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(NAPSA)—If the word “struc-
ture” makes you smile and the
term “big picture” scares you,
you’re not alone, according to a
recent survey, fielded to explore
the relationship between Ameri-
cans and creativity. In fact, you’re
in sync with 25 percent of Ameri-
cans who believe they are not cre-
atively inclined.

There is, however, hope. Becom-
ing a creative thinker isn’t only
about what’s in your head; it’s also
about how to establish an environ-
ment around you that unleashes
creativity. Follow these tips and
you may go from “creatively chal-
lenged” to a “creative catalyst:” 

• Create a Comfortable
Environment—Most Americans
(73 percent) feel they are more
creative at home than at work.
While working at home may not
be the solution, establishing a
comfortable space to be creative
is. When looking for that next big
idea, you may be able to kick-start
the brain by cozying up in the liv-
ing room or den. 

• The Creative Color—Color
can affect your creativity, but
which color depends upon the
individual. Generally, people feel
most creative in rooms that are
blue, white, yellow or green. The
best advice is simply to pick a
color that makes you feel good and
surround yourself with it.

• Hide and Seek—Seven out
of 10 Americans feel more creative
alone than with other people.
Whether you have kids, a room-
mate or even if you live alone, find
a private, personal space that you
can call your own to bring out
your best creative work.

• Like Day and Night—
Americans are more likely to do
their best creative thinking dur-
ing the daytime (44 percent) and
when the lights are on (50 per-
cent), than at night in the dark. If
you are not sure which time is
best for you, keep a journal by
your bed to catch ideas both at
night before you go to sleep and in
the morning when you wake up. 

• The Nose Knows—A pleas-
ing aroma can help sniff out that
next big idea. According to those
surveyed, creativity is most likely
to smell like some kind of food (32
percent), such as fruit, spices,
chocolate or vanilla, or flowers (25
percent). Use candles, lotions or
aromatherapy products to induce
inspiration.

• Space: The Final Fron-
tier—Most Americans feel more
creative in spacious places (59

percent). Space stimulates cre-
ativity, especially for those in
their 20s, 30s and 40s (66 per-
cent). If you’re stuck in a cramped
cubicle, ask your company to turn
one of the conference rooms into a
“creative den.” Include puzzles,
blocks and other toys to help
release the creative genius inside
of you. 

Still having trouble? Embassy
Suites Hotels has developed a new
hotel room concept called the Cre-
ativity Suite, designed specifically
to stimulate the five senses and
help guests become better creative
thinkers. It’s never too late to get
those creative juices flowing. 

For more information about the
Creativity Suite or to make re-
servations at an Embassy Suites
Hotel, travelers may visit
www.embassysuites.com or call 1-
800-EMBASSY.

Find The Catalyst To Your Creativity

(NAPSA)—Whether interest
rates rise or fall, financial experts
agree that an age-old technique
called “bond laddering” may help
people improve their investment
returns over time. 

Bond laddering provides in-
vestors with a strategy to mini-
mize the effect of changing inter-
est rates by diversifying their
bond portfolios by type and term.
By allocating their bond invest-
ments over different maturities
(one-year, two-year, three-year,
etc.) investors avoid having their
entire bond portfolio locked into
one rate for a long period of time.
It’s a concept similar to dollar cost
averaging.

Here’s how it works: Investors
allocate equal sums of money into
securities maturing in, for exam-
ple, two, four, six, eight and 10
years. In two years, when the first
bonds mature, those funds are
reinvested in a 10-year matu-
rity—thus maintaining the ladder.

As each bond matures, and if
interest rates rise, then investors
would have the opportunity to
reinvest the shorter-term maturi-
ties at a higher rate; and if inter-
est rates fall, then only a portion
of the funds would be invested at
a lower rate. In short, bond lad-
dering offsets the interest rate
risk of investing in bonds of one
maturity and removes the mys-
tery of relying on market timing. 

Any type of bond can be used in
a ladder. However, investors look-
ing for investment grade corporate
bonds can purchase a new type of
bond, designed specifically for the
retail investor, called LaSalle
Direct Access Notes, or DANs. The
notes are sold by prospectus only
and are available in $1,000 denom-
inations. They are priced at par
and with a wide variety of maturi-
ties and coupon payment dates.

An added feature of most
DANs is a survivor’s option, which
allows the estate of a deceased
holder to redeem the bonds at par.
DANs are issued weekly so
investors can take the necessary
time to make an intelligent,
informed decision.

Corporations issuing bonds
within the DANs program include
General Motors Acceptance Corpo-
ration, Caterpillar Financial Ser-
vices Corporation, United Parcel
Service, Inc., Freddie Mac, Ten-
nessee Valley Authority, LaSalle
Funding LLC, International Busi-
ness Machines Corporation, John
Hancock Life Insurance Corpora-
tion and SLM Corporation.

DANs are available through a
network of over 500 broker-deal-
ers throughout the U.S.  For
more information, ask your bro-
ker or financial advisor, or—to
build your own bond ladder—visit
www.LaSalleDANs.com.

Offset Interest Rate Risk In Your Bond Portfolio

10-year bond at
6.00%

8-year bond at
5.00%

6-year bond at
4.00%

4-year bond at
3.50%

2-year bond at
3.00%

The example above is for illustrative 
purposes only and does not represent any 
specific investment.

A bond ladder may help in-
vestors avoid being locked in to
low interest rates for a long term.

by Julie Edelman
(NAPSA)—Travel plans are a

wonderful thing. Then the day
arrives: it’s time to leave, but your
baby has fallen asleep and your
toddler is screaming. What’s a par-
ent to do? Well, with the right time-
passing tools, or what I like to call
“Travel TimeBusters,” what seems
like a sure formula for stress can
turn into a formula for time well
spent, whether you’re traveling by
train, plane or automobile. 

• Mesmerize from start to
finish with an enriching, play-
ful video—portable video and
DVD players are the newest and
one of the most valuable trends in
baby-friendly travel. I first real-
ized the power of a quality video
when my son was a toddler. It was
from Baby Einstein and turned
out to be an amazing interactive
experience for both of us. Their
videos, DVDs, books and CDs are
all developmentally right on. Best
thing was they captured his atten-
tion from start to finish and mine,
too...oh to be a babe again! 

If your car doesn’t have a DVD
or VHS system or you don’t own a
portable player, you have options
both on the ground and in the air.
Car systems are now priced as
low as $99 at electronic super-
stores. Many rental car compa-
nies offer this feature as well. If
you’re traveling by plane, DVD
player rental companies, such as
InMotion Pictures, are conve-
niently located in almost every

major airport (visit www.inmo
tionpictures.com). Request two
pairs of headphones so you can
share in their fun.

• Bring along fun, interac-
tive activities. Select easy-to-
pack items that are developmen-
tally appropriate for your baby or
toddler; washable markers or
crayons and a notepad for coloring,
doodling or scribbling; cloth pup-
pets for interacting and playing
games. You’ll be amazed to see
how age-appropriate “timebusters”
will keep a smile on both of your
faces. I’ve often found it helpful to
ask my parent-friends what they
have found to be fun—“been there,
done that” advice in this case is
priceless.

• Choose open-ended books
to share. Books are both easy-to-
pack tools and a terrific way to
keep you and your baby busy for
hours. Fortunately, there are a
number of engaging books to
choose from. I always look for
something open-ended and inter-
active. Even the simplest books
offer opportunities to ask baby a
number of questions from what
colors and shapes they see, to
what activities the characters are
doing. 

• Play soothing music. Find
music that suits all parties—new-
born to adult. Exchange raucous
sing-a-long children’s albums for
classical music that often soothes
or lulls baby to sleep. Try the
award-winning, baby-friendly
favorites Baby Mozart, Baby Bach
or Baby Beethoven from the folks
at Baby Einstein. The collection
provides classical tunes re-orches-
trated for babies’ ears.

• Buy a new plaything to
capture a baby’s natural
curiosity. This translates into
holding your baby’s attention
longer than a familiar plaything
and lessens the amount of toys
you need to take with you. Con-
sider saving one new toy for the
trip home. 

Now get ready to enjoy your
baby and the ride.

Ms. Edelman is a family life-
style expert, published author and
frequent guest on “CBS The Early
Show” and “Early Today.”

Top Travel “TimeBusters” For Baby And You

Ask friends who are parents
what travel toys they’ve found to
be fun—“been there, done that”
advice in this case is priceless.

(NAPSA)—Visitors to Tampa
Bay can tour its historic Latin
Quarter, view Greek art or come
face to face with a kangaroo for
under ten dollars. The area’s con-
vention and visitors bureau also
offers vacationers five Getaway
Packages for less than most trav-
elers might expect. For more
information visit www.VisitTam
paBay.com or call 1-800-44-
TAMPA.

More than a half century after
America became the “Arsenal of
Democracy,” U.S. military power
remains very much dependent on
manufacturing and technological
superiority. The defense indus-
trial base has been characterized
by consolidation and shrinkage
over the past 10 years as the
Department of Defense (DoD) re-
duced programs and production at
the end of the Cold War. Since
then, thousands of jobs have been
lost in the defense industry as
DoD budgets were cut and compa-

nies turned from relying on
defense business to commercial
markets, say experts at the Air
Force Association. For more infor-
mation, visit the Air Force Associ-
ation’s Web site at www.afa.org or
write to the Air Force Association,
attn: Policy and Communications,
1501 Lee Highway, Arlington, VA
22209-1198.




