
—cannot afford enough food to
meet basic needs. In an era when
private sector support and commu-
nity involvement are increasingly
important to helping at-risk indi-
viduals, Taste of the Nation serves
as an innovative, exciting and
model solution to fighting hunger. 

“Share Our Strength’s passion
and creativity make it one of this
nation’s finest philanthropic orga-
nizations,” said Bill Deter, vice
president of Jenn-Air. “By combin-
ing charitable action with the
appeal of fine dining, Share Our
Strength’s Taste of the Nation
truly makes it fun for people to
contribute to a great cause. We
are both excited and honored to
join forces with Share Our
Strength in the fight against
hunger.”

In addition to the national
presenting sponsors, American
Express and Jenn-Air®, product
sponsors include SYSCO Corpora-
tion, EVIAN® Natural Spring
Water, illy caffè, Brown-Forman
Beverages Worldwide and Mer-
cedes-Benz USA.

Since 1988, Share Our Strength’s
Taste of the Nation has raised
nearly $50 million. To buy tickets
to Taste of the Nation in your city,
visit www.strength.org.

Helping Others Is On The Menu in 2003

Taste of the
Nation is the
nation’s lar-
gest gourmet
anti -hunger
benefit, unit-
ing more than
6,000 chefs in
65 cities.

(NAPSA)—There are many
reasons Americans want to learn
more about a region referred to as
the “other” Georgia. 

The former Soviet Republic of
Georgia, nestled in the Caucasus
Mountains, boasting beautiful
Black Sea resorts and dozens of
winter sports areas, is rich in his-
tory and culture. Located where
Europe meets Asia, Georgia was a
key crossroads of the old “Silk
Road” trading route from medieval
Europe to India and China. 

Georgian history was recorded
by the ancient Greeks—Prometheus
was forever chained to a rock in the
Caucasus Mountains that today
separate Georgia from Russia. The
tale of Jason and the Argonauts is
based along Georgia’s Black Sea
coast. The legend of the Golden
Fleece is based on the Georgian
miners using wool to sift for gold
in the mountain streams. 

Georgia became independent
following the Russian Revolution
in 1918 but was forcibly annexed
into the Soviet Union in 1921.

Georgia has been free and democ-
ratic since 1991. 

A strong ally of the U.S., Georgia
borders Turkey, Russia’s Muslim
province of Chechnya, Armenia and
Azerbaijan. 

Within a few hundred miles of
Baghdad and Tehran, it is used as
a base for U.S. troops. As an outpost
for the West, Georgia seeks mem-
bership in NATO and stronger trad-
ing relationships with the United
States and Europe.

Georgia is a leader among for-
mer Soviet Republics due to its
democratic government and
strong commercial system. As
American interests continue to
focus on the Middle East, the
“other” Georgia may be more
prominent in the news because of
its strategic location.

Because of its recreational
opportunities, world-renowned
wine industry and friendship with
the U.S., the “other” Georgia may
soon be on more people’s minds.
For more information, visit
www.georgiacaucasus.com.

The Other Georgia On My Mind

(NAPSA)—Federal District
Court in Tennessee has authorized
a group of current and former
employees suing auto parts giant
Pep Boys to send a notice of their
class action lawsuit to approxi-
mately 86,000 other current and
former employees of Pep Boys.
Employees interested in joining the
lawsuit or who would like more
information, can reach Yezbak at
866-255-3866 or by e-mail at
yezbak@yezbaklaw.com. McGil-
livary can be reached toll-free at
866-833-8860 or at gkm@wmlabor
law.com. More information is avail-
able at www.yezbaklaw.com and
www.overtimepay.com.

To nominate a teacher for the
2003 Chadwick’s of Boston National
Teacher of the Year Award, print
or type 250 words or less detail-
ing how the teacher has posi-
tively affected the community,
the school, the class and/or the
students. Nominations should be
e-mailed to cobteacher@aol.com or
mailed to: Teacher of the Year, c/o
Mail Boxes Etc., Box 151, 946
Great Plain Avenue, Needham,
MA 02492. Nominations must be
in before the expiration date of
June 30, 2003. Include your name,
address and phone number, and
the nominated teacher’s full name,
school name, school address and
school phone number.

If you’re looking for some
amusement, you may want to con-
sider the Islands of Adventure at
Universal Studios in Orlando,
Disneyland, SeaWorld or Busch

Gardens Williamsburg. After you
decide where you want to go, you
can use Streets & Trips to help
you plan your perfect trip to these
or other destinations. With
Streets & Trips 2003 you will be
ready to make this vacation one
you will never forget. For more
information about Streets & Trips
2003, visit www.microsoft.com/
streets/.

To help you navigate paper
piles and reduce the hassle and
stress that often is part of the tax
filing process, ACCO brands, a
global office products company
that has provided people with
organizational solutions for 100
years, has tips on how to organize
your tax-related documents to
make sure they are easy to reach
when you are ready to file. Visit
accobrands.com for information
about your organizational tools
designed to keep you on top of
your documents during the tax
season and year round.

(NAPSA)—Heart disease is a
woman’s concern. One in three
women will die from heart dis-
ease, say Rite Aid pharmacists.
Certain factors increase the risk
of developing heart disease. For-
tunately, these factors can be con-
trolled. Knowing what can be
done and taking action can make
a difference. For more information
or to find a Rite Aid pharmacist,
visit www.riteaid.com.

High-protein diets may be all
the rage, but it’s important to note
that carbohydrates are still the
body’s fuel of choice and the foun-
dation for healthy eating. Nutri-
tionists say that not all carbohy-
drates are the same. It’s not only
the  amount  o f  carbohydrates
you eat, but the type that matters.
The recent New York Times best-
seller The New Glucose Revolution
(Marlowe, $15.95), agrees. Writ-
ten by some of the world’s leading
authorities on carbohydrates, the
book explains how the differences
between carbs can be measured
by the glycemic index (GI), which
ranks carbohydrates based on
their effect on blood-sugar levels. 




