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(NAPSA)—Whether it’s a red
or a white, there are ways to be
sure the wine you drink is a little
more green.
A good first step is to look for

wineries that are working to
reduce their carbon footprint. For
instance, a leading winery in Gon-
zales, Calif., near Monterey, plans
to get more than half of its elec-
tricity—about 1.7 million kilowatt-
hours of electricity per year—from
more than 6,300 solar panels that
will be built on its roof. Any elec-
tricity that’s not used at the win-
ery will be exported to area resi-
dential customers during nonpeak
winery use periods.
The project is anticipated to be

completed in 2009 and is designed
to reduce greenhouse gas emis-
sions. Through the lifetime of the
system, it’s expected to annually
reduce the facility’s carbon foot-
print in an amount equivalent to
planting 2,500 acres of trees, not
driving an average automobile 25
million miles, or taking more than
2,000 automobiles off the road.
Well-known wines crafted at Gon-
zales include Robert Mondavi Pri-
vate Selection, Solaire by Robert
Mondavi, Black Box and Hayman
& Hill.
The winery is owned and oper-

ated by Constellation Brands, Inc.
(NYSE: STZ), a leading interna-
tional producer and marketer of
beverage alcohol brands. In 2007,
it launched a global Corporate
Social Responsibility (CSR) initia-
tive based on three pillars: sus-
tainable business practices (envi-
ronmental efforts), philanthropy
and social responsibility.
The company also has a major

presence in Australia, where in
some regions water is at a pre-

mium. Its Banrock Station Wine
& Wetland Complex was built on
sound environmental principles
and covers 4,200 acres on the
Murray River in South Australia.
The wetland restoration program
earned a listing by the world’s
most prestigious wetland organi-
zation, Ramsar, as one of the
1,200 Wetlands of International
Importance.
Over 25 percent of the vine-

yards have been converted to sub-
surface irrigation, expected to
result in water savings of around
30 percent in this drought-
affected area. Additionally, the
winery has made contributions in
excess of AUD $5 million from
sales proceeds toward environ-
mental conservation efforts
around the world.
Similarly, the company’s Jack-

son-Triggs and Inniskillin winer-
ies at Niagara-on-the-Lake in
Canada’s Ontario province have
partnered locally with Vandermeer
Greenhouses to turn grape skin
into “green” electrical energy rather
than send it to a landfill.
The methane gas produced by

the decomposition of the residue,
grape skins and seeds is captured
and used to generate electricity
and heat for both Vandermeer
operations and nearby residential
customers.
Additionally, the company is

undertaking a comprehensive
global carbon-footprint analysis of
its business to determine how best
to reduce greenhouse gas emis-
sions—something we might all
raise a glass to.
For more information, visit

www.cbrands.com.

Wine Enthusiasts FindWaysToToast The Environment

More than 6,300 roof-mounted solar panels will power this American win-
ery, helping people cut their carbon footprint as they raise their glasses.
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(NAPSA)—Giving a gift from
the heart is a lot easier this Valen-
tine’s Day.
Help a leading fashion acces-

sories brand, Swarovski, raise
awareness about women’s heart
health by purchasing red and heart-
shaped jewelry items from its 2009
Go Red For Women® Collection. The
company will donate a minimum
contribution of $150,000 from the
sales of this collection to the Ameri-
can Heart Association’s Go Red For
Women movement.

The company has donated
more than $1.6 million to the
issue of women and heart disease
awareness through partnerships
with the American Heart Associ-
ation’s Go Red For Women move-
ment and national sponsorship of
The Heart Truth campaign’s Red
Dress Collection.
For the fifth year, it will co-

sponsor The Heart Truth’s Red

Dress Collection 2009 Fashion
Show at New York Fashion Week
to raise awareness about women
and heart disease. The show will
debut red dresses, including a
one-of-a-kind Daniel Swarovski
dress, and jewelry created exclu-
sively for The Heart Truth.
To help achieve better heart

health, the American Heart Asso-
ciation offers a few tips:
• Choose good nutrition. A

healthy diet is one of the best
weapons you have to fight cardio-
vascular disease. A diet rich in
vegetables, fruits, whole-grain
and high-fiber foods, fish, lean
protein and fat-free or low-fat
dairy products is the key.
• Be physically active

every day. Research has shown
that getting at least 30 minutes
of physical activity on five or
more days of the week can help
lower blood pressure and choles-
terol and keep weight at a
healthy level.
For more information, visit

www.swarovski.com.

SupportWomen’s Heart Health This Valentine’s Day

The pendant is part of a collec-
tion that includes pins, earrings,
bracelets and charms.

This red dress pin is part of a
collection that will help benefit
women’s heart health.

Note to Editors: The Heart Truth and Red Dress are trademarks of DHHS.
Participation by Swarovski does not imply endorsement by DHHS/NIH/NHLBI.
Go Red and Go Red For Women are trademarks of AHA.
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(NAPSA)—You might not think
time is on your side when it comes
to fighting the effects of aging—
but science is.
From free-radical-fighting se-

rums to age-defying, face-firming
creams, new science-based skin
care products are allowing people
to take their beauty treatments
in-house.
In addition, the American

Academy of Facial Plastic and
Reconstructive Surgery reports a
significant increase in the number
of men and women undergoing
cosmetic facial enhancement with-
out surgery.
So how can you keep science on

your side when it comes to skin
care? Look for products that are
proven to work. For instance, the
formula and uniquely designed
applicator used by Sculptinex
Instant ReSculpting Face Treat-
ment by Good Skin Labs have
been shown to instantly help
tighten skin as well as help
reshape the appearance of facial
contours.
Among other key ingredients,

the product uses resveratrol, a
superpowerful antioxidant found
in the skin of grapes, along with
Tensine, a protein derived from
wheat, to defend against free radi-
cals and to help firm, recontour
and sculpt skin’s appearance.
This powerful lifting and firm-

ing formula is paired with a
patent-pending roller mechanism
to maximize results. The roller is

applied in an upward and out-
ward motion from the jawline
toward the eye area.

The product’s ingredients then
work together to “set” the skin in
the position in which it was placed
by the roller.
The results are an increase in

firmness and a more sculpted
look. In clinical testing, 64 per-
cent of subjects reported an imme-
diate tightening effect. Perhaps
equally important, the product
has also been shown to fight the
breakdown of elastin as it boosts
natural collagen production.
Those visible effects could keep
faces looking younger longer,
and for less.
The product is available exclu-

sively at Kohl’s department
stores. For more information, visit
www.kohls.com.

New Science Helps Fight Aging

New beauty products use sci-
ence to fight the effects of aging.

First Lady-to-be Abigail Adams was referring to tea when she
called a popular American import “that baneful weed.”

For moist air to be classified as fog, visibility has to be reduced to
less than 1,100 yards—1,091.2 to be exact, according to the interna-
tional definition of fog.

***
Without wearing any mask we are conscious of, we have a spe-
cial face for each friend.

—Oliver Wendell Holmes
***

***
Ah, how good it feels! The hand of an old friend.

—Henry Wadsworth Longfellow
***

***
Aman’s growth is seen in the successive choirs of his friends.

—Ralph Waldo Emerson
***

(NAPSA)—The 44th Pillsbury
Bake-Off® Contest is accepting
entries now through April 20,
2009. One hundred creative home
cooks will compete for a $1 mil-
lion grand prize at the contest
finals April 11-13, 2010, in
Orlando. For more details, visit
www.bakeoff.com.

**  **  **
California dried figs are great

sources of dietary fiber and other
essential nutrients. To order figs
or find kitchen-tested recipes, see
the Valley Fig Growers’ store Web
site: www.valleyfig.com.




