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(NAPSA)—It may be a good
idea for parents to work at getting
their children to play outdoors.
That is because studies show the
benefits of active play extend far
beyond fun and games. 

“Outdoor play is a fun and fun-
damental part of children’s cogni-
tive, social and physical develop-
ment,” explains Dr. Rhonda
Clements, president of the Ameri-
can Association for the Child’s
Right to Play. “Providing frequent
active play opportunities is an
effective way to help children
relieve stress, challenge their
leadership skills and increase an
appreciation of nature.”

Yet the recent Wisk Active Play
Survey found only 31 percent of
mothers said their children play
outdoors often. 

To offer solutions to parents,
Dr. Clements recently collabo-
rated with Wisk Laundry Deter-
gent to produce the Active Play
Guide, a “how-to” for parents who
want to encourage their children
to play outdoors. The guide offers
these tips:

• Be Wild, Be Free—Vigorous
outdoor play activity can help
relieve your child’s stress in a con-
structive manner. Letting your
child get dirty, play free and run
wild, while remaining in a super-
vised area, can serve as a positive
release. 

• Variety And Goal-Setting
Are Key—Many outdoor play set-
tings offer opportunities for chil-
dren to run, jump, climb, skip and
use large muscles freely and with
vigor—this is important exercise
during formative years. Organize
a relay race with friends, use
chalk to see how high your child
can climb, or measure how far
groups of children can jump.

• Give Kids A Choice—Allow-
ing your child to choose outdoor
activity gives them an increased
sense of responsibility and free-
dom, which can make active play
more appealing. It also encourages
him or her to expand their imagi-
nation.

• Make It Creative—There
are treasures and lessons to be
learned in your backyard. Gather
plant life to make creative life col-
lages—a blade of grass, a maple
leaf, rose petals, and tiny sticks.
Children can learn the names of
different flowers and even create
an album with their finds.

Visit www.wisk.com for every-
day outdoor play tips and informa-
tion about Wisk’s partnership with
KaBOOM!, a national nonprofit
organization that builds play-
grounds across the United States.

Less Outdoor Playtime? 
Results from the “Wisk Active Play Survey”
• 85% of moms agreed that children 
today play outdoors less often than a few 
years ago. 
• 71% of moms said that as a young 
child, they played more outdoors than 
indoors, as compared to only 26% of 
children today.
• The top five reasons moms identified 
for why children today spend less time 
playing outdoors:

• Dependence on television and/or
computers: 85%

• Safety concerns, fear of crime: 82%
• Parent(s) work and don’t have time

to spend outdoors with child: 77%
• Lack of supervision available: 61%
• Fear of physical harm to child: 61%

Outdoor Play: Fun And Fundamental 
To Healthy Child Development

Dream Winner

The foundation, whose mission
is to enhance the quality of life for
individuals and families battling
terminal  i l lnesses,  col lected 
$1 million when Oscar winning
actor Marcia Gay Harden cor-
rectly identified the Walnut Crest
Merlot from among 49 other
brands at the Walnut Crest Mil-
lion Dollar Celebrity Wine Chal-
lenge.

Now the wine challenge will be
open to the general public until
May 15th, and someone else may
be lucky enough to win the million
dollar prize.

For more information on The
Dream Foundation, visit www.
dreamfoundation.org. To enter the
wine challenge, visit www.walnut
crest.com.

Academy Award winning actor
Marcia Gay Harden and Dan
Aykroyd at the Walnut Crest Mil-
lion Dollar Celebrity Wine Chal-
lenge benefitting The Dream
Foundation.

(NAPSA)—Fifty  unmarked 
glasses of wine and a little bit of 
luck were all that stood between 
the Dream Foundation and $1 
million. 

(NAPSA)—With nearly 39 mil-
lion patrons in 2002, Minor
League Baseball™ is more popular
than ever before.    

It has come a long way since
the first recognized league in
Minor League Baseball, the
Northwestern League, was orga-
nized in the early 1880s with the
National League. Today, there are
close to 250 teams, and since
1995, 58 Minor League Baseball
parks have been completed in the
United States, and one in Canada.

Minor League Baseball’s popu-
larity stems not only from its
affordability and on-field action,
but also from clever marketing,
including community involve-
ment, player and celebrity appear-
ances and wacky promotions. In
Minor League Baseball, entertain-
ment is the name of the game.   

What really gets the crowd
going is the between-inning enter-
tainment: dizzy-bat racing, sumo
wrestlers, dance contests and pie-
eating contests and above all, the
mascots. Mascots are the center-
piece of fan entertainment. While
their antics are amusing, they can
be the catalysts for rallying the
home team and their fans against
the competition. Mascots are part
of the sports culture, a vital part
of fan interaction and branding
for the team.

Savvy brands, such as
Unilever’s Shedd’s Spread Coun-
try Crock®, find that Minor League
Baseball sponsorship is extremely
effective. In fact, this brand has
expanded its commitment to
Minor League Baseball with the
creation of “Country Crock’s
Junior Mascot Challenge,” which
gives kids in several Minor
League Baseball cities the chance

to compete to be a junior mascot
for their favorite team and win a
part of $10,000 in scholarships.
To introduce the contest, Unilever
has enlisted the support of Amer-
ica’s best-known sports mascot—
the famous “San Diego Chicken”
(A.K.A. Ted Giannoulas).

“Country Crock is thrilled to
team up with the famous ‘San
Diego Chicken’ and promote the
wholesome fun and excitement of
Minor League Baseball,” says
David Burrows, Country Crock
Senior Brand Manager. “Quality
family time has never been more
important and associating our-
selves with an affordable and fam-
ily-friendly activity is a perfect fit
for our brand.”

All Minor League Baseball
trademarks are used by Country
Crock® under license by Minor
League Baseball. All rights
reserved. 

Minor League Baseball—A Marketing Home Run

America’s best known mascot,
the San Diego Chicken, is crow-
ing about a junior mascot contest
that gives kids a chance to win
part of a $10,000 scholarship.

(NAPSA)—Everything you want
in life—from career goals to rela-
tionships—relies heavily on how
well you use and care for your
brain.

At the same time, it’s easy to
forget that your brain is responsi-
ble for everything from your
dreams and emotions, to your
ability to plan, solve problems and
remember names. Not bad for an
organ that weighs three pounds
and has the consistency of soft
margarine.

Unfortunately, you start losing
brain cells—10 thousand per day,
give or take a few—around the
time you turn 21. Should you
worry? Not really, since you’ve got
over 100 billion at your service.
What you should worry about,
according to experts, is how well
your brain cells communicate with
each other. Here are five simple
things you can do today to support
the efficiency of a healthy brain:

• Play the word games in your
daily newspaper.

• Read a magazine that deals
with a subject you know little or
nothing about. Brain cell “connec-
tions” increase when challenged.

• Get a good night’s sleep.
Lack of sleep impairs learning.

• Drink more water. Dehydra-
tion leads to a foggy mind. 

• Supplement your diet. Diet-
ary supplements with brain-
friendly nutrients—such as B vit-

amins, omega-3 compounds, and
antioxidants—are very popular
today. Among the best-sellers is
Focus Factor, which contains
ingredients that support healthy
memory, focus and concentration.
For a small shipping fee, you can
get a free bottle by calling call 1-
800-413-0153.

Bottom line: Help your brain,
and it’ll help you!

You’re Losing Brain Cells. Should You Worry?

Exercising your brain can
make you a superstar at home
and at work.

(NAPSA)—Ever since carbon-
ated drinks began satisfying peo-
ple’s thirst more than 100 years
ago, interest in soda has been
bubbling over. In the late 1800s, a
new fizzy treat began showing up
at local soda fountains. People dis-
covered a new carbonated flavored
beverage that was a refreshing
treat, Coca-Cola. Soon, this fizzy
beverage became a popular trend.

In 1899, the first patent was
issued for a glass-blowing
machine for the automated pro-
duction of glass bottles.

Then, in 1902 a businessman
named Early W. Adams opened a
small bottling company in Phil-
adelphia to package and sell the
popular drink. By the end of that
year,  he had established the
Coca-Cola Bottling Company of
Philadelphia.

His first distribution produced
10 cases, which were hand deliv-
ered to stores by a horse drawn
carriage. Nine of those cases were
given away on the promise that if
the beverage sold, he would
return with more bottles and a
contract.

By 1919, the company was pro-
ducing 76 bottles per minute and
100,000 cases annually and even-
tually expanded operations to
begin serving customers in New
Jersey and Delaware.

In 1985, J. Bruce Llewellyn
and a small group of investors,
including the famous sports leg-
end “Dr. J’’ Julius Erving pur-
chased the bottling company.

Now, more than 300,000
Coca-Cola products  are con-

sumed every minute.  Those
products include: Classic Coke,
Vanilla Coke, Dasani water, and
Powerade to name just a few. 

J. Bruce Llewellyn and his
wife, Shahara Ahmad-Llewellyn,
run the bottling company with a
team led by president and chief
operating officer Ron Wilson.

Through their leadership, the
company has reached new heights,
including doubling local employ-
ment from 600 to 1,200 employees.

Since it began years ago, offer-
ing just one product, the com-
pany has grown over the last cen-
tury to now produce more than
30 brands that come in 200 dif-
ferent packages. 

The company, which recently
celebrated its 100-year anniver-
sary, has worked to sustain its
record of supporting community
and education initiatives, offering
scholarships to deserving high-
school students and supporting
the National Constitution Center
in Philadelphia.

More Than a Hundred Years of Effervescence

After one Philadelphia com-
pany began selling bottled soda,
consumers quickly bubbled with
enthusiasm.

***
What fates impose, that men
must needs abide; it boots not
to resist both wind and tide.

—William Shakespeare,
Henry VI, Part 3

***

***
The greatness of the United
States is due simply to this fact:
Under the principle of individ-
ual liberty, human incentive has
been given its widest scope.

—Crawford H. Greenwalt
***

***
The three great essentials to
achieve anything worthwhile
are, first, hard work; second,
stick-to-itiveness; third, com-
mon sense.

—Thomas Edison
***




