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(NAPSA)—No two small busi-
nesses are alike, but most want to
be like their larger counterparts
in some key respects. For exam-
ple, even if you own a company
with only a few really great cus-
tomers, you want to be visible
enough to attract new customers,
boost your odds of securing repeat
business and do all you can to
improve customer satisfaction. 

The key, according to the U.S.
Small Business Administration
(SBA), is having a business Web
site. The SBA’s own Web site notes
that the Web “levels the playing
field between small business and
big business” because it is such a
dynamic, inexpensive medium for
advertising and customer service.
“The Internet is making it possible
for small- to medium-sized busi-
nesses to compete with the big
guys,” the SBA said.

Conventional wisdom says that
any business without a Web
presence these days is at a distinct
disadvantage, but the latest Inter-
national Data Corporation (IDC)
small-business research exposes a
surprising gap. The IDC research
found that of the 6.8 million busi-
nesses in the United States with
fewer than 10 employees, only 3.8
million have a Web site. “That
means 3 million U.S. small busi-
nesses—or 44 percent of the total—
aren’t using the Internet to pro-
mote themselves online or engage
customers and prospects,” said Ray
Boggs, vice president of Small/
Medium Business and Home Office
Research at IDC. “In today’s con-
nected world, companies that take
that step generally find that having
their own Web site can deliver a

significant opportunity to grow
their business, especially if the site
is updated regularly.”

Clearly, small businesses (and
many of their customers) are
online, yet more than half aren’t

exploiting the full power of what
the Internet can do to help build
their business. That power in-
cludes creating a dynamic Web
site to attract and retain cus-
tomers, taking advantage of
search engines to heighten aware-
ness of a company in today’s
global marketplace, and communi-
cating with customers around the
clock or at their convenience.

What stops small businesses
from stepping up to this level? For
many, the barriers are cost, com-
plexity and inconvenience. By its
nature, a small business typically
has a small budget and an equally
small staff. Unlike the larger com-
panies it competes with, a small
business generally can’t afford to
spend thousands of dollars to buy
a server, create a complicated
infrastructure and hire an IT
technician to keep it all running
smoothly.

The good news is that some
new offerings are cropping up
that allow you to establish a Web
presence without heavy-duty in-
house technical resources and a
big cash outlay. For example,
Microsoft Corp. has a new Inter-
net-based service called
Microsoft Office Live, which at
the most basic level provides a

small business with a domain
name, e-mail accounts and a Web
site for free.* It ’s  one of the
quickest and easiest ways today
to get your business on the Inter-
net. And, because it’s supported
by advertising revenue, and the
advertising is designed to be
unobtrusive and not appear in
the customer’s public-facing Web
sites, the basic offering is free.
Yes, it’s free, and you can sign up
to test-drive the service at
http://www.officelive.com.

“I need an attractive, easy-to-
navigate Web site that I can
update frequently and efficiently.
With Office Live, I can create a
slide show of a sailboat race and
have it online before the boats
even get back to the dock,” said
Elizabeth T. Becker, a freelance
writer and photographer and
owner of Seaport Photography.
“That means I get to spend less
time in front of my computer and
more time behind my camera. It’s
smooth sailing.” Becker ’s Web
site can be seen at http://www.sea
portphoto.com.

With such an all-in-one solu-
tion, a small-business Web site
really is a no-brainer. Look at it
this way: In a day and age when
the majority of Americans use the
Internet regularly, it’s highly
likely that a large percentage of
your customers do, too.

You can find more tips and
information on using the Web to
build and promote your small
business at the SBA’s Web site,
http://www.sba.gov. 

* To use Microsoft Office Live,
you must have Internet Explorer
5.5 or higher.

An Easy Way To Make Your Small Business More Visible—For Free

Small-business owners can now
obtain all the basic elements of a
Web presence for free.

(NAPSA)—According to obesity
researchers, the United States obe-
sity rate has more than doubled for
preschoolers and adolescents—and
more than tripled for ages 6 to 11—
over the past 30 years. Obese chil-
dren are at greater risk for health
problems such as diabetes and
heart disease, and often carry these
problems into adulthood. 

So, how do parents help children,
and the entire family, eat healthier,
both at home and away-from-home?

“Talk to your pediatrician,
family doctor or registered dietit-
ian to determine the healthiest
weight goals for the entire fam-
ily,” said nutrition expert Jenifer
Bland-Campbell, “then make a
plan to tackle the issue.”

She offers these tips to help
parents help their families eat
more healthfully:

• Eat at least one meal
together daily, at regular inter-
vals to discourage snacking. 

• Prepare healthy dishes for
the whole family, not just special
foods for an overweight child.

• Don’t use food as a reward,
comfort or punishment.

• Watch portions. “Clean your
plate” is not always the way to go. 

• Eat slowly. It takes almost
20 minutes for the brain to regis-
ter that the body is full. 

• Encourage water or skim or
1% milk instead of high-calorie,
sugary drinks. 

• Getting kids to eat at least
five servings of vegetables and

fruits each day will not be easy,
but focus on the colors to make it
more fun. Visit www.5aday.org
for more tips.

• Use low-fat or fat-free dress-
ings, mayonnaise and dairy items
at home as if they are the full-fat
versions. Kids will take your cues.
Ask for the same items on the side
when eating away-from-home.

• Take the stairs. When you
go shopping, park the car farther
away from the store and walk.

• Limit television, video games
or computer time.

• Replace mayonnaise and
cheese on burgers or sandwiches
with catsup, mustard or barbecue
sauce.

• Stick with items that are
baked, broiled, steamed or

poached—not fried.
• Ask for nutritional informa-

tion when eating out. 
• Look beyond the children’s

menu, often limited to fried, high-
calorie, high-fat foods. Split one
healthier adult entrée between
two children.

• Ask for a takeout container
and put some of the food in before
you eat.

• Ask that bread, beverages
and tortilla chips be served with
the meal, not beforehand.

“Parents can help children
reach wellness goals by first
making healthy changes at home,
then teaching kids what to do
away from home,” said Bland-
Campbell. “Healthy eating does
not happen overnight, but chil-
dren take cues from their parents
and will learn behaviors over
time.”

Bland-Campbell is a registered
dietitian with ARAMARK, a com-
pany that manages food service
programs at businesses, colleges,
hospitals, and approximately
4,000 schools across the country. 

You can find research on the
away-from-home nutritional prefer-
ences of Americans at ARAMARK’S
Web site, www.diningstyle.com.
There, parents can find their
own dining style and receive
tips from dietit ians on more
ways to eat better. More infor-
mation can also be found at
www.MyPyramid.gov or the site for
kids, www.MyPyramid.gov/kids.

“Clean Your Plate” Is Not Always The Way To Go For Healthy Kids

Encourage your children to eat
slower; it takes 20 minutes for
the body to register feeling full.

(NAPSA)—Small businesses—
from florists to realtors—are
quickly catching on that e-mail
marketing can be an effective way
to quickly reach thousands of cus-
tomers inexpensively. 

E-mail marketing refers to the
communications that businesses
have with current customers who
have given permission to receive
e-mails about special offers and
new products or services. By cate-
gorizing customers by their buy-
ing preferences and creating e-
mail offers that address those
preferences, a small business can
personalize their marketing for
the cost of a mouse click.

Instant Sales
E-mail marketing helps busi-

nesses create instant sales from
existing customers. It also helps
maintain and build long-lasting
relationships with repeat customers,
which are at the core of most suc-
cessful businesses. And yet, in a
recent poll conducted by research
firm Greenfield Online (on behalf of
FileMaker, Inc.), 49 percent of small
businesses said they were not even
considering e-mail marketing.

What is the other half of small
businesses doing with e-mail market-
ing? Making money. For example, the
Tara Bella Winery used e-mail mar-
keting software based on FileMaker
Pro to send an e-mail to its customers
about a special wine package. Within
24 hours, they had sold out their
inventory and grossed $8,500. They
spent less than three hours writing
the e-mail and sending it out.

Almost any business can im-
prove its profitability using e-mail
marketing. Even nonprofits are
using e-mail marketing for fund-
raising. New database software

and the Internet have made it
quite inexpensive and, now, easy
to do. All you need is a Windows
or Macintosh computer, an Inter-
net connection, an e-mail account
and easy-to-use database software
such as FileMaker Pro. In some
instances, the rewards of your
first successful e-mail campaign
can even pay for these affordable
technology tools.

Free 46-Page Guide
But to make the most of your e-

mail marketing, you’ll want to do
it efficiently and effectively, using
the right tools the right way.

A free 46-page guide is now
available that helps first-timers
and experienced e-mail marketers
develop and execute an effective e-
mail campaign with customers.
Titled How to Start Email Market-
ing in 10 Easy Steps, the how-to
guide can be downloaded from
www.filemaker.com/emk.

The guide takes you through
each of the key steps, from building
your customer e-mail list and
selecting the right customers for a
specific e-mail to writing the e-mail
and sending it out. 

E-Mail Marketing Turns Small Biz Into Big Biz

A TOAST—One company sent an
e-mail to customers about a spe-
cial wine package and sold out.

(NAPSA)—Here’s some news
that might make you smile—espe-
cially if you are one of the 113 mil-
lion Americans missing one or
more teeth. 

Dr. Jeffrey Ganeles of Boca
Raton, Fla., has perfected a revolu-
tionary, virtually pain-free treat-
ment—called TeethToday®—that
IMMEDIATELY replaces missing

teeth in just one day,
frequently in just
one visit! 

“This is consid-
ered to be a great
improvement over
the traditional den-
tal implant process,”
said Ganeles. “Now
people can get new

teeth in a single day instead of
having to go through three to six
months of multiple procedures
and dozens of office visits. 

“It’s frightening and depressing
for someone who has a mouthful
of missing or bad teeth and deteri-
orating gums,” said Ganeles, who
heads a team of dental profession-
als at the Florida Institute for
Periodontics and Dental Implants.

“Now we’re able to predictably
create beautiful smiles in record
time.”

The technique has been used
successfully to replace failing
existing teeth and even teeth that
have been missing for decades.
TeethToday® has proven to be an
important alternative to the use of
dentures, which are often so
uncomfortable they are not a real-
istic option for many people with
missing teeth. 

“Once your teeth are fixed and
your smile restored, you’re likely
to see changes and improvements
in your health, appearance, confi-
dence, career and relationships,”
said Ganeles.

With a nearly 100 percent success
rate for his TeethToday® procedure,
Dr. Ganeles earned prime-time
attention when he was featured on
ABC’s top-rated reality television
show “Extreme Makeover.”

Nationally recognized for his
expertise, Dr. Ganeles is now vis-
ited by patients from all over the
country. For more information,
visit www.TeethTodayUSA.com or
call (888) 435-4734. 

TeethToday Triumph

Dr. Ganeles

✁
Editor’s Note: March is National Nutrition Month but this can be used year-round.




