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(NAPSA)—According to USDA
estimates, corn rootworm causes
nearly $1 billion in damage and
control measures to the U.S. corn
crop each year. It has become a
significant problem that now has a
simple, effective solution. Recently
approved by the Environmental
Protection Agency (EPA), Yield-
Gard Rootworm corn is now avail-
able to assist U.S. farmers in pro-
viding quality corn yields even
during tough infestations.

With regulatory reviews com-
plete in both the United States and
Japan—a key export market for
U.S. corn growers—Monsanto is
the first company to commercialize
a biotechnology product designed
to combat the corn rootworm.

“Corn rootworm does most of its
damage as a larva—the immature
stage of the insect,” says Todd
DeGooyer, U.S. corn technical lead
for Monsanto. “These larvae feed
on the roots of young corn plants,
inhibiting the plants’ ability to
take up water and nutrients, fully
develop and remain upright. This
ultimately can lead to yield loss.”

How it works
YieldGard Rootworm contains

a gene from Bacillus thuringiensis
(Bt) , a common soil microbe,
which allows the corn plant to
protect itself naturally. Larvae
stop feeding and die soon after
eating the plant’s roots.

Farmers have typically fought
corn rootworm through crop rota-

tion or the application of soil
insecticides. However, it has been
observed that corn rootworms are
adapting to rotation practices. The
effectiveness of soil-applied insec-
ticides can also vary from year to
year depending on the environ-
mental conditions.

“In the past, we’ve had to spray
up to three insecticides in a single
growing season to control this
pest,” says Kevin Penny, a corn
grower from Burlington, Colo. “We
are very excited about having the
type of technology that can have
this rootworm resistance built
within the plant itself.” 

Research at academic field trial
locations for the past three years
has shown that YieldGard Root-
worm corn was more consistent in

controlling rootworm damage than
the best performing insecticide.

Additionally, in 2002, a number
of grower cooperators participated
in Experimental Use Permit
(EUP) trials and were able to see
first-hand how the technology
worked in their field. 

“Overall, my YieldGard Root-
worm corn went way beyond my
expectations,” says trial grower
John Sears of Colby, Kan. “We
expected a two- to five-bushel dif-
ference between the YieldGard
Rootworm corn and the non-root-
worm corn. The Rootworm corn
yielded 198 bushels, and the other
half yielded 171 bushels. If you
multiply that by $2.50 per bushel,
that’s a big difference.”

Once state registrations are
granted, YieldGard Rootworm corn
will be available from approxi-
mately 100 seed companies across
the Corn Belt. The product is a
part of the Market Choices grain
stewardship program and is fully
approved for food and feed use in
the United States and Japan, but
is pending in the European Union.
Appropriate markets for market-
ing this grain away from Europe
include: feedlots, feed mills, on-
farm feeding, and elevators who
agree to accept the grain. Growers
should contact their local grain
handler or refer to the American
Seed Trade Association (ASTA)
Web site amseed.org for more
details.

New Corn Seed Provides Farmers With Simple, Effective Control

A new kind of genetically
engineered corn protects itself
against infestation.

(NAPSA)—If you’re into nostal-
gia, these are good times for you.
One doesn’t have to look very far
to find familiar, old images in
today’s popular culture.

It seems like almost every tele-
vision commercial is using music
from the ’60s, ’70s or ’80s. Oldies
radio stations are hot, and some of
the most popular “new” cars are
actually remakes of classic mod-
els. Ford’s Thunderbird, Chrys-
ler’s PT Cruiser and the new Volk-
swagen Beetle are but a few
examples of nostalgic successes.

America’s fondness for the famil-
iar has even affected the food busi-
ness, prompting many traditional
brands to revive long lost advertis-
ing campaigns and slogans.

Even some foods that slipped
into the background over the
years are experiencing new popu-
larity. One prime example is Jiffy
Pop, the popcorn that, since 1960,
has come in its own pan that
grows as it pops.

When it was first introduced, it
was the most innovative thing in
popcorn. Millions of people saw
the company’s TV commercials in
the ’60s and ’70s and Jiffy Pop’s
sales grew faster than the pan on
the stove.

While the introduction of
improved popcorn poppers and the
invention of microwave popcorn
slowed sales a bit, Jiffy Pop found
new markets with campers, hikers
and others who wanted to enjoy
fresh popcorn even when a
microwave wasn’t handy.

Distribution of Jiffy Pop has
recently been increasing far beyond
outdoor-oriented customers. Many
parents want to share the experi-
ence of making the popcorn that’s
“as much fun to make as it is to
eat” with their children.

In response to the renewed pop-
ularity of Jiffy Pop, ConAgra
Foods, Jiffy Pop’s parent company,
has made a few changes to update
the product. The company has
changed the variety of popcorn
used to give Jiffy Pop the bigger,
fluffier kernels that people love in
microwave popcorn.

Perhaps more importantly to
popcorn fans, they’ve added a new
flavor—Kettle Corn, which comes
in a new black, epoxy-coated pan
that pops much faster and leaves
fewer un-popped kernels.

“It’s a lot like the ‘new’ nostal-
gic cars,” according to a company
spokesman, “Jiffy Pop has been
improved to appeal to today’s
tastes, while keeping the tradition
alive.” 

For the foreseeable future, it
looks like Americans will still gob-
ble up (figuratively and literally)
anything that brings back pleas-
ant memories from the past.

For more information on Jiffy
Pop and its history, consumers can
visit the Web site at www.con
agrafoods.com.

Old Favorites Are Popping Up All Over Again

The popularity of an old-style
popper is once again heating up
on stoves across America.

(NAPSA)—Thanks to a new baby
Web site, many parents-to-be, their
friends and families are singing a
familiar tune—“Hello, Dolly.”

That’s because the site, found at
www.dolly.com, offers many of the
things new and expectant parents
are looking for to brighten up their
babies’ lives. In addition to nursery
decorating ideas, the site provides
exclusive product lines, an “Inter-
active Design Center” and direct
links to national baby/retail stores
and their registries where specific
products are sold.

The Web site describes itself as
“a group of moms and dads, expec-
tant moms and dads, grandmoth-
ers and grandfathers dedicated to
developing new products that
make your baby’s world exactly
what you want it to be,” and that’s
what families find when they go
online, and take a ride through
the exciting process of designing
the baby’s nursery. Items found on
the site include:

• Nursery bedding
• Wall art/borders
• Room décor
• Lamps
• Musical mobiles
• Bottle bags/snack totes
• Diaper bags
• Gift sets
• Infant toys

All of these items are available
in such themes as Disney Baby,
Baby Looney Tunes, Boyds Bears,
Cathy Heck Studio, EvenFlo,
Fisher Price, Little Suzy’s Zoo,
Mommy & Me and Osh Kosh.

At the “Interactive Design Cen-
ter,” visitors can design their
baby’s nursery as well as design
and e-mail shower invitations and
birth announcements. The “Nurs-
ery Designer” allows for a variety
of nursery themes to be chosen
and applied to the virtual nursery
walls and furniture. Floor, wall
and furniture color selection can
be decided on and the entire room
e-mailed and/or saved for future
viewing.

Other features include: “Nurs-
ery of the Month,” where a month-
ly winner is awarded and fea-
tured; “Close Out Specials,”
highlighting overstocked and dis-
continued items at sale prices;
and “Coming Soon,” which lets
visitors know where and when
new items can be found in the
marketplace.

In addition to the abundant
selection of baby items, parents-
to-be can feel good about pur-
chasing Dolly products at the
indicated retailers because of
Dolly’s ongoing commitment to
charitable causes. The company
has been a supporter of Kids In
Distressed Situations (KIDS)
since its adoption as the official
charity of the Juvenile Products
Manufacturers  Associat ion.
Dolly is one of the industry’s
largest contributors of children’s
products to KIDS. In addition,
the company contributes to sev-
eral new mother support pro-
grams and women’s shelters.

Over the past 75 years, Dolly
Inc. has become a leading manu-
facturer of licensed bedding, nurs-
ery accessories, diaper bags and
interactive toys aimed to help
stimulate and entertain the new-
born baby. To learn more, visit
www.dolly.com/NAPS.

New Web Site Lets Expectant Parents Design, Register And Shop

Parents-to-be and new fami-
lies now have a new place to
design, register and shop online.

(NAPSA)—For dedicated ath-
letes and sports enthusiasts who
are interested in saving money,
the Internet has become the new
playing field. Many of them now
turn to the Web to buy new gear
and recycle current gear—espe-
cially in sports such as cycling,
fishing and golf, where upgrad-
ing is often linked to improved
performance.

Selling pre-owned equipment
online, for example, can help
sports lovers make the most out
of their gear long after they’ve
maximized its use on the field.
The dollars they squeeze out of
selling their golf clubs, fishing
rods and bikes can go toward
upgrading their sports equip-
ment, which can help them reach
their personal bests.

Athletes can find a wide range
of top name products at competitive
prices on a number of sites. eBay
Sports (www.ebaysports.com), for
example, is the leading sports com-
merce site and offers more than
200,000 new and used sporting
goods items—relating to more than
45 different sports.

Online shopping experts from
eBay offer the following tips to
help athletes win at gearing up
online and buying safely and
successfully.

• Sometimes you know exactly
what you’re looking for, other
times you just want to browse.
The browse and search feature

makes it easy to do both.
• Read descriptions and exam-

ine pictures carefully.
• Buy from sellers with posi-

tive feedback ratings.
• Understand the terms of the

sale and return policies.
• E-mail the seller with any

questions prior to  buying or
bidding.

• Place your bid, or buy items
at a fixed price instantly.

For those who want to try a
new sport (golf, for example), buy-
ing pre-owned equipment online
can be a low-cost, low-risk way to
get started. Whether athletes are
trading up, buying new or selling
old equipment, the Web may help
them save money—and for many
sports enthusiasts, that’s the
name of the game.

Athletes Gear Up Online

Cashing in on pre-owned gear
and upgrading to newer gear,
helps athletes win at their game.




