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(NAPSA)—For many, holiday
greeting cards are a terrific way to
make a personal statement or
send a special message to friends
and family. In recent years, it’s
become even more important to
stay connected to the moments,
memories and people that mean
the most to us. That may be why
more and more people are taking
time to create their special sea-
sonal messages by hand.

To some, such a task may
appear daunting. After all, it’s
easier (and faster) to just pick up
a box of cards at a nearby store,
scribble in personal greetings,
stuff them in envelopes, stamp
and mail, right?

Not necessarily. The creative
marketplace is continually being
updated with innovative products
that make it easier to be cre-
ative…and in less time than you
might think. Such products make
individual expressions of creativ-
ity, such as greeting cards, both
fun and easy. 

If you’re a do-it-yourself kind of

person, having the right tools and
supplies can make the activity
more productive and more enjoy-
able. Xyron, for example, offers a
complete line of creativity-enhanc-
ing products. The company’s lami-
nators, sticker makers, magnet
makers and paper crafting kits
help transform virtually anything
into a treasured keepsake. Prod-
ucts like these make it possible to
create greeting cards, scrapbook
pages, magnets and more that not
only tell someone how you feel—
they show it.

Because these products are also
portable—requiring no heat, bat-
teries or electricity—you can take
them anywhere, to capture and
share special moments as they
happen. With easy-to-use tools and
a little imagination, the possibili-
ties are potentially endless.

For holiday greeting ideas and
project how-tos, as well as for the
latest in innovative items that
make expressing your creativity
easier, visit the Xyron Web site at
www.xyron.com.

Adding A Personal Touch To The Season’s Greetings

This holiday season, create and send one-of-a-kind handmade greet-
ing cards to the people who matter to you most.

$2 Billion Reasons To
Make The Right Choice

(NAPSA)—The important part
of any over-the-counter (OTC)
drug is not the name on the front
of the box but the active ingredi-
ents listed on the back. That’s
why Americans save as much as
$2 billion a year by switching to
store brand over-the-counter
drugs.

“Your symptoms don’t care
which brand you choose or how
much you spend as long as you’re
treating them effectively,” says
Fred Eckel, editor-in-chief of
Pharmacy Times.

If you stocked your medicine
cabinet with only advertised
brands, it would cost up to $60
more, but you wouldn’t get any dif-
ference in product effectiveness.

Here are some facts about store
brand OTC medicines:

• Store brands contain the
same named active ingredient at
the same strength and both prod-
ucts must meet the same FDA
standards.

• Advertised brands cost ap-
proximately 40 percent more than
their store brand OTC equiva-
lents. The reason has nothing to
do with quality and everything to
do with advertising costs. 

• Most stores place store
brands to the right of the adver-
tised brand.

Want to learn more about how
you can save with store brands?
Go to www.truststorebrands.com.

Store brand OTCs have compara-
ble product attributes as adver-
tised brands and save you money.

(NAPSA)—Lung cancer is a
growing epidemic and is the lead-
ing cause of cancer deaths in the
United States. In fact, the lung
cancer death rate accounts for
more cancer deaths than breast,
prostate, and colorectal cancers
combined. Despite the widespread
occurrence of lung cancer, it is
often treated as an “invisible” con-
dition and subsequently over-
looked by the media and ignored
by friends and family of lung can-
cer patients. 

A sense of isolation and fear of
the physical demands of treat-
ment often result in lung cancer
patients giving up before they
begin their fight. In fact, many
individuals with lung cancer are
so overwhelmed by the diagnosis
and the prospect of what treat-
ment might entail that they never
seek out the care of an oncologist
or cancer specialist. 

While a diagnosis of lung cancer
can be devastating, an oncologist
can provide patients with informa-
tion regarding lung cancer treat-
ments, new treatment options, and
resources for support. These spe-
cialists are uniquely qualified to
work with lung cancer patients to
identify the most appropriate
treatment course. 

Now, people with lung cancer
have another resource for infor-
mation and support. The Wellness
Community, an organization that
provides free emotional support
and education to people with can-
cer across the country, has devel-
oped a national educational pro-
gram called Frankly Speaking

About Lung Cancer, which pro-
vides a comprehensive lung can-
cer guide and workshops held
nationwide. 

The program provides people
affected by lung cancer with up-
to-date information on the latest
treatment options from expert
oncologists and physicians and
equips patients and their families
to navigate the complex treatment
choices of surgery, radiation,
chemotherapy and newer tar-
geted-therapy options to deter-
mine the most suitable course of
treatment.

“This program fills an unmet
need for a comprehensive resource
of up-to-date information on living
with lung cancer. Attendees will
learn how to approach treatment
decisions, manage side effects and
maintain quality of life,” said Kim
Thiboldeaux, president and chief
executive officer of The Wellness
Community. “We want to give peo-
ple living with lung cancer the
encouragement to lead active, ful-
filling lives.”

The Wellness Community part-
nered with the Alliance for Lung
Cancer Advocacy, Support, and
Education (ALCASE) and Cancer-
Care to develop the content for the
Frankly Speaking About Lung
Cancer program. 

For more information about the
Frankly Speaking About Lung
Cancer program or to receive a
copy of the Frankly Speaking
About Lung Cancer resource
guide, please visit www.thewell
nesscommunity.org or call 1-888-
793-WELL (9355).

Lung Cancer Patients Find Hope Through
Promising Resources

(NAPSA)—If you find holiday
gift giving at the workplace over-
whelming, take heart. It can be a
positive experience if you know the
rules. 

According to an Office Depot
holiday survey conducted by Har-
ris Interactive, ninety percent of
respondents indicated being unfa-
miliar with the latest gift-giving
protocol for business associates. 

Here are a few tips from Hilka
Klinkenberg, Office Depot’s Holi-
day Etiquette Expert:

• Know your recipient. Be
aware of the person’s style and
taste. It is helpful to know the
beneficiary’s culture—both in the
corporate and ethnic sense. For
example, if he or she travels fre-
quently, a Business Backpack may
be appropriate.

• Think about buying a gift
that someone wouldn’t buy for
themselves. Without being extrav-
agant or expensive, a “splurge”
item could help your business
associate relieve some holiday
stress. The Christopher Lowell
Comfi-Vibe Neck and Lumbar Pil-
lows might make a great “splurge”
gift.

• Avoid personal gifts. A good
guideline is to steer clear of any-
thing that touches the skin or that
requires size, style or color. Gift
cards are great options. Office Depot
offers gift cards along with the
“Teddy B. Caring” gift card holder
bear. Proceeds from the teddy bear
purchase go to Toys for Tots.

• Match the gift with your com-
pany’s image. For example, if your
company describes itself as edgy
and creative, consider a gift such
as the Safari Stapler Set. A more

professional gift might be the Tar-
gus Notebook Leather Case.

• Remember your budget and
remain consistent. Set a limit and
stick to it each year. Ideas for gifts
under $25 include the Business
Office Folio 4-Pc. Set and the Don-
ald Trump Doll. 

• Give a gift that is both
thoughtful and useful. Maybe
something that can plug a co-
worker into the latest technology,
such as the Logitech QuickCam
Communicate Web Camera.

• Give the gift in person. If it
is not possible to give a gift in
person, plan to ship the gift as
early as possible. Office Depot
works with UPS to provide full
packing and shipping services
nationwide.

• Presentation counts. Person-
alize your gift by using appropri-
ate paper and packaging—and
don’t forget to include a handwrit-
ten card.

To learn more, call 1-800-GO-
DEPOT or visit the Web site at
www.officedepot.com.

Rules For Gift Giving In The Workplace

Presenting someone with a
practical gift in the workplace
shows you’re paying attention.

(NAPSA)—Who can best help
students with their application
essays? Their English teacher?
Their college counselor? Their
best friend?

None of the above, says Sarah
Myers McGinty in her book The
College Application Essay, pub-
lished by the College Board
($15.95, softcover). All of the
above people can (and often do)
help in little ways, but the best
helpers are a student’s parents.

More colleges than ever require
students to submit an essay with
their application. McGinty’s book
teaches students how to write
vivid, distinctive essays to support
their applications.

The latest edition of the book
includes a chapter for parents,
which explains how they can aid
the writing process—without inter-
fering in it. Today’s parents often
think they will only add pressure if
they bring up the essay at the
dinner table. But research that
McGinty recently conducted for the
National Association for College
Admission Counseling showed that
students get the most useful help
on the essay from their parents. 

“The crux of any application
question is ‘tell us about your-
self,’” says McGinty. “Colleges
want to meet the person who’s

behind all the grades, test scores,
and achievement awards. Parents,
regardless of their own educa-
tional experiences, can help their
children think about who they
really are, about what colleges
should know about them.” 

The College Application Essay,
which is available in bookstores
everywhere, also includes dozens of
current essay questions and topics,
sample essays, and insight from
admission directors and guidance
professionals on how applicants’
essays are evaluated. 

WRITING THEIR WAY IN
Helping Students with College Applications

***
A successful man is one who can
lay a firm foundation with the
bricks that others throw at him.

—Sidney Greenberg
***

***
As one person I cannot change
the world, but I can change the
world of one person.

—Paul Shane Spear
***

***
A man is not finished when he
is defeated. He is finished when
he quits.

—Richard Nixon
***




