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(NAPSA)—Parents: Did you
know that talking to your kids
about not smoking encourages
them to stay smoke-free? Though
a study published by the Ameri-
can Academy of Pediatrics indi-
cates that kids are less likely to
smoke if they think it would upset
their parents, most parents still
aren’t talking. In fact, a recent
survey conducted by Impulse
Research on behalf of Lorillard
Tobacco Company’s Youth Smok-
ing Prevention Program revealed
that 79 percent of parents ranked
other issues like drugs, alcohol
and sex as more important to dis-
cuss with their kids than not
smoking. 

“Kids face so many tough
issues today that it’s hard for par-
ents to know where to begin,” says
Dr. Michael Popkin, spokesman
for “Take 10: Start Talking So
Your Kids Don’t Smoke,” part of
the Youth Smoking Prevention
Program. “With more than 3,000
kids trying their first cigarette
each day, it has never been more
important for parents to encour-
age their kids to make healthy
decisions in the future. The good
news is it takes just 10 minutes to
begin.” Dr. Popkin is also author
of the new book Getting Through
to Your Kids.

Who’s Talking?
How often are parents talking

to their kids about not smoking?
According to the “Take 10” survey,
not as often as they should be.
While 84 percent of parents agree
that talking to their kids about
not smoking is important, one-
fourth of those parents have not

talked to their kids about the
issue in the last six months.
Moms are most likely to raise the
subject. In fact, 10 percent more
moms than dads have discussed
not smoking with their kids in the
last six months. 

Take the “Take 10” 
Challenge Today

While parents may want to
start a dialogue with their kids
about not smoking, many have no
idea where to start. This year, to
help parents make that commit-
ment, Lorillard Tobacco Company’s
Youth Smoking Prevention Pro-
gram is issuing the “Take 10” Chal-
lenge encouraging parents to take
a written pledge to discuss not
smoking with their children. Par-
ents who want to take the pledge
can visit www.2take10.com, fill out
the online form and get free
resources to help them make those
conversations easier. 

Here’s how it works:
• Log on to www.2take10.com

and complete the online pledge
form. 

• Parents  without  onl ine
access can send a postcard, includ-
ing their name, address and
phone number to “I Want to Take
the Pledge” c/o Liza Michaels,
Weber Shandwick Worldwide, 676

N. St. Clair, Suite 1000, Chicago,
IL 60611.

• Once you’ve taken the pledge,
watch the mail for a “pledge pack”
that includes tools to help you
keep your commitment. 

The All-Star Search Is On
As part of the Challenge, “Take

10” is searching for parenting “All-
Stars”—moms and dads who suc-
cessfully use communication to
encourage their kids to make wise
and healthy choices. Five parents
will receive a $5,000 donation to
the children’s charity of their
choice. Log on to www.2take10.com
for official contest rules and an
entry form.

The “Take 10” Program was
developed by Lorillard Tobacco
Company’s Youth Smoking Pre-
vention Program, in conjunction
with Dr. Popkin, to encourage
parents to discuss not smoking
with their children. The program
offers resources including an edu-
cational brochure, an instruc-
tional video for parenting groups
and the 2take10 Web site to
assist parents in beginning this
important dialogue.

Lorillard Tobacco Company’s
voluntary Youth Smoking Pre-
vention Program is a corporate
commitment to address the prob-
lem of underage smoking on a
national scale with initiatives
directed at three influence areas:
peer pressure, parental influence
and retail  access.  The effort
includes national advertising;
grassroots  communications,
retail employee training and sig-
nage to discourage youth access
to tobacco products.

And the Survey Says...Parents Are Talking Tough, but Not About Smoking
“Take 10” Program Challenges Parents to Start a Dialogue 

with Their Kids About Not Smoking
(NAPSA)—Intelligent financial

decisions can lead to results peo-
ple can bank on—even in a soften-
ing economy. There are a number
of simple financial decisions con-
sumers can make to help stretch
their dollars, cut costs and get as
much value for their money as
possible.

Choosing the right charge or
credit card can help save time and
money. If you’re thinking about
getting a new charge or credit
card this year, or simply reevalu-
ating the one you have, here are a
few suggestions to keep in mind
for choosing the one that will be
right for you:

• Count Costs—Know the
costs associated with the charge
or credit card you use such as the
annual fee, interest rate, grace
period and late charges.

• Cost/Benefit Analysis—
Compare the benefits you receive
for the fees you pay. For example,
look for a charge or credit card
that will protect your purchases
against damage and theft, extend
warranties and ensure that you
pay the lowest price. Several
American Express Cards come
with these benefits at no addi-
tional cost. Also, using a charge or
credit card provides additional
benefits in terms of legal protec-
tions such as the right to dispute
and investigate charges and fraud
protection in the event of unautho-
rized use of your card. For more
information on your card’s protec-
tions, visit your card company’s
Web site or American Express: 
www.americanexpress.com.

• Always Make A Point—
Spending money on a charge or
credit card can—literally—be a
more rewarding experience than
spending cash. Choose a card that

offers a rebate or rewarding
return for the purchases you regu-
larly make at everyday places
such as the supermarket, gas sta-
tion, drug store and even the U.S.
Postal Service. Whether you select
a reward card tied to a specific
company such as The Delta
SkyMiles Credit Card or a reward
program that offers hundreds of
travel and retail rewards, such as
the Membership Rewards pro-
gram, look for flexibility in the
places where you can earn points
as well as variety in the way you
can redeem points. Don’t forget to
watch for special offers through-
out the year that will award
bonus points or miles.

• Connecting Costs—The
Internet continues to be a great
resource for managing money and
stretching a dollar. Some card
companies offer online account
services to help you manage your
finances more efficiently such as
checking account balances, track-
ing purchases and making pay-
ments. Also, many card sites offer
financial tools that can help you
set-up and manage your budget
more efficiently. Check with your
card company.

Remember, as part of your
financial planning, select the card
that matches your lifestyle and
gives you the most benefits and,
whether spending cash or using
credit, stay within your budget.

Cashing In On Credit

(NAPSA)—A new book takes a
look back at how one of the most
successful food franchise opera-
tions transformed from small
town dreams into worldwide pros-
perity. Secret Recipe, Why KFC Is
Still Cookin’ After 50 Years
($24.95), by Robert Darden,
author of 27 books, provides a
detailed account of the astonish-
ing start-up success of KFC. 

A chance meeting between two
men, Pete Harman and Colonel
Harland Sanders, led to what
would become a worldwide net-
work of franchisees. Little did they
know that dedication, love of the
industry and, of course, a recipe
for fried chicken would establish
one of the largest fast food legacies
in the world. Secret Recipe covers
the dynasty of KFC, from the
sparse beginnings of Pete Har-
man’s Harman Café in Salt Lake
City to KFC’s success today. 

In 1952, Colonel Sanders
cashed in his Social Security check
to begin franchising his dream. In
1966, KFC hit Wall Street with an
except iona l  bang  and  many
investors took notice of what was
once a small town operation. 

“The celebration of KFC’s 50th
birthday in 2002 gives us an
opportunity to take stock in the
values the Colonel instilled in us,”
states Cheryl Bachelder, CEO and
chief concept officer of KFC Corpo-
ration. “We look to these core val-
ues that are still with us today—

hospitality and food quality—as
we strive for future growth.”

Today, there are over 11,000
KFC outlets in more than 80 coun-
tries and territories around the
world serving some eight million
customers each day. KFC Corpora-
tion is a subsidiary of Tricon Global
Restaurants, Inc., Louisville, Ky.
(NYSE: YUM.) 

The book is available at book-
stores nationwide and on the
Internet.

Read A Recipe For Success

A new book offers food for
thought on how a small town
operation has grown to become
one of the most successful quick
service restaurant chains in the
industry.

(NAPSA)—For some it’s a path
to relaxation. For others it’s a
form of exercise. For many it’s
part of the weekly “to-do” list. For
one lucky household, it will mean
$10,000. The activity—lawn care.

The winner of the fifth annual
All-American Lawn Contest, spon-
sored by Lowe’s Home Improve-
ment Warehouse and leading
lawnmower engine manufacturer
Briggs & Stratton, will take home
$10,000. Through July 31, 2002,
lawn enthusiasts are invited to
submit a description of how their
lawns meet the qualifications of
an “All-American” lawn.

Gardening is widely accepted
as the number one recreational
hobby in the United States, and
during the summer months, the
average adult spends nearly four
hours per week caring for the
lawn and garden. The All-Ameri-
can Lawn Contest enables people
to showcase the fruits of their
labor, and share how others bene-
fit from the beautiful spaces they
have created.

Whether homeowners meticu-
lously groom their grass or sim-
ply lop a few inches off the lawn
each week, they might have what
it takes to be a winner. New this
year, all qualified participants
will be entered into a random
drawing to win a lawn checkup
from Briggs & Stratton Yard Doc-
tor Trey Rogers,  Ph.D. This
nationally known turfgrass
expert will  make a special

appearance at the winner’s home
to assess the lawn’s health, iden-
tify problem areas and provide
expert lawn care advice and
maintenance tips. 

The contest runs through July
31, 2002. One grand prize winner
will receive $10,000, with four first
prize winners each receiving a
$1,000 Lowe’s gift certificate. 

To Qualify for the “Green”
To enter, contestants must

show and tell what makes their
lawns worthy of the title “All-
American.” Each entry must
include original photos or video
footage of the lawn and a brief
written description of why it
should be considered. Lowe’s and
Briggs & Stratton want to know
how homeowners create the All-
American Lawn scene—from the
activities they enjoy there to the
lawn care secrets that transform
the yard from ordinary to extraor-

dinary. Entries must demonstrate
and will be judged equally on the
following categories:

• Overall Appearance: The
visual quality of the lawn;

• Creativity: What sets one
lawn apart from the others, mak-
ing it unique and original;

• Best Use of Space: Making
the most of any lawn, whether it’s
a small strip of grass in an urban
neighborhood or a large suburban
lot;

• Lawn Care Program: The
extra steps that ensure a lawn’s
vitality; and

• Functionality of the Lawn:
How the lawn plays a role in the
everyday life of its owner and
caretaker.

For more information about the
contest and to view the lawns of
previous grand prize winners,
visit the official contest Web site
at www.allamericanlawn.com.

Official entry forms are avail-
able at all participating Lowe’s
stores, and online at www.lowes.
com, www.briggsandstratton.com
or www.allamericanlawn.com. Offi-
cial entry forms must be submitted
along with color photographs or a
VHS tape of the lawn, plus a one-
page description of what makes the
lawn All-American. Photographs
and videotapes will  not be
returned. All entries should be sent
to: All-American Lawn Contest,
P.O. Box 1829, Elgin, IL 60121-
1829. Official rules are available at
all Lowe’s stores.

National Contest Awards $10,000 To All-American Lawn




