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(NAPS)—As the current admin-
istration shines a spotlight on school 
choice, families around the country are 
opening their minds to new educational 
opportunities.

Many states are inspired by Indi-
ana’s tax-credit scholarships and school 
voucher program, which, a recent Ed-
Choice and Hanover Research study dis-
covered, are not only popular, but also 
increase parental involvement in their 
children’s education.

Indiana is home to the nation’s largest, 
single statewide school voucher program. 
Vouchers give parents the freedom to 
choose a private school for their children 
using all or part of the public funding set 
aside for their children’s education.

Key Findings
Here’s what the survey found:
• The vast majority of parents are 

somewhat or completely satisfied with 
the state’s voucher and tax-credit schol-
arship programs.

• Sixty-one percent say they com-
municate with teachers and participate 
in school activities more and 55 percent 
say they volunteer or perform commu-
nity service more. 

• Parents value the opportunity to 
choose a school they believe is a better 
fit for their child. Parents also value the 
freedom to choose a school outside their 
neighborhood.

• Private school parents are signifi-
cantly more likely than district school 
parents to report satisfaction with their 
children’s current schools. 

• Of the students who have left school 
choice programs, most have done so 
because they graduated or program re-
strictions rendered them ineligible. Few 
if any leave because they’re unhappy 
with the program or their schools.

• More than a third of parents who 
never had a child in the programs were 
unaware of them. 

• Most parents whose kids are not 
participating in the programs would if 
they qualified or if the award amount 
fully covered tuition and expenses.

• On average, three-fifths of parents 
using the programs found it somewhat 
or very easy to find their children’s cur-
rent schools. 

Many parents and educators believe 
all families deserve the opportunity to 
choose the best educational fit for their 
children, regardless of their income or 
zip code.

That’s the idea behind EdChoice, 
a nonprofit, nonpartisan organization 
dedicated to advancing full and unen-
cumbered educational choice as the best 
pathway to successful lives and a stron-
ger society. “Indiana is a national leader 
when it comes to the way our programs 
operate and the number of students we’re 
able to serve, but we’ve still got work to 
do making sure families know these pro-
grams are available to help their students,” 
said Robert Enlow, the group’s president 
and CEO. “Parents want options, and we 
need to do a better job letting them know 
those options are out there.”

Learn More
For more information on school 

choice, visit www.edchoice.org. To see 
the entire report, go to www.edchoice.
org/WhyINParentsChoose.

What Parents Want

New study finds families are high-
ly satisfied with school choice 
 programs. 

(NAPS)—You’ve got a great prod-
uct—now what? As a small-business 
owner, you likely get only one oppor-
tunity to launch a product successfully 
and set your brand up for growth. Here 
are four practical ways to prepare your 
product for liftoff. 

1. Barcode your products (the 
right way). While selling direct to 
consumers can be profitable, work-
ing with a retailer partner can propel 
your brand forward and increase sales. 
Meeting retailer requirements may be 
daunting, but the rules are in place to 
help retailers sell products successful-
ly. Small busi nesses can avoid lost sales 
opportunities and unnecessary costs 
associated with relabeling by learning 
and meeting requirements from the 
start. Companies working with retail-
ers and online marketplaces need a 
different UPC for each product they 
sell and product variations require 
unique UPCs to distinguish one vari-
ation from another, such as different 
flavors of candy. 

GS1 US has been the source for a 
product UPC, the number that appears 
under a barcode symbol, for more than 
40 years. When used properly, a UPC 
uniquely identifies a product when 
scanned at various points in the supply 
chain—including the checkout counter 
in a retail store. Each barcode can be 
printed and attached to a product or 
incorporated into the package design. 
Make sure you have proper placement, 
sizing, and quality printing to help your 
product sail through the checkout pro-
cess. GS1 US has solution partners that 
help small businesses with barcode and 
package printing. More information is 
at www.gs1us.org/ solutionpartners. 

It is important to ensure that the 
UPCs assigned to your products are au-
thentic and contain numbers that link 
your brand with your products. The GS1 
Company Prefix is a number embedded 
in a UPC obtained from GS1 US. Pur-
chasing UPCs that do not have a Com-
pany Prefix assigned to your brand may 
hurt your chances of building future key 
relationships with retailers. For a guide 
to help businesses get started, see www.
gs1us.org/getstarted. 

2. Get discovered digitally. Small 
businesses can reach a much wider au-
dience in today’s digital age—an entre-
preneur can sell products on Amazon 

halfway around the globe in a matter 
of seconds. Online marketplaces also 
want to delight consumers with a wide 
product selection and rely on small busi-
nesses for variety. 

With proper product identification, 
the right product can be surfaced in 
search engine results—consider it your 
product’s global passport to be sold any-
where, anytime. The same numbers in a 
barcode are also used online, making it 
easier for your products to be found in 
Web searches and classified for online 
marketplaces. On e-commerce plat-
forms, if you want your product to be 
searchable, random or proprietary num-
bers won’t work—your products need to 
be identified according to the retailer’s 
requirements or they may be hidden 
from search results. 

3. Provide complete product infor-
mation. In a store, people use their  senses 
of touch, sight, sound and even smell to 
help them decide if a product is right 
for them. But what about online? Imag-
ine how important product information 
becomes in helping customers decide 
to buy your product. Remember—you 
never get a second chance to make a first 
impression, so launching a product with 
detailed information can be a great point 
of differentiation and help sell your prod-
uct versus the competition’s. 

First and foremost, keep your au-
dience in mind. For example, parents 
thinking about buying children’s hockey 
gear need a full scope of the product be-
fore deciding if it’s right for their child. 
They may need to know about durabil-
ity, safety features, whether it’s machine 

washable and more. Think about your 
own shopping experiences—observe 
how products surface and are presented 
in different marketplaces and pay atten-
tion to the data. 

A network of Certified Content Pro-
viders that serve as a resource for small 
businesses seeking guidance on gath-
ering the right kind of product data to 
market their products can be found at 
www.gs1us.org/ccp. 

4.  Help the consumer picture it. 
A picture is worth a thousand words, 
especially online. Clear imagery is nec-
essary to complement product details 
and more pictures can mean more sales. 
Professional photos of your product 
taken at different angles can mean out-
standing reviews and increased sales 
rather than complaints about having 
to return your product. In today’s com-
petitive marketplace, photos are critical 
to confirm that your product meets the 
consumer’s expectations. 

Moving forward, it’s important to re-
member that you’re not alone in facing 
these startup learning curves. The process 
of launching products can seem complex 
at first, but understanding consumer be-
haviors, retailer requirements and how 
retail has evolved can mean long-term 
success. The winning combination of your 
business ambition and retail best practices 
can help you plot out a new path for the 
next big growth opportunity. 

Learn More
Further information about tools 

and services to help small business-
es achieve their goals can be found at 
www.gs1us.org/smallbusiness.

Ready, Set, Grow: Four Tips For New Product Success 

Many small-business owners feel 
like they need to crack a code to 
know what will attract customers.

In fact, they do need to know the 
best ways to go about using a UPC 
barcode.

Editor’s Note: While this can be of interest to your readers at any time, it could be particularly useful by Small Business Saturday, November 25, 2017.
✃

(NAPS)—America’s military service 
members make great sacrifices for our 
country—and for their own families—
but are their kids getting what they need 
from our K–12 education system?

A new national survey of service 
members, spouses and veterans looks at 
educational options for military families, 
their satisfaction and how their choices 
can play a role in whether a family ac-
cepts an assignment or even factor into 
decisions to leave military service alto-
gether. There are roughly 750,000 school-
aged children in active-duty-member 
households today.

Data show military families are very 
interested in alternatives to district 
schools. According to a new EdChoice 
and Braun Research survey, we know 80 
percent of them attend public schools 
today, despite the fact that more than 60 
percent would prefer different schooling 
environments for their children, such as 
private school, charter school, virtual 
school or home school.

In fact, once military and veteran 
families are informed of how school 
choice options work, their support for 
those programs increases dramatically.

Types of School Choice
Education savings accounts (ESAs).

Education savings accounts allow fami-
lies to receive a deposit of public funds 
into government-authorized savings ac-
counts—often distributed to families via 
a restricted-use debit card. Families can 
purchase any combination of private 
school tuition and fees, online learning 
programs, private tutoring, community 
college costs, higher education ex penses 

and/or other approved customized 
learning services and materials.

Military respondents were almost 
five times more likely to support ESAs 
than they were to oppose them. 

Tax-credit scholarships allow fami-
lies to choose private schools that best fit 
their needs. Nonprofit scholarship-grant-
ing organizations provide those scholar-
ships and are funded by private chari-
table donations, for which donors are 
reimbursed through tax credits.

Sixty-three percent of military re-
spondents support the concept of a 
tax-credit scholarship program. 

School vouchers. School vouchers 
give parents the freedom to choose a 
private school for their children, using 
all or part of the public funding set aside 
for their children’s education. 

Nearly two out of three military 
households support school vouchers. 

Learn More
For further facts and figures on edu-

cation choice opportunities, go to www.
edchoice.org. 

Understanding Education And Military Families

The schooling options many mili-
tary parents are able to access now 
don’t match what they want for their 
children—and that can affect Ameri-
ca’s preparedness.

The toast “Wassail” comes from the Old Norse phrase “ves heill”—meaning 
to be of good health. This evolved into the tradition of visiting neighbors on 
Christmas Eve and drinking to their health.

In the Massachusetts colony, Puritans tried to ban Christmas during the 
17th century, because of what they saw as elements of heathenism in the 
celebration. The English Parliament abolished Christmas in 1647 but the 
ban was lifted when the Puritans lost power in 1660.

The tradition of using small candles 
to light a Christmas tree is thought 
to date back to the mid-17th century. 

It is a British Christmas tradition 
that a wish made while mixing the 
Christmas pudding will come true 
only if the ingredients are stirred in 
a clockwise direction.




