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(NAPSA)—Sales associate
Jamie Klein of Park Place Lexus
in Plano, Tex., remembers clearly
the look on the woman’s face when
she opened the front door. Klein—
holding a beautifully wrapped gift
box containing keys to a new per-
formance sedan—visited the wo-
man’s house to deliver a shiny,
new Lexus GS. 

“Sitting on her driveway was
the GS decorated with a bright
red bow on top, just like the Lexus
commercials,” Klein said. “She
was in total shock. She ran to the
car and everyone was jumping up
and down and screaming. It was a
lot of fun playing Santa.”

Last December the woman’s
husband—inspired by the Lexus
ads-arranged for Klein to deliver
the new GS to their home after a
big family Christmas Eve dinner—
and he made sure it was his wife
who answered the door when Klein
came knocking. Klein said she had
three gift sales last December and
expects even more this season.

Every year the company
launches its “December to Re-
member” advertising campaign
that features storylines of loved
ones giving the surprise of a life-
time—a new Lexus in the drive-
way adorned with a large, festive
red bow. The ads, which will begin
running Nov. 24, will tout special
lease and finance rates on most
’05 Lexus vehicles. 

“The campaign resonates with
people because it taps into every-
one’s holiday fantasy—the vision
of waking up in the morning and
finding that dream car in your
driveway,” said Deborah Meyer,
Lexus vice president of marketing.
“We hope the ad campaign cou-
pled with the great incentives will
inspire people to give a loved one
that special gift they can open up

365 days a year.”
As in previous years, this sea-

son’s television advertisements
feature fantasy surprise story-
lines, like the one which begins
with a man walking through a fes-
tively decorated jewelry store
looking overwhelmed and con-
fused at what to buy. Outside, he
sees a Lexus parked on the street
with what appears to be a giant
bow on top. As the car drives
away, however, the bow-which
turns out to be part of a lamp post
decoration—remains. The fleeting
moment of serendipity provides
the man with the inspiration he
needs, and he surprises his wife
with a shiny new Lexus for the
holidays—complete with the
must-have bow.

How important is the bow?
John Iacono, vice president, Lexus
of Manhattan and Bay Ridge
Lexus in Brooklyn, said that dur-
ing the holiday season, they dis-
play only white vehicles in the
show room with red bows on top.

“Then in the middle of the show-
room we have the only red vehicle
with a white bow on top,” Iacono
said. “The customers feel like all
the cars are gift wrapped.”

Each year, Lexus headquarters
in Torrance, Calif. orders a num-
ber of bows—just like the ones in
the commercials—to provide to
dealers for the holiday season. 

Chris Brunner, general manager
at Park Place Lexus in Grapevine,
Tex., says about 10 to 15 percent of
their December sales are gift sales.
In fact, he’s already ordered a ship-
ment of big red bows for showroom
vehicles and for clients to put on
their newly purchased vehicles to
add that special surprise for their
loved ones. 

“The December to Remember
ads are definitely the most talked
about ads here at the dealership,”
Brunner said. “Clients are always
looking for great ways to surprise
someone during the holidays, and
I truly believe those ads inspire
people.”

Forget The Halls...Deck The Driveway
New Advertising Campaign Makes Lexus Present Perfect

Men Vs Women
(NAPSA)—Women and men

have different ideas about shop-
ping, studies suggest. 

“Market research shows that
male shoppers want to get in and
out of stores quickly,” says
Katherine Harris, Marketing Pro-
fessor at Babson College in
Wellesley, Massachusetts. Women
shoppers, she adds:

• Spend more time choosing.
• Like comfort.
• Want to feel safe and like

stores with slightly enclosed areas
with views of the main area.

Men shoppers:
• Like lots of signs, obvious

locations and computer screens.
• Are not big price checkers and

more brand loyal than women.
• Generally avoid salespeople

unless they are shopping for
women, such as in lingerie stores.

Babson is ranked first in entre-
preneurship education by U.S.
News & World Report. 

Learn more at www.babson.edu.

Studies suggest men are impulse
shoppers; women like lists.

Help For Heating Bills
(NAPSA)—Your next heating

bill does not have to take you by
surprise. Even though energy
prices have gone up, it’s possible
to stay in control of your home’s
energy use. And your electric util-
ity company can help.

Contact the company, or check
out its Web site. It has free advice
that can help you get more value
for your energy dollar. And on
behalf of the nation’s electric util-
ity companies, Edison Electric
Institute created a free booklet,
“More Than 100 Ways to Improve
Your Electric Bill.”

One simple tip is to lower your
thermostat to 68 degrees when
you’re home and 60 degrees
overnight or when you’re gone.
For each degree you turn down
your thermostat, you can save 3
percent on your heating bill.

The new booklet also has
information about federal tax
credits you can earn while you
save energy. The tax credits
apply to a range of products and
high-efficiency appliances. To
download your free booklet, visit
www.eei.org.

Lowering your thermostat a little
can do a lot to reduce your winter
heating costs.

(NAPSA)—Solid math and sci-
ence skills could add up to a
brighter future for teens. 

According to the U.S. Depart-
ment of Labor, jobs requiring sci-
ence, engineering and technical
training will increase by 51 percent
through 2008—for a total of six mil-
lion new jobs. In addition, teens who
only complete Algebra 2 during high
school have a 40 percent chance of
receiving a bachelor’s degree, while
teens who complete precalculus
have a 70 percent chance. 

These statistics and others have
led educators to urge parents to
keep their teens involved in math
throughout high school. To help,
teachers across the U.S. are partici-
pating in a program called “We All
Use Math Every Day™.” Led by
Texas Instruments in association
with the National Council of Teach-
ers, the program involves using the
popular CBS show “NUMB3RS” to
help students clearly see the real-
world relevancy of math.   

The TV program focuses on an
FBI agent and his math-expert
brother. The two use math to solve
cases on the show. The math used
is similar to math used by the FBI
in actual investigations. 

Teachers and teens visit
cbs.com/numb3rs to download
activities corresponding to each
week’s episode. Educators can also
order a classroom kit with a
teaching poster to underscore the
importance of learning math.  

One activity on the site, called
“Financial Futures” from the
episode “Calculated Risk,” teaches
children to use compound interest

formulas. In the associated
episode, Charlie (the math expert)
helps his brother investigate a case
involving an energy company that
made its money trading futures.
The activity asks students to use
their graphing calculators to pre-
dict the performance of a certain
CD and of a group of futures. Stu-
dents are then asked which they’d
prefer to invest in and why. 

A second activity, called “A
Mathematics Sampler” from the
same episode, is based on a sce-
nario in “NUMB3RS” in which
Charlie asks people to choose
gumballs out of a jar and predicts
the color of the gumball they’ll
choose. Students doing the activ-
ity calculate probability and use
the “probability simulation appli-
cation” on their calculators to
demonstrate different concepts. 

To date, over 15,000 teachers
have used the activities to help
teens develop an interest in math
—an interest that could help them
in school and later in life. 

For more information, visit
cbs.com/numb3rs. 

Sparking A Teen’s Interest In Math

Math teachers are using a popular
television show, starring David
Krumholtz, in the classroom.

(NAPSA)—There’s good news
coming from the U.S. Secretary of
Agriculture about the threat of
“Mad Cow Disease.” At a recent
speech in Washington, D.C., the
secretary said that BSE, known as
“Mad Cow Disease” presented “a
miniscule threat in this country,”
thanks to animal health and food
safety strategies in place in the
U.S.

According to officials, the U.S.
prepared for BSE more than a
decade before the first of two BSE
cases hit the U.S. in 2003. Those
were the only two cases of BSE
out of the 100 million-head U.S.
herd and no person has ever
developed a BSE-related illness
from American beef.

In fact, 96 percent of worldwide
BSE cases occurred in the United
Kingdom and 89 percent occurred
before 1997. U.S. scientists lever-
aged the British experience by
traveling to the United Kingdom
and studying their strategies.
That helped the U.S. build “fire
walls” against the disease in the
states.

Today, scientists know which
parts of cattle can pose a risk if
an animal has BSE. In the U.S.,
those parts are removed and do
not enter the food supply. By con-
trast, in the United Kingdom,
officials initially didn’t know
which parts posed a risk and
British consumers routinely con-
sumed cuts l ike brains from
BSE-infected cattle not realizing

that this posed a risk.
We went to school on the

British BSE experience. As a
result, we will never repeat it in
the United States, said American
Meat Institute (AMI) President
James H. Hodges. “The beef we
eat, like steaks, roasts and ground
beef, is safe. These products have
never been associated with a BSE-
related human illness.”

Hodges says that the risk of
being hit by a truck and struck by
lightning on the same day is
greater than the odds of contract-
ing BSE from American beef.
“Consumers are advised to focus
energies on safe handling prac-
tices aimed at preventing food-
borne illnesses,” he says.

For more information on meat
safety, including cooking and
reheating tips, visit www.meat
safety.org.

The End Of Mad Cow Disease In The U.S.?

According to the U.S. Secretary
of Agriculture, Mad Cow Disease
is now just a “miniscule threat” in
the U.S.

(NAPSA)—If you shop online,
experts at EDS Security and Pri-
vacy say to stick to secure Web
sites that use encryption technol-
ogy to scramble the information
you send. Secure sites include
https:// at the beginning of their
addresses. Also, look for a closed
padlock on the bottom of your
screen. If the lock is open, it could
be a sign that the site is not secure.

The killer whale is actually a
dolphin.




