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(NAPSA)—An estimated 5.23
billion credit card solicitations
landed in mailboxes throughout the
country last year, according to Syn-
ovate Mail Monitor. In fact, 71 per-
cent of American households report
receiving more than five credit card
offers per month. Although there is
no one-size-fits-all choice when it
comes to selecting a credit card,
there are ways to navigate through
the credit card offers you receive to
help maximize your dollar. The fol-
lowing tips can help you pick your
“plastic.” 

Know your needs. Whether
you want to save money for college,
travel the world or make a dona-
tion to your favorite charity, there
are a variety of credit cards that
offer benefits to meet the needs of
any lifestyle and budget.  

• Frequent travelers may want
to consider a card with a robust
frequent-flier program, including
several airlines, few blackout
dates and partner programs that
add to your miles. 

• Those who get behind the
wheel on a daily basis may look to
a gasoline rebate card to increase
their savings each time they fill
up. For example, consumers who
use the Shell MasterCard® from
Citi® Cards earn one of the best
rebates in the oil industry—a 5
percent rebate on Shell gasoline
purchases. That’s 11 cents per gal-
lon at $2.35 per gallon. The card

also offers a 5 percent rebate on
the first $100 of daily Jiffy Lube
purchases made with it and a 1
percent rebate on purchases
everywhere else the card is used.

• Parents looking for ways to
save for their child’s college educa-
tion may want to consider a card
that allows them to earn savings
for college on everyday purchases,
such as groceries and clothing.
Then read the fine print. 

Then read the fine print.
From interest rates to membership
fees to special policies, it’s important
to read the terms and conditions of a
credit card before determining
whether to apply for the card. 

• Compare the interest rate,
Annual Percentage Rate (APR)
and finance charges. These costs
will be added to your bill if you
don’t pay the amount in full each
month. 

• Compare annual membership
fees, as well as late payment, bal-

ance transfer and over-the-credit-
limit fees, which can add to up-
front costs or monthly payments. 

• Compare security-related
features, such as identity theft
assistance or zero liability protec-
tion. (Zero liability protection
protects cardholders, free of
charge, from any unauthorized
transactions.) 

Find out what else is in it
for you. Credit cards not only
allow you to pay for goods and ser-
vices in a convenient manner, they
can also provide additional bene-
fits and special perks. 

• Ask if credits to reward or
rebate programs extend beyond
one certain brand. Many cards
have partnered with retailers,
restaurants or nonprofit organiza-
tions to give cardholders more
options to redeem their bonus
points, miles or rebates. 

• Find out if other services are
offered free of charge. Cards such
as the Shell Platinum Select Mas-
terCard® from Citi® Cards offer
online account management, Lost
Wallet® Service, Travel Accident
Insurance and Extended Warranty
Protection, all free of charge. 

By following these simple tips,
consumers can put the right type
of “plastic” in their wallets and
become spenders who use credit
wisely. For more information, visit
the “Use Credit Wisely” Web site
at www.usecreditwisely.com. 

How To Pick The Perfect “Plastic”

(NAPSA)—Many moms will
agree that the best advice on preg-
nancy and motherhood often
comes from other moms. 

The ‘Share Your GOOD START
Story’ contest recently invited
moms from coast to coast to share
their best tips, personal stories
and heartfelt words of wisdom for
the benefit of other moms. 

Here are some of the unique
stories and helpful tips selected
from the more than 5,000 entries
to the contest sponsored by
NESTLÉ® GOOD START® Infant For-
mulas: 

• Keep track of baby’s
development and medical
records from the start. “To
understand my baby’s habits and
tendencies, I made a chart similar
to the one that they use in the
hospital.  I noted when each feed-
ing took place and how much for-
mula was used. Within a few
weeks I could see a very consis-
tent pattern for feeding.”—Jill F.,
Sagamore Hills, Ohio 

• “In order to easily keep track
of all the medical information for
my entire family, I use a binder to
list the date, which doctor was
seen, the reason for the visit, and
any medications that were pre-
scribed.”—Debra W., East North-
port, New York 

• Prepare as much as possi-
ble before baby comes. “During
pregnancy, take a cooking class
with your partner to learn how to
best prepare and freeze meals. It
was a lifesaver for us in the first
few sleep-deprived weeks!”—Lisa
R., Buffalo Grove, Illinois 

• Involve your spouse in
feedings. “From the very outset,

we oriented ourselves around giv-
ing my husband responsibility for
the last feeding of the day.  This
gave him a chance to participate
and me a chance to sleep. He care-
fully researched formula choices
and decided on Nestlé GOOD
START. The net result was that we
both felt utterly bonded and in
love with our new daughter.”—
Emily M., New York, New York 

• Pamper yourself during
your pregnancy. “Plan several
‘mommy alone’ trips to places you
won’t be able to go with a new
baby.”—Leigh B., Winchester,
Virginia 

• Keep multiple diaper
bags stocked for different
outings. “The first bag is small
for sudden outings and has the
basic necessities, including GOOD
START formula. The second bag
also includes toys and extra
clothing. The third bag, for long
drives and air travel, has bathing
supplies and medicine.”—Kul-
soom A., Baton Rouge, Louisiana 

In addition to offering tips,
more than one in five moms that
entered the contest praised

Nestlé GOOD START Infant Formu-
las for helping their baby get off
to a good start with nutritious
and gentle formulas. “We first
supplemented with the brand of
formula given to us by our pedia-
trician, but found our daughter
crying while taking the bottle,
spitting up frequently, and gener-
ally unhappy around feedings. I
worried that every formula would
cause these problems, but we
decided to try NESTLÉ GOOD START
SUPREME DHA & ARA with COM-
FORT PROTEINS. My husband and I
were happy that it contained
DHA and ARA, like breastmilk,
and my daughter seemed to
digest it easily. We are expecting
our second child and know that
breastfeeding and supplementing
with NESTLÉ GOOD START will be a
very good start for our new
baby.”—Jane M., Princeton, New
Jersey

Moms can view more entries
from the ‘Share Your GO O D
START Story’ contest online at
www.verybestbaby.com. The site
offers many resources for expect-
ing, new and experienced moms,
such as answers to commonly
asked questions about preg-
nancy and infant care from
healthcare professionals. 

Nestlé believes that breast-
feeding is the gold standard in
infant nutrition. However, for
those moms who cannot or choose
not to breastfeed, or who choose
to supplement, formulas such as
NESTLÉ GOOD START SUPREME
DHA & ARA with COMFORT PRO-
TEINS® provide infants with all
the nutrients they need for
growth and development.

Heartfelt Words Of Wisdom From Moms To Moms

Moms share tips for getting off
to a “Good Start” with baby.

(NAPSA)—The best trips make
direct connections—including a
direct connection between tour
operators, destination specialists,
hotels, lodges and B&Bs and the
travelers who need their services.

Travelers find that when they
deal directly with destination spe-
cialists, they get more detailed
information which allows them
more control and offers them more
options. Detailed information can
help improve the quality of the
travel experience and make it eas-
ier to tailor.

The innovative site, TopTravel
Sites.com, now offers such small
businesses direct access without
the time-consuming and expen-
sive interference of advertising or
any other middlemen. 

Because the site has no adver-
tising, visitors don’t linger there. A
Go Direct(ory) sends them directly
to the service providers they
choose—and that can be good for
business.

If you have a travel-based prod-
uct to sell—an underbooked or
highly specialized tour, a travel
deal or a vacancy in your B&B—
this site makes it easier to connect
your business with the people who
are shopping for specialized desti-
nation services or a quality exotic
or domestic travel experience.

Experts say there’s a huge
potential for return in small busi-
nesses where one vacancy can
have a far larger effect than it
might in a large hotel. 

The site is also a very effective
way to connect the traveler with
destination or travel agent special-
ists, who are often well acquainted
with what an area has to offer
because they are based there or
have undertaken specialist train-
ing for the specific destination or
travel activity.

This has become an increas-
ingly popular option for travelers
who want to see destinations
from an insider’s point of view—
something local travel agents
may not be able to help them
with. The site is a win-win situa-
tion for travel specialists and
travelers alike.

Since the site does not rely on
advertising, it asks service pro-
viders for a $100 fee that entitles
them to list three destinations
and last-minute deals. Such a fee
can quickly be recovered if a guest
books a weekend stay in your
lodge that’s suddenly available be-
cause another guest cancelled his
reservation.

Last-Minute Travel
Besides the Go Direct(ory)

advantages, there’s a free Travel
Insider newsletter offered at the
site, which also informs visitors
about travel deals. The newsletter
has 20,000 subscribers. Visit
www.TopTravelSites.com to learn
more.

New Site Helps Make The Connection

Destination specialists have
found an innovative way to
directly connect with travelers.

(NAPSA)—When you’re search-
ing for the perfect gift, or even a
well-deserved treat for yourself,
The Lexus Collection offers
unique, custom-designed leathers,
famous-maker apparel, electron-
ics, crystal, jewelry and other spe-
cialty goods year round.* Success
of the collection in years past led
Lexus to launch this year’s new
consumer Web site, www.thelexus
collection.com. 

Many of the
current items
were custom cre-
ated by cele-
brated designer
David Hundley,
whose talents
have graced the
collections of
Gucci and Ralph
Lauren. David
has created a beautiful array of
one-of-a-kind gifts, taking inspi-
ration from the new, contempo-
rary design direction of Lexus
automobiles. 

“The sense of touch is very
important in design,” David says.
“Rich textures distinguish uncom-

mon goods. These cars are very sen-
sorial and so are all of the gifts I’ve
designed for The Lexus Collection.”

Pieces in David’s contribution
include everything from the
exquisite sterling silver, Italian-
made Pampaloni Art Box Frame
to a snappy leather wristlet in
vibrant hues. The collection as a
whole offers exclusive, elegant gift
items including fashion, home,

high technology,
j e w e l r y  a n d
sports and lei-
sure goods, all
w i t h  t h e  r e -
nowned quality
of Lexus. The
entire newly re-
leased 2006 cata-
log is filled with
beautifully made
and designed

products for even the pickiest one
on your list—including that per-
son who seems to literally have
everything.

For innovative, luxurious gift
ideas, visit The Lexus Collection
online or call 1.888.58.STYLE for
a copy of the catalog. 

A Gift for All Seasons

*A select few leather goods, currently in production, may take up to 12 weeks
for delivery. Please call 1.888.58.STYLE for more information.




