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(NAPSA)—While more young
people are volunteering now than
ever before, there are still many
that stay home and surf the Web
or play video games. Most likely,
the reason these particular “Gen-
eration Y-ers” aren’t more involved
is a simple one—they haven’t been
asked.

According to a recent survey,
more children would volunteer if
more opportunities were created
for them and if they were asked.
The survey revealed 81 percent of
young volunteers started with an
activity organized by their school,
club or religious organization. The
survey also found that seven out of
10 kids who currently do not vol-
unteer would likely do so if oppor-
tunities were created for them.

“Creating opportunities for
kids to volunteer is key to raising
the levels of youth service and
spreading the benefits of volun-
teering,” said Steven A. Culbert-
son, president and CEO of Wash-
ington D.C.-based Youth Service
America.

In addition to providing oppor-
tunity, encouragement is also a
key in planting the seeds of life-
long community service.

For 12-year-old Pennsylvanian
Meagan Sokol, having the oppor-
tunity to help her animal friends
at a local shelter has enriched her
life, and made life better for the
hundreds of dogs and cats she’s
cleaned, fed and exercised over
the past two years.

Fifteen-year-old Keith Thelen
saw an opportunity to help and
applied his computer skills to
close the technology gap for eco-

nomically disadvantaged youth in
his small Minnesota community.
Keith’s work at his local commu-
nity center allowed residents to
have access to computers and
invaluable computer education. 

To acknowledge those like Mea-
gan and Keith, Kohl’s Department
Stores created a program to recog-
nize and reward young people who
are making a difference. Through
its Kohl’s Kids Who Care® pro-
gram, the department store chain
conducts an annual search for the
most caring youth in America.

“Kohl’s Kids Who Care is
about encouraging young people
to make a difference and have
fun doing it,” said Julie Gardner,
senior vice president of market-
ing at Kohl’s. “Kohl’s Kids Who
Care is an exciting program
because in addition to rewarding
young people who are generously
giving back to their communities,
it provides the kind of recognition

that engages even more young
people to volunteer.”

Winners are selected at the
local, regional and national levels.
Two winners at each store receive
a $50 gift card. Regional winners
are awarded a $1,000 post-sec-
ondary education scholarship, and
national winners receive a $5,000
scholarship. Since the program’s
inception in 2001, more than
20,000 nominations have been
submitted and more than 2,250
young volunteers, between the
ages of 6 and 18, have been recog-
nized for their hard work. Stores
will begin accepting nominations
for the 2004 volunteer recognition
program in February of 2004.
Applications will be available at
all Kohl’s Department Stores and
at www.kohls.com.

Young humanitarians like Mea-
gan and Keith are proof positive
that one person—one young per-
son—can make a difference in the
lives of others. And, starting kids
volunteering at a young age will
likely lead to continued activity.
The Kohl’s survey showed that 70
percent of the youth who volun-
teered began doing so before the
age of 12. Through their experi-
ences, these young volunteers felt
they really helped someone else
while having fun, and they felt
better about themselves. 

According to the survey, and
experts like Culbertson, creating
volunteer opportunities for our
nation’s youth is critical. Once
that opportunity is created, find-
ing kids to reach out might be eas-
ier than you think. All you have to
do is ask them. 

Kids Can Make a Difference—Just Ask Them
Study Finds Opportunity, Encouragement Are Keys To Youth Volunteerism

OF YOUTH

by Amy Zavatto and Tony DiDio
(NAPSA)—You’ve pored over

cookbooks and magazines to cre-
ate a menu befitting the quintes-
sential holiday celebration. It’s a
perfect mix of traditional dishes
and creative bursts that meld old
with new, comfort with pizzazz.
Your guests have RSVP’d, your
table is set with rich colors, twin-
kling candles and, of course, your
best stemware. But wait! What
goes in the stemware? Cabernet,
Chardonnay, or maybe Zinfandel?
Bordeaux, Tuscany or Napa? And
should any wine be served with
the plum pudding?

Ah, the classic holiday dilem-
ma. But really, wine and food
pairing is the easy part—it’s the
glaze on your ham, the honey on
your struffili, the powder on the
soofganiyot. As we say in our
book, The Renaissance Guide to
Wine & Food Pairing, all you have
to do is pop the cork and give it a
try—and following a few of these
easy, surefire guidelines can’t
hurt, either:

1. Match the main flavors. Usually
the safest bet is to pair your wine with
your central dish. Keep in mind that
you need to match the “weight” of your
wine with the “weight” of your food. In
other words, a full-bodied, highly tan-
nic Cabernet is a wonderful compan-
ion for roast beef or brisket, but a light,
floral Orvieto is not!

2. Consider the outside influ-
ences. What are the sauces?
Spices? Will there be heavy,
creamy dishes? If your side dishes
have more power on the palate
than the main event, consider
what influences they will bring
when selecting the wine.

3. Think regional. For Thanks-
giving, the most American of
American holidays, go regional!
Think toasty California Chardon-
nay or spicy Syrah, crisp New
York Riesling or an earthy Oregon
Pinot Noir. 

4. Think variety. Always offer
more than one selection because
some of your dining companions
may favor white to red and vice
versa. 

5. Think varietal! Don’t over-
look grape variety. You can even
mix up the styles of the way a
grape is produced. For instance,
for reds you might offer a very tra-
ditional Bordeaux-style Cabernet
Sauvignon and a fruit-forward
Napa style Cab just for fun.

6. Don’t forget dessert. Dessert
pairing got you stumped? With its
delicate honeyed, floral influences
Muscato d’Asti is an all-around
easy-going wine for fruit and pas-
try-based desserts. However, if
chocolate or nuts is involved, port
is a dreamy way to end a delec-
table meal.

Amy Zavatto and Tony DiDio are
the authors of The Renaissance Guide
to Wine & Food Pairing (Alpha Books,
$18.95), which is available at book-
sellers everywhere.

Holidays At The Table: Pairings Fit For A Feast

Pairing wines with holiday foods
should be a fun part of the prepa-
ration and celebration.

(NAPSA)—It’s not always easy
to tell who the heroes are.

In the battle against disease in
the developing world, lives are
being saved and improved by
humanitarian programs that
many people are not aware of.

Those programs have been cre-
ated and are being funded by the
pharmaceutical industry, in col-
laboration with leading humani-
tarian, academic, governmental,
and community-based organiza-
tions. Such programs have bene-
fited tens of millions of people liv-
ing in more than 100 developing
countries around the world.

Providing free medicine is not
enough to ensure that the medi-
cine gets to the people who need it
most. To ensure that donated
medicines and services reach their
intended targets, pharmaceutical
companies must also invest enor-
mous amounts of time, money and
expertise.

From the original decision to
contribute medicine, a company’s
commitment often expands to cre-
ating networks, training tools and
infrastructure needed to adminis-
ter the medicine or implement
preventive measures.

This work is often performed
under difficult conditions and
some of the companies have
pledged to continue their involve-
ment until the target disease is
eradicated.

One area that these efforts
have made a significant difference
in is the battle against AIDS. The
HIV virus causes acquired im-
mune deficiency syndrome or
AIDS for which there is no cure.
Of the three to four million people
who die of AIDS annually, about

2.3 million live in Africa.
Pharmaceutical companies

have targeted the disease through
education, prevention, care and
support. 

For example, medication that
prevents mother-to-child transmis-
sion of HIV has been donated to 36
developing countries in the last five
years. In 2002, the pharmaceutical
industry donated more than $800
million in medicines to the develop-
ing world. Since 1998, that amount
is more than $2.7 billion.

Other programs improve local
health care services for children
affected by AIDS. Some programs
build clinics and train health and
social workers. 

By caring for those affected by
AIDS, say experts at PhRMA
(Pharmaceutical Research and
Manufacturers of America), the
world will be safer from outbreaks
of disease and the suffering and
social and economic consequences
it causes. 

Humanitarian Efforts Make A Difference

The pharmaceutical industry
has risen to the challenge of bat-
tling disease in many developing
countries.

***
No one has a finer command of language than the person who
keeps his mouth shut.

—Sam Rayburn
***

***
If a man be endowed with a generous mind, this is the best kind
of nobility.

—Plato
***

***
Forty is the old age of youth;
fifty is the youth of old age. 

—French proverb 
***

***
April hath put a spirit of youth
in everything.

—William Shakespeare
***

***
The better part of maturity is
knowing your goals.

—Arnold Glasow
***

***
Life begets life. Energy creates energy. It is only by spending one-
self that one becomes rich.

—Sarah Bernhardt
***




