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(NAPSA)—Americans have
found valuable ways to stretch
their dollars, regardless of the eco-
nomic climate. 

But with food and energy
prices rising, according to a recent
study re leased by the United
States Department of Labor, it’s
become even more important for
many people to find ways to save. 

One way to cut costs might be
to shop a warehouse club. Ware-
house Club Focus estimates that
consumers can save an average of
30 percent shopping warehouse
clubs over supermarket prices. 

BJ’s Wholesale Club, with 177
clubs along the eastern U.S.,
offers these tips for shopping
wholesale clubs: 

• Compare Apples To Ap -
ples—When you comparison shop,
make sure you are looking at the
same item and taking into consider-
ation differences in size or amount.
Check the unit pricing—it’s the eas-
iest way to make a comparison.
Multipacks and larger sizes are
designed to offer valuable savings. 

• Don’t Sacrifice Quality—
Shop in a store that offers both
quantity (bulk pricing) and qual-
ity (leading brands). Wholesale
clubs should offer quality selec-
tions such as USDA choice meats
and organic items.

• Carry A List—Develop a list
to help you focus more on needs
and less on impulse buys.

• Find It In One Place—
Traveling to several locations to
shop can cost you plenty in gas
and increase time spent on
errands. Instead, look to ware-
house clubs for everything under
one roof, including groceries, gifts
and seasonal products. 

• Bring Restaurants Home
—Some clubs offer restaurant-

branded items including Legal
Sea Foods Clam Chowder, Panera
Bread Company Broccoli Cheddar
Soup, and Chili’s Chicken Fajita
Kit.

• Baby Bargains—Look for
retailers that offer an assortment
of diaper brands and sizes, and
that stock other baby products
such as detergents, formulas and
accessories.

• House Brands—Whether
it’s shrimp, fresh-baked cookies,
prepared foods, frozen organic
fruits, shampoo, vitamins or more,
a good wholesale club offers high-
quality house brand items at sav-
ings comparable to brand-name
items. 

• Save Time On Rebates—
Shoppers can log on to BJs.com
and view available manufacturers’
rebates, submit a manufacturer
rebate for redemption or inquire
about a previously submitted
rebate. Additionally, the club is
the only wholesaler that accepts
all manufacturers’ coupons and all
major credit cards, in addition to
checks, cash and debit cards,
while offering more than 7,000
items—many competitors offer
just 4,000 items.

Cutting Grocery Costs

Wholesale clubs can offer con-
sumers big savings.

Adding A Decorative Touch
(NAPSA)—A growing number

of homeowners are thinking
“green,” as in environmentally
responsible, when complementing
the efforts of their green thumbs. 

Gardeners are using decorative
touches made with nature-
friendly materials to add a nat-
ural touch and define their land-
scaping projects. For example,

edging such as SmartEdge®, which
has a rich woodgrain finish, can
be used to create pleasing visual
transitions—both straight and
curved—between plantings, grass
and walkways.

Made from at least 90 percent
post consumer recycled materials,
the edging looks great and is very
durable, out-performing wood,
plastic, fiberglass and metal. It
installs in three simple steps,
making it easy to create profes-
sional-looking landscapes. The
only tools you need are a shovel
and a hammer. 

SmartEdge® is available in
home improvement centers
nationwide. At Lowe’s Home
Improvement Centers it’s sold
under the TimberWolf® brand.
Visit www.FiberTechPolymers.com
to learn more. 

This wood-composite edging is
made from environmentally
responsible material.

(NAPSA)—When considering
home improvements, think about
putting your plans “on deck.”
Whether you’re building a new
deck or renovating an old one, you
can create more opportunities to
enjoy your time outdoors with the
latest generation of composite
decking materials.

Composite decking materials
are made from reclaimed wood
fibers and plastic resins (WPC) or
from expanded polymers (PVC).
As an alternative to traditional
treated wood decks, new technol-
ogy has created composite materi-
als that look better and last
longer.

“In terms of colors and textures,
homeowners have more options
than ever to achieve the ‘look’ they
want,” said Kevin Brennan, senior
vice president, sales and market-
ing for TimberTech, a leading
manufacturer of composite deck-
ing, railing and fencing products.
“In addition, they can choose rail-
ings or fencing that either match
or complement the deck.”

Composite decking materials
offer benefits such as: 

• Low maintenance. Com-
posite decking resists sun and
water damage, so it maintains its
color and appearance for years.
There’s no need to paint, stain or
seal it like treated wood decks.
Since it resists weathering and
warping, you won’t need to replace
rotting, uneven or insect-damaged
boards. 

• Minimal color fading.
Many decking plank product lines
are blended with ultraviolet (UV)-
inhibiting pigments that will com-
bat the effects of sunlight. This
ensures a consistent appearance
and minimizes color fading. 

• Comfort. Composite ma -
terials minimize heat buildup, so
you’re more comfortable in warmer
weather. In addition, composite
decks are splinter-free—so you can
go barefoot without worries.

• Durability. Composite decks
are more resistant to weathering
and warping and last far longer
than treated wood decks.

• Increased home value. In
addition to enhancing your out-
door lifestyle, composite decks add
value to your home. According to a
recent report from Remodeling
magazine, the national average
return on investment for deck
additions is nearly 80 percent.

Because composite materials
handle and install differently from
traditional treated wood, Brennan
recommends contacting an experi-
enced professional for a consulta-
tion before beginning your deck
project. For more information,
visit www.timbertech.com.

Put Your Home Improvements ‘On Deck’

An attractive deck not only helps
you enjoy your time outdoors, it
increases the value of your
home.

(NAPSA)—If you’re exercising
more excuses than muscle, you’re
not alone. Millions of Americans
understand the benefits of exer-
cise, yet many of us spend more
time making excuses than moving.  

“Exercise is probably the clos-
est thing we have to a magic pill
for keeping our bodies and minds
healthy,” says Joe Moore, presi-
dent and CEO of the International
Health, Racquet & Sportsclub
Association (IHRSA). “Exercise
can make us feel good quickly.
Even modest amounts can have
health benefits. The important
thing is getting started.”

Here are some excuses that
often hold us back.

“I just don’t have time
to exercise.”

Sure, you do. Any physical
activity is better than none. Just
15 to 30 minutes a day can have
health benefits. Stretch and run in
place during TV time. Start taking
the stairs or park farther out. 

“I’m too old to exercise.” 
Says who? As long as your doc-

tor gives you the green light, you
can exercise at any age—and ben-
efit from it. Exercise is about total
health—including quality of life,
energy level and mental outlook.
Research shows that exercise is
likely the best prescription for
healthy aging, and many health
clubs offer programs for seniors. 

“I don’t know how to
get started.”

That’s the hardest part for
many of us, but it doesn’t have to
be. Start off slowly and work your
way up. It’s okay to start at 5 to 10
minutes a day. Do a little more as
you can, aiming for 150 to 200

minutes a week, and think about
joining a local health club. Per-
sonal trainers and a staff of profes-
sionals are there to help. They can
provide the knowledge and sup-
port many of us need.

Stomp Out Those Excuses!
This May, health clubs across

the country are standing ready to
help stomp out the excuses by
opening their doors for free for
several days as part of the Get
Active America! program. You’ll
have access to equipment, classes,
personal trainers and a highly
supportive environment.  

So stomp out the excuses and
make the move for prevention!

For more information, visit
www.GetActiveAmerica.com. For
a listing of health clubs with pro-
grams for seniors, families, and
people with special health con-
cerns, contact IHRSA at health
promotions@ihrsa.org.

Stomp Out Those Excuses

Research shows that exercise is
likely the best prescription for
healthy aging. 

(NAPSA)—A fleet of 25 eye-
catching autos is getting patients,
advocates and survivors revved up
to fight breast cancer.

Breast cancer is the most fre-
quently diagnosed cancer in
women, with one out of eight
developing breast cancer in her
life. Additionally, approximately
3 million women in the U.S. are
living with breast cancer—2.3
million who have been diagnosed
and an estimated 1 million who
do not yet know they have the
disease. 

Worse, more than 40,000 wo men
died from breast cancer last year. 

While the death rate of this
disease has been declining due
to earlier detection through
screening, increased awareness
and im proved treatment, there’s
still a need for more research in
hopes of finding a cure. Women
coping with breast cancer can’t
do it alone—they need support
from the community, friends and
family. 

The Ultimate Drive
Now in its 12th year, the BMW

Ultimate Drive is a national grass-
roots fundraising program that
gives community members the
opportunity to be proactive in the
fight to end breast cancer. A fleet of
25 specially-badged BMWs will
travel to participating BMW Retail
Centers, giving consumers the
chance to get behind the wheel
and help support breast cancer
research and raise awareness.

“This program inspires com-
munity members to help us fight
the most common disease among
wo men,” said Hala Moddelmog,
president and chief executive offi-
cer of Susan G. Komen for the
Cure.

For every mile driven during the
event, $1 is donated to Susan G.
Komen for the Cure, the nation’s
largest source of nonprofit funds
dedicated to the fight against
breast cancer in the world. The pro-
gram has raised more than $11 mil-
lion for the cause over the past 11
years, with the goal of donating an
additional $1 million this year. 

The initiative will crisscross
the country and money raised
directly supports breast cancer
research, education, screening
and community outreach pro-
grams provided by the cause. The
drive will continue through
December 2008, encouraging com-
munity members to get behind the
wheel and help contribute to the
fight against breast cancer.

To see when the initiative will
roll into town, call 1 (877) 4A-
DRIVE or visit www.bmwusa.com
and www.komen.org.

Getting Behind The Wheel To Fight Breast Cancer

PUTTING THE BRAKES ON BREAST
CANCER: A fleet of specially-
badged white BMWs hits the road
in the 12th Annual Ultimate Drive
Supporting Susan G. Komen for
the Cure—a grassroots, fundrais-
ing program aimed to put the
brakes on breast cancer. By
December 2008, the Ultimate
Drive will have traveled over 12
million cumulative miles.
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(NAPSA)—To keep water,

mold and mildew away from your
basement, use a waterproofing
paint, such as Watertite™ Mold &
Mildew-Proof Waterproofing
Paint. For more information and
helpful home improvement tips,
visit www.zinsser.com. 

**  **  **
Phone, electric, gas, water and

cable lines are often buried
underground. Before you have
any serious digging done around
your home, call 811 to notify util-
ity companies, or visit
Call811.com




