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(NAPSA)—If it’s hard to decide
on the latest cell phone technol-
ogy, you may first want to think
about what makes you tick.
Choosing the right cell phone, say
the experts, is as easy as match-
ing the phone to your personality. 

These mobile personality pro-
files can make your choice easier. 

Tried and True Blue
If you fall into the “Tried and

True Blue” category, you’re all
about function. You want to use
your phone to communicate but
don’t need all the bells and whis-
tles—just great reception, long
battery life and an easy-to-use,
intuitive interface. Luckily, many
of these phones are offered by car-
riers as the “free phone” when you
sign a contract.

Some of the basic phone fea-
tures to look for include: speaker
phone, large color display, easy-to-
push buttons, caller ID, voice-acti-
vated dialing, optional Internet
access and tools such as an ad-
dress book, calendar, alarm clock
and calculator. 

You’ll be able to choose from
clamshell (flip-top), bar or slider
designs. For example, Kyocera
Wireless is one manufacturer that’s
known for its easy-to-use interface
and durable entry-level phones. Try
the bar-shaped Dorado or clamshell
Candid. 

Seeking Fun and Adventure
If you fall into the “Fun and

Adventurous” group, you’re play-

ful and spontaneous, but you also
know when to take things seri-
ously. You’re a multitasker who
wants a phone that adds excite-
ment and entertainment to your
life—wherever you are.

New entertainment features
such as MP3 players and megapixel
camera phones mean you can
take favorite music and images
anywhere. 

The KX5 Slider Remix is a styl-
ish, sleek, sliding phone with
high-resolution color display—
ideal for playing mobile games on
the go. 

It includes a 1.3 megapixel dig-
ital camera, video record and
playback, digital music player,
Web browsing plus software for
easy downloading of games, ring-
tones and more. Most entertain-
ment phones like KX5 Slider
Remix include removable memory

to store hundreds of songs and
pictures. 

The Mobile Graduate 
“Trendsetter”

If you adapt easily to change and
always have the next best thing,
then you are likely in “The Trend-
setter” group. Whether at work or
play, you pay attention to news and
current events and know all the
hottest trends. 

The good news is you don’t
have to pay top dollar for new
high-tech devices like Jet, which
offers next-generation broadband
wireless at an affordable price
(around $120). 

Offered by a new wireless
entertainment company, Amp’d
Mobile, in late 2005, Jet combines
the latest cutting-edge features
such as a 1.3 megapixel camera
and video recorder, an MP3
player, push-to-talk walkie-talkie
capability and broadband speeds
with a uniquely designed propri-
etary user interface for easy
access to music, entertainment,
gaming, sports, lifestyle and more. 

Jet users can fully customize
their phones’ content so no two
phones are alike—just like you. 

To find out where these phones
are available, visit www.kyocera-
wireless.com. Whether you fall
into the “tried and true blue,” “fun
and adventurous” or “trendsetter”
category, there is a phone that will
fit your personality and that won’t
break the bank. 

Matching Your Technology To Your Personality

If you like fun, new cell phone
features can supply it.

(NAPSA)—Many travelers are
finding that for a minimal cost,
travel insurance can offer the
coverage protection they seek
when they take a vacation. 

One reason a number of today’s
travelers opt for travel insurance is
trip cancellation coverage protec-
tion. This ensures that their val-
ued travel investment—such as
deposits and nonrefundable airline
tickets—can be covered under
many conditions, some of which
consumers might not expect. 

A recent example of how this
works involved a family that, just
three weeks prior to setting sail for
a holiday cruise, learned that their
12-year-old daughter had torn her
knee and would require surgery.
Their doctor ordered the daughter
not to travel, and the family can-
celled its plans. Luckily, they had
purchased travel insurance for
everyone planning to cruise. While
the family’s vacation was off, their
cruise deposit and travel invest-
ment were reimbursed by their
travel insurance plan, which
amounted to more than $8,900.

Travel insurance coverage
through a company called Travel
Guard provides reimbursement for
non-refundable expenses, up to the
limit of coverage purchased, if
travelers are forced to cancel their
trip due to a personal or family
medical incident—or if a hurricane
affects travel to their destination.

“This family, like most con-
sumers, planned wisely and bud-
geted for their annual trips, which
they truly consider a valued
investment,” says Dan McGinnity,
a spokesperson for Travel Guard
International, the nation’s largest
provider of travel insurance and
assistance services. “And they

learned, as with anything valu-
able to you, it pays to protect it
carefully.” 

There are other benefits to pur-
chasing travel insurance from a
third-party insurance provider
such as Travel Guard. These pro-
grams often include coverage for
pre-existing medical conditions

and trip cancellations due to the
travel supplier’s financial default,
if the travel insurance is pur-
chased within 15 days of making
the first deposit on a trip. 

Purchasing travel insurance
directly from the cruise or tour
operator may not include this cov-
erage. It is also recommended to
select a travel insurance plan that
offers value-added services such
as worldwide medical assistance,
a 24-hour hotline for travel emer-
gencies, live e-mail and phone
messages to family and friends,
cash transfers and tracking for
lost baggage. Such features have
rescued many travelers from sig-
nificant medical risks, as well as
major inconveniences. 

Frequent international travel-
ers may also consider the com-
pany’s MedEvac™ policy, the first
stand-alone policy for worldwide
medical evacuation to the insured’s
home or hospital of choice—and
coverage for emergency medical
expenses. Travelers may choose to
purchase travel insurance directly
or ask their travel agent for more
details.

To learn more, visit www.travel
guard.com or call 800-826-1300.

Planning Can Help Cover Vacation Investments

Travel insurance can help
cover the loss of a deposit

if a trip is cancelled.

�
Editor’s Note: The foregoing scenarios are offered only as examples. Insurance is
underwritten by Arch Insurance Company and American Home Assurance Com-
pany, both licensed in all states and the District of Columbia, and headquartered
in New York. This is a brief coverage description. The policy will contain reduc-
tions, limitations, exclusion and termination provisions. Conflicts between this
document and the policy will be governed by the Policy. Not all coverages are
available in all states.

(NAPSA)—Paul Mullins of
Saint Albans, W. Va., has been
driving for more than 35 years,
including more than one million
miles as a United States postal
worker. But the ride of his life
barely hit 10 mph and traveled
just a mile and a half.

Mullins was driving a Chevy
pickup truck carrying NASCAR
star Rusty Wallace and the #2
Penske Racing team around
Lowe’s Motor Speedway during
prerace introductions for the
NEXTEL All Star Challenge. 

Like other Official Members of
NASCAR, Mullins was an ordi-
nary fan in an extraordinary place
because he received the unprece-
dented access that NASCAR is
offering its fans through the Offi-
cial NASCAR Members Club.
Other members also have taken
advantage of special access experi-
ences, including Philadelphia’s
Dennis Samuels, who waved the
green flag over the MBNA 200
starting field, and Fresno’s Jeff
Davis who mingled with drivers
on pit road during qualifying for
the Auto Club 500.

Even for club members, these
are rare experiences. But only the
Official NASCAR Members Club
offers select race fans such exclu-
sive opportunities, plus a full ros-
ter of perks for all members.

Local chapters provide the
pulse of this newly formed mem-
bership organization. Chapter
presidents help bring members
together in their communities to
enjoy race viewing parties, run
local NASCAR charity events and
organize trips to races. Mullins’
West Virginia chapter is using a
local stadium’s video board to
broadcast races to its members.

The club is designed to offer
NASCAR fans the best way to get
together and share their passion
for the sport—and their favorite
drivers. 

“The whole point of the Official
NASCAR Members Club is to
bring the fan closer to the sport.
With local chapters, we provide
those fans with a new outlet,”
explains NASCAR Vice President
of Licensing Mark Dyer. “It brings
NASCAR to their hometowns.”

While at the track, members
also find several exclusive experi-
ences. In one of its frequent e-mail
newsletters, NASCAR unveiled its
“Club House,” a members-only
motor home that travels to race
events and offers food, music and
door prizes.

The Official NASCAR Members
Club is offering charter member-
ships through its Web site
(nascar.com/members_club) and
via phone (877-MY-NASCAR)
through Dec. 31. Members receive
opportunities for special discounts
on merchandise and travel pack-
ages and are “first in line” for
driver meet and greets, forums,
parties and more.

Racing Fans Get Closer To NASCAR 
Through Members Club

Paul Mullins gets the ride of his
life with the Official NASCAR
Members Club.

(NAPSA)—Women may be a
lot more anxious than anyone
suspected.

It seems that even though
they do an average of five loads
of laundry a week, according to a
recent survey, women still worry
whether they’re doing something
so wrong that they’ll wind up
ruining their clothes. Almost half
of those surveyed said they had
trouble knowing which cycle to
pick, one out of four were clue-
less as to which colors could be
washed together, and—a sign of
pure fear—the one thing these
women were sure of  is that
they’d rather “go to the dentist”
than damage their favorite
clothes in the washer.

Adding to their anxiety, 30 per-
cent of women actually spend
more time doing laundry than
making love.

And laundry also eats up more
of their time than talking on the
phone with friends or preparing
meals.

Of course, one way around such
nervousness is to heed the advice
of the WOOLITE® Fashion and
Fabric Care Council. The Council
says the washing machine’s gentle

cycle is the ultimate way to clean
all your favorites, even wools and
cashmeres—while the majority of
women would never dare wash
these fabrics in the machine.
Detergents such as WOOLITE®

Fabric Wash are designed specifi-
cally for the gentle cycle of wash-
ing machines and won’t cause fad-
ing, stretching or shrinking, so
your clothes keep looking like new.

The survey, conducted by
Leflein Associates, Inc., quizzed
more than 1,000 women ages 25
and up. For more information,
visit www.woolite.com.

Wash and Fear?

A survey found women spend
more time doing laundry than talk-
ing on the phone or making love.

(NAPSA)—In “Marley and Me:
Life and Love with the World’s
Worst Dog” (William Morrow,
$21.95), John Grogan has created
a funny and poignant memoir
about a wildly neurotic Lab—and
how he and his wife came to learn
what really matters in life. “Mar-
ley and Me” is available wherever
hardcover books are sold.

***
A child on a farm sees a plane
fly by overhead and dreams of
a faraway place. A traveler on
the plane sees the farmhouse
and dreams of home.

—Carl Burns 
***




