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(NAPSA)—Racing cars and
breast cancer awareness may
seem like a strange combination,
but they were a perfect fit at
Kansas Speedway when 23 breast
cancer survivors were honored
during the Ford Credit Breast
Cancer Survivor Victory Lap prior
to the start of the NASCAR NEX-
TEL Cup Series race in October.

“These women are amazing,”
said Ford Credit Sr. Vice Presi-
dent Cecelia Michalik. “It is truly
an honor to be involved with such
an important cause and be able to
provide this avenue to celebrate
survivorship and National Breast
Cancer Awareness Month.”

The 23 Victory Lap participants
included winners of an essay con-
test and representatives from the
Susan G. Komen Breast Cancer
Foundation. To qualify for the essay
contest, applicants were required to
submit an essay of 400 words or
less describing why they should be
selected. Winning essays are online
at www.racefansforacure.com.

The Komen Foundation and
Ford Credit have been working
together in the fight against
breast cancer since 1998, when
Ford Credit began donating
money to the Komen Foundation
based on NASCAR driver Dale
Jarrett’s on-track success. Since
then, Ford Credit alone has do-
nated in excess of $700,000. 

Additionally, since 2000, Ford
Credit’s trackside program, Race

Fans for a Cure®, has raised over
$550,000 and distributed over
100,000 breast self-exam cards to
race fans. 

The breast cancer survivors
wore pink T-shirts with “I’m a
Survivor!” emblazoned on the
backs as they rode around Kansas
Speedway standing in the back of
custom-decaled black Ford F-150s.
The same pink ribbon graphic
that adorned the hoods of the F-
150s was also painted on the
infield grass to further emphasize
October as Breast Cancer Aware-
ness Month.

One of the Victory Lap partici-
pants, Elizabeth Finkenhoefer of
Davenport, Iowa, a 30-year breast
cancer survivor, said the experi-
ence was incredible.

“To be 81 years old and riding
around a racetrack,” she said.
“Who’d believe it?”

Michalik would.
“This program is about hope,

and it’s about education,” she
said. “The two go hand in hand.
Early detection is key.”

And that’s why her company
teams up with the Komen Foun-
dation at racetracks across the
country. Each year, more than
200,000 women are diagnosed
with breast cancer and 40,000 die
from the disease. Since approxi-
mately 40 percent of NASCAR’s
large fan base are women, taking
the program to a racetrack en-
ables many, many people to be
reached over the course of a week-
end with the lifesaving message of
early detection.

Earlier in the weekend, Jar-
rett, who has been nationally rec-
ognized for his work with chari-
ties, discussed his involvement
with the Komen Foundation.

“It’s been a wonderful pro-
gram,” Jarrett said. “There are a
lot of people involved, and Ford
Motor Company and Ford Credit,
in particular, through our racing
program and through the Race
Fans for a Cure® are making fans
aware of exactly how they can help
and the input that they can have.

“And then the volunteers that
we have are just fantastic. It’s
unbelievable what has really
taken place around the racetrack
and the amount of money that has
been raised and the awareness
that there is right now.”

Breast Cancer Survivors Honored...The Fight Continues

STEERING THE RIGHT COURSE—At
racetracks across the country,
cancer survivors are honored.

(NAPSA)—A trusted financial
tool—your checking account—is
getting a makeover.

A new law—the 21st Century
Act, or “Check 21”—gives finan-
cial institutions an electronic
option for processing the standard
paper check. 

Financial institutions will be
able to use an electronic “snap-
shot” of the written check as a
substitute when they send it to
the Federal Reserve for clearing.
For consumers, this means checks
may clear sooner.

While some predict that Check
21 may lead to a dramatic rise in
bounced checks, experts say these
changes may actually present con-
sumers with an opportunity to
take a new look at how they man-
age their checking account.

The Check Payment Systems
Association (CPSA) and American
Consumer Credit Counseling
(ACCC) offer the following tips for
people dealing with the changes
created by Check 21. 

1. Don’t spend what you don’t
have. This rule is commonly
ignored when people “float” their
checks. This refers to the risky
practice of racing the bank to
deposit money to cover checks
written before the check clears.
The new law may make this tim-
ing game riskier. 

2. Treat every check you write
like cash—once spent, the money
isn’t yours to spend again—and
you can avoid fooling yourself into
thinking that the bank’s daily bal-
ance reflects money available for
you to spend. 

3. Keep a record and do the
math. Keep track of every trans-
action and do the additions and
subtractions to show the effect on
your balance. This rule covers all
the bases of checking, including
comparing and reconciling your

accounting with your monthly
bank statement.

Steven R. Trumble, president
and CEO of ACCC, said, “Check
writing is a powerful financial tool
that helps people know where
their money is going each month.
The basic principles of managing
a checking account are practical
skills that everyone should know.”

Wade Delk, executive director
of the CPSA, concluded, “Check
writing is a hands-on approach to
budgeting that helps people take
control of their finances. Check 21
presents an opportunity to remind
us of those basic checking skills.
Check 21 also demonstrates how
the check is evolving in lockstep
with technology.”

Another Check 21 development
is that consumers may no longer
see their original checks returned
in each monthly statement. Delk
said that according to the Ameri-
can Bankers Association, this has
already been the case for 59 per-
cent of consumers.

For more information about the
CPSA, visit www.cpsa-checks.org.

For more information about
ACCC, visit the Web site at
www.consumercredit.com.

Checking Out The Changes In Check Processing

Experts say consumers should
treat every check they write like
cash—once spent, the money
isn’t theirs to spend again.

(NAPSA)—Here’s an idea for
anyone looking to give a gift that
gets rave reviews: Help that spe-
cial someone create an at-home
movie theater. Trend watchers say
at-home movie nights have become
one of the most popular ways for
families and friends to spend time
together—and movie-related gifts
are expected to be among the most
popular presents this holiday.

So what’s the best way to help
someone create an at-home the-
ater experience? Try these tips:

Surroundings
Movie memorabilia make

great gifts for almost any movie
buff. You can find unique objects
and posters at online Web auc-
tions and by visiting specialty
stores. But remember this tip:
You don’t have to blow your bud-
get to get unique or authentic-
looking items. For instance, if the
person on your list is a huge Bog-
art fan, a hat and coat similar to
his trademark trench coat and
fedora may make a good present.
They can be displayed as a
unique decoration in whatever
room movies are shown.

Equipment
Today’s high-tech devices can

be relatively inexpensive, make
great gifts and can help re-create
a movie theater experience. For
instance, Mitsubishi Digital
makes portable home projectors
that can instantly turn most any
room into a theater room—and
any white wall into a movie
screen. The projectors can display
brilliant, color video from stan-
dard DVD players or VCRs, from
digital cable and satellite boxes,
and from set-top High Definition
signal converters. The images can

then be projected onto either a
portable or retractable screen or
even a white or light-colored sur-
face acting as a screen—for an
instant home theater.

In addition, the projector occu-
pies minimal real estate (even less
than a flat-screen TV), and can be
easily stowed away when not in
use—it can even be mounted on
the wall or ceiling. That means
there will be more room to watch
movies in the movie room.  

Entertainment
If you plan to give a movie as a

gift, consider giving an entire
movie package. For instance, if
you’ve chosen a foreign film, com-
plete the experience by offering a
gift certificate to a restaurant that
serves food from whatever country
in which the film takes place. For
example, if you give “Under The
Tuscan Sun,” include a gift certifi-
cate to an Italian restaurant. Or if
you give a romantic movie,
include a note promising to baby-
sit the kids so the recipients can
quietly watch the movie together.

For more information, visit the
Web site at www.mitsubishihome
cinema.com.

The Ticket To Entertaining Gifts

Movie magic—A number of gifts
can help people create an at-
home movie theater.

(NAPSA)—A recent survey
showed that families are placing
more emphasis on dining together.
The study found almost 80 per-
cent of families believe dining
together helps them keep up with
each other’s lives. Four out of five
families have those family dinners
at restaurants at least several
times a month.

In response to this trend and
the changing needs of families,
restaurants across the country
have developed more family
friendly innovations. From menu
additions to customer education,
restaurants have found unique
ways to capture the growing fam-
ily dining marketplace.

“We’re thrilled to see that
restaurants across the country are
taking the extra steps to enrich
the family dining experience for
their customers,” said Sheila
Cohn, registered dietitian with the
National Restaurant Association.
“All restaurants need to recognize
that dining out is a key time for
families to make connections in
their busy lives.”

Thanks to Family Diner, a
program created by The Coca-
Cola Company with support from
the National Restaurant Associa-
tion, families now have some
help choosing the right place to
eat out together. Throughout the
year, families can find tips and
suggestions for making eating
out easier and more fun at
www.familydiner.com.

Friendly’s, a participant in the
Family Diner Program, recently

introduced a Big Kids Menu to
cater to adolescent eaters. Kids
who aren’t quite ready to order
from the regular menu but have a
more sophisticated palate and
larger appetite than the little
ones, can find some satisfying
choices. Ruby Tuesday also has
updated its choices for kids.
Through the restaurant’s “Smart
Eating Initiative,” children now
have eight new menu choices that
contain less fat and calories and
healthier, whole-grain carbohy-
drate options.

As families seek sensible and
affordable options for dining out,
many of the nation’s restaurants
have risen to the challenge, offer-
ing appealing options for families
looking for reasonably priced,
well-balanced meals to accommo-
date their fast-paced lifestyles.

New Ways Of Dining Out, Family Style

Special options for adolescent
eaters at Friendly’s help make
dining more fun for families.

***
Many of life’s failures are peo-
ple who did not realize how
close they were to success when
they gave up.

—Thomas Edison
***

***
The common idea that success
spoils people by making them
vain, egotistic, and self-com-
placent  is erroneous; on the
contrary, it makes them, for the
most part, humble, tolerant and
kind. Failure makes people
cruel and bitter.

—Wlliam Somerset Maugham 
***

***
He who fights against monsters
should see to it that he does not
become a monster in the
process. And when you stare
persistently into an abyss, the
abyss also stares into you. 

—Friedrich Nietzsche 
***




