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(NAPSA)—Diabetes carries
well-known risks such as amputa-
tions and blindness, but it also sig-
nificantly increases your risk for a
stroke. People with diabetes are
two to four times more likely to
suffer a stroke. In fact, two out of
three people with diabetes actually
die from a stroke or heart disease.

A stroke occurs when blood
supply to part of your brain is
blocked and brain tissue is dam-
aged, potentially causing paraly-
sis, problems speaking or thinking
and emotional problems. Aside
from diabetes, other factors that
put you at risk for a stroke
include smoking, a family history
of stroke, a previous stroke, high
blood pressure and abnormal cho-
lesterol levels.

Since strokes often strike with-
out warning, it is important for
people with diabetes to know the
symptoms and how to seek help.
Warning signs include:

• Weakness or numbness on
one side of the body

• Sudden confusion or diffi-
culty understanding

• Difficulty speaking
• Dizziness, loss of balance, or

difficulty walking
• Trouble seeing through one

or both eyes
• Double vision
• Severe headache.
Call 911 if you experience any

of these symptoms, as prompt
treatment can help prevent per-
manent brain damage. If one or

more of these signs occur but then
disappear, you may have had a
transient ischemic attack (TIA),
which may put you at risk for a
future stroke. 

You can lower your risk of hav-
ing a stroke by making small
lifestyle changes, including quit-
ting smoking, adopting a healthier
diet and increasing physical activ-
ity. For people with diabetes, mon-
itoring blood sugar, blood pressure
and cholesterol levels is essential.
Those at high risk for a stroke
should work with their health
care provider to determine the
best way to reduce their risk.

The American Diabetes Associa-
tion and the American College of
Cardiology are leading an educa-
tional effort called Make the Link!
Diabetes, Heart Disease and Stroke
to help reduce deaths associated
with diabetes, heart disease and
stroke. Resources are available to
help you learn more about making
this important link. For more infor-
mation, visit www.diabetes.org/
makethelink or call 1-800-DIA-
BETES (1-800-342-2383).

Diabetes Can Lead To A Stroke: 
Learn The Signs And Risks

(NAPSA)—The more than 150
breeds of man’s best friend recog-
nized by the American Kennel
Club come in a variety of shapes
and sizes which also means they
have different needs.

The “Biggest Little City in the
World”—Reno, Nevada—recently
saw the biggest and littlest dog
houses in America unveiled at the
plaza outside Harrah’s casino. Also
on hand to provide her paw of
approval was Heaven Sent
Brandy, the World’s Smallest Dog
according to Guinness, who mea-
sures just six inches long and
barely tips the scale at two
pounds. Toby, a 154-pound, six-
foot-tall Great Dane representing
one of the world’s largest dog
breeds, was there as well. On hand
as the guest of honor was
Genevieve Gorder of TLC’s “Town
Haul” and “Trading Spaces.”

Gorder, considered the resident
“free spirit” of the “Trading
Spaces” roster of designers, is a
firm believer in the theory that a
living space should be tailored to
those who inhabit it—a theory
that she applied as she consulted
for the first time on the design of
two unique dog houses. 

“Before I begin the design
process on anything, it’s important
to know who I’m designing for,”
said Gorder. “Design should not
only be reflective of the inhabitant’s
personality but fitting to their indi-
vidual needs. The same can be said
for dogs of different sizes and
applied to their homes as well.”

Following the unveiling, PEDI-
GREE® Food for Dogs held an
online auction of the world’s
largest and smallest fully-func-
tional dog houses, with proceeds

going to support the work of the
American Humane Association,
which helps find good homes for
large- and small-breed dogs, and
lots of loving dogs in between. The
American Humane Association is
the nation’s only organization ded-
icated to protecting both children
and animals.

No matter what size dog house
is best for your dog, there’s a dog
food made for him or her. PEDI-
GREE LARGE BREED™ Food for Adult
Dogs is specially formulated to aid
in healthy digestion for dogs over
55 pounds. The large breed food
formula also contains essential
nutrition necessary for bone and
joint health in larger dogs. PEDI-
GREE SMALL BREED™ Food for Adult
Dogs is formulated for the mouths
of small breed dogs, less than 25
pounds. The small breed food for-
mula gives little teeth and jaws a
big rest while providing essential
nutrition for a beautiful and shiny
coat.

Both dry foods contain an
advanced antioxidant recipe
blend, including vitamins C and
E, to help protect every cell in
your dog’s big or little body. To
learn more, go to pedigree.com.

One Size Doesn’t Always Fit All

TLC’s Genevieve Gorder unveils
the world’s largest and smallest
dog houses.

(NAPSA)—Long before the
Internet and 24-hour cable news, in
many communities the barbershop
served as a clearinghouse for infor-
mation. Men would gather to social-
ize, trade opinions—and sometimes
even get a haircut.

Taking advantage of the status
barbershops can have as trusted
news outlets, a new digital, grass-
roots effort has been announced
that will bring important health
messages directly to African-Amer-
ican and Latino men in the com-
munities where they work and live. 

Participating barbershops will
have interactive computer sys-
tems where customers can learn
about prostate cancer, its risk fac-
tors and treatment options—while
they wait for their haircut. 

A project of The Prostate Net
and Mount Sinai School of Medi-
cine’s Division of Educational
Technology, “Wired Barbershops”
are a complement to “Going to the
Barbershop to Fight Cancer,” a
national health awareness cam-
paign that urges men to get
checked for prostate cancer. 

Conceived by Prostate Net
founder and president Virgil
Simons, the program includes an
extensive network of barbers who
serve as “lay health motivators,”
trained at nearly 60 medical cen-
ters throughout the country. 

Experts say prostate cancer is
the single most diagnosed of all
cancers and the second-leading
cause of cancer death in men.
African-American men have an
incidence rate 59 percent greater

than white males and a death rate
128 percent higher than white
men. Latino/Hispanic males have
the third highest rates of prostate
cancer incidence and death. 

Each “Wired Barbershop” kiosk
will feature interactive educa-
tional videos and information.
There will be a voluntary survey
to assist health professionals in
better understanding communi-
ties-at-risk, leading to more effec-
tive treatment options and disease
management. Men who complete
the survey receive a coupon for a
free haircut. 

The “Wired Barbershops” are
part of “The Knowledge Net”
(www.theknowledgenet.info), an
umbrella health education cam-
paign that will ultimately provide
information regarding heart dis-
ease, obesity, diabetes and other
health issues. The Prostate Net’s
“Wired Barbershop” program is
supported by the Fannie E. Rippel
Foundation, Celgene Corporation
and Sanofi Aventis Oncology. 

To learn more, visit www.
prostate-online.org/barbershop or
call 1.888.4PROSNET (1.888.477.
6763). 

Barbershops Serve As Source Of Health News

A new campaign will use barber-
shops to provide men with news
about prostate cancer.

(NAPSA)—Within the last few
years, photo printers have become
widely available at affordable
mass market price points, making
it possible for consumers to print
high-quality photos at home. In
fact, according to InfoTrends/CAP
Ventures, 94 percent of digital
camera owners who print photos
made at least some of their prints
at home in 2004.

Consumers are turning to
home photo printing because it’s
convenient, simple and cost-effec-
tive; they can print photos at
home for as little as 24 cents per
print using HP printers, and spe-
cial ink and photo paper Photo
Packs.

Although inkjet print car-
tridges are designed for single
use, some consumers may be lured
to consider refilling their used
inkjet print cartridges themselves
or taking them to a refill shop.
Cartridge refill shops allow con-
sumers to bring in empty inkjet
print cartridges to either be
refilled while the consumer waits,
or swapped for a recently refilled
cartridge. 

“Consumers shouldn’t be fooled
by these seemingly less expensive
cartridges,” said John Solomon,
vice president of marketing and
sales, for Hewlett-Packard’s Imag-
ing and Printing Supplies Organi-
zation. “While refilled inkjet car-
tridges may seem less expensive
at the point of sale, they routinely
fare poorly in terms of print qual-
ity and reliability, which adds to
the overall cost of printing. 

“Rather than just focusing on
the purchase price, consumers
need to look at how print quality
and reliability impacts expenses
over time,” he continued. “For
example, a lesser-quality car-
tridge that makes re-printing nec-
essary wastes paper. A leaky car-
tridge that requires constant
refills wastes time, and could
damage the printer.” 

QualityLogic, Inc., an indepen-

dent quality assurance testing
company, tested more than 200
refilled cartridges purchased from
leading refill shops across North
America. On average, more than
60 percent of refilled inkjet car-
tridges tested had reliability
problems. Issues QualityLogic
encountered with refilled car-
tridges include a high volume of
unusable pages, loss of color, and
printer problems caused by faulty
cartridges.

Although refill shops claim to
be able to refill virtually every
cartridge, QualityLogic found that
refill shops were unable to refill
16 percent of cartridges they
brought in to be refilled. Refill
shops also claim to be able to refill
a cartridge in as little as 20 min-
utes. In reality, when Quality-
Logic returned to the shops at the
appointed time, the refilled car-
tridges were not ready as
promised 37 percent of the time.

Also, consumers are disap-
pointed when photos printed with
refilled inkjet cartridges begin fad-
ing almost immediately. Not only
is this frustrating, it’s a waste of
money. “The last thing a consumer
would want to have happen is to
have a treasured photo fade
because it was printed using a re-
used cartridge,” said Solomon.

Many consumers are aware
that traditional photographs can

fade or discolor over the years.
Very bright light can fade or
change the colors in the photo-
graph within a decade or less;
even photos stored in an album
can eventually turn yellow due to
temperature effects. Fortunately,
inkjet photographs can safely
resist fade and discoloration for
many decades in an album or dis-
played, but only if consumers
choose the right combination of
high-quality inks and photo
papers that have been engineered
to work with their particular
printer.

Consumers should look for the
Wilhelm Imaging Research “Certi-
fication Seal,” which will soon be
highly visible on photo paper
packaging for leading manufac-
turers that have undergone rigor-
ous testing to obtain Wilhelm’s
seal of approval. For example, test
results from Wilhelm Imaging
Research prove that photos
printed on HP Premium Plus
Photo Paper using HP Vivera Inks
(6-, 8-, and 9-ink Photosmart
printers) resist fading for more
than 100 years.

Choosing the right photo paper
is important, too. High-quality
photo paper has a specially formu-
lated coating to prevent paper
jams, paper curl, and printed
pages sticking together. Chemi-
cals in high-quality ink combine
with the advanced coating to form
a protective barrier against light,
ensuring the image lasts for years
to come. 

Because photo papers and inks
are designed to work together to
resist fading, consumers will only
be able to ensure their memories
last a lifetime if they print their
photos on the photo paper that is
designed to work with the long-
lasting inks. For this reason, it’s
best to use the products recom-
mended by the manufacturer. For
more information go to http://
h30015.www3.hp.com/hp_sop/photo
_printing/fade_resistance.asp.

Refilled Inkjet Cartridges Prove Unreliable 
Consumers Be Wary, Particularly When Printing Photos

More than 60 percent of refilled
inkjet cartridges tested from
leading refill shops had reliabil-
ity problems, on average.




