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(NAPSA)—Danny and Milo
Guerrero had been troubled youth. 

Their grades were suffering
because the brothers did not have
anyone to help them with their
homework after school. Their
mother, Maria, could not speak or
read English, and no one else was
around to help them. 

Danny wasn’t afraid to show
his negative attitude to others.
Milo was extremely timid and did
not know how to adapt to a social
setting. As a result, their lives
were in turmoil. 

Today, these boys have very dif-
ferent stories to tell. 

Danny, rebellious and defiant,
only attended the 4-H Afterschool
Club at the Reno Housing Author-
ity’s Essex Manor Community
Center because his mother in-
sisted. Then, things began to
change. Danny’s tough guy act
yielded to the care and concern of
the 4-H staff. Realizing that his
actions did not get him anywhere,
he began to listen to those around
him. He focused on his grades,
accepting help from the tutors. He
even made sure he finished his
homework though sometimes it
meant he had to work beyond the
time set aside for academics. 

“The program really did help
me with my school work, and it
taught me manners. Now I use
this at home,” Danny said. 

After four years of steady 4-H
participation, 14-year-old Danny is
a teen leader who mentors other
youth in similar situations. The
homework help he receives from
4-H Afterschool—sponsored nation-

ally by The JCPenney Afterschool
Fund—improved his grades, bring-
ing him closer to his dreams of a
college football scholarship and the
opportunity to study engineering. 

Tutoring from the 4-H staff
helped 10-year-old Milo not only
dramatically improve his math
and reading skills but also become
more comfortable with himself
and his new friends—a big step
for a once-shy boy. 

Now, Milo never passes up the
chance to stand in front of a group
and tell stories or answer ques-
tions in class. In fact, he has
starred in several plays. Milo is
active in the housing authority’s
youth advisory board and has par-
ticipated in communication, lead-
ership and teamwork training,
which he shares with other board
members. 

Danny and Milo Guerrero are
part of a community of young peo-
ple across America who are learn-
ing leadership, citizenship and life
skills every day through 4-H After-
school programs. For more infor-
mation, visit www.4husa.org.

4-H Afterschool Improves Brothers’ Grades, Behavior

(NAPSA)—Five legends in the
world of business were honored
recently for their excellence,
courage in thought and action,
vision and innovation, leadership,
and community mindedness.

The five were inducted as lau-
reates into Junior Achievement’s
Global Business Hall of Fame.
The honorees were selected by a
panel of business leaders com-
prised of JA Worldwide board
members and Business Hall of
Fame laureates from previous
years. 

Since 1975, the Junior Achieve-
ment Business Hall of Fame has
honored the nation’s most distin-
guished businessmen and for out-
standing contributions to free
enterprise and the inductees are
presented as role models for the
world’s youth. 

The 2005 laureates will be
added to an exhibit of more than
200 laureates on display at the
Museum of Science and Industry
in Chicago. 

The 2005 Global Business Hall
of Fame laureates are:

• Gertrude Boyle, chairwoman
of the board of the Columbia
Sportswear Company®

• August A. Busch, Jr. (post-
humously) ,  former chairman,
Anheuser-Busch Companies, Inc.

• August A. Busch III, chair-
man of the board, Anheuser-Busch
Companies, Inc.

• Charles M. Cawley, founder
and former chairman, MBNA

• Raymond G. Chambers,
chairman, Amelior Foundation. 

Highlights of the daylong
induction celebration included a
luncheon with remarks by
keynote speaker John C. Dan-
forth, former U.S. Senator and

former U.S. Ambassador to the
United Nations.

Corporate event sponsors
include Emerson, SBC Founda-
tion, Anheuser-Busch Companies,
Inc.; Enterprise Rent-A-Car Foun-
dation, MasterCard International,
and Accenture.

About JA Worldwide (Junior
Achievement):

JA Worldwide is the world’s
largest organization dedicated
to  educat ing  young people
about business, economics and
entrepreneurship.  Through a
dedicated volunteer network, it
provides in-school and after-
school programs for students in
grades K-12. 

Today, it reaches four million
students in the United States, and
more than 2.6 million students
served by operations in 97 coun-
tries worldwide. For more infor-
mation on the Junior Achievement
Global Business Hall of Fame and
JA Worldwide, visit www.ja.org.

Business Leaders Join Exclusive Group

This “Hall of Fame” honors
distinguished businessmen and
businesswomen for outstanding
contributions to free enterprise.

Ideal Gifts For Golfers And
NASCAR Racing Fans
(NAPSA)—Two new books from

Wiley make great gifts for Dad.
The first, “Golf ’’s Short Game For
Dummies” (Wiley $16.99), helps
readers improve their chip, pitch
and bunker shots and fine-tune

their putting. The
book points out that,
on average, 50 per-
cent of your golf
score is based on
shots 50 yards or
closer to the green.
The book is packed
with tips, tech-

niques, drills and exercises that
can help to dramatically lower
your score.

The “NASCAR For Dummies”
book, (Wiley, $21.99) lets readers
discover all the fun and excite-
ment of NASCAR. If you’ve ever
wondered what’s under the hood
of today’s stock cars, or wanted to

know the latest
about the changes in
NASCAR, this book
will put you right
behind the wheel.
Written by NASCAR
driver and champion

Mark Martin, it helps you under-
stand the rules, regulations and
standings as well as identify
driver skills and racing strategies.
It will also help you get up-to-
speed in NASCAR lingo.

Both books tell you what you
want to know in plain English and
are filled with “get in, get out”
information. 

Available wherever books are sold
or online at www.dummies.com.

(NAPSA)—When you think of
today’s hottest trends and “must
have” products, what comes to
mind? TiVo? BlackBerry? iPod?
Me, too. But there’s another hot
product giving these big names a
run for their money. In only the
first 12 months on store shelves,
single-serve coffeemakers were
purchased by more than one mil-
lion American consumers—a
quicker adoption rate than the
pop culture icons, TiVo, Black-
Berry or even the ubiquitous iPod!
Since debuting in America in early
2004, single-serve coffeemakers
have changed the coffee-drinking
habits of people across the coun-
try, and the thirst for single-serve
coffee shows no sign of slowing.  

Leading the single-serve coffee
market is the European-inspired
Senseo® Coffee System, which has
sold eight million machines
worldwide since its European
debut in 2001. Senseo is the first
single-serve coffee system that
delivers a sensational, consistent
cup of gourmet coffee with a sig-
nature frothy coffee layer. Now
this market leader is bringing
American coffee connoisseurs
even more ways to enjoy their
Senseo experience with three new
European city-inspired flavor
blends: Paris Vanilla Bistro, Kil-
larney Irish Creamery and
Vienna Hazelnut Waltz. These
new roast selections are a toast to

Senseo’s rich European heritage
and add a distinct Continental
flair to the Senseo coffee pod col-
lection, while enhancing the pure
coffee taste. Senseo’s city-inspired
collection is flavored coffee for cof-
fee lovers and makes it even eas-
ier for American consumers to
savor a gourmet European cup of
coffee in the comfort of their own
home.

Coffee connoisseurs say there
is often an emotional connection
between people and their coffee—
and the cup of joe people choose
may even reflect their identity.
Does that mean people who drink
black coffee are bitter? Not neces-
sarily, say experts, but it does

mean that Americans take their
coffee drinking personally and
seek out the perfect tools to suit
their personal coffee preferences.
Perhaps this is why single-serve
coffeemakers are so popular—now
coffee lovers can have the coffee
they want, when they want it, and
it will be perfectly brewed every
time.

And that “perfect brew” is what
Senseo is all about. This sleek,
modern-looking appliance uses
premeasured pods to brew each
cup of gourmet coffee. Senseo has a
signature frothy coffee layer, which
tops off every cup, locks in flavor
and aroma and gives the coffee a
velvety-smooth feel and taste. With
Senseo, coffee lovers can select
their favorite type of coffee and
brew it to their specific taste, every
time. According to postpurchase
research*, 95 percent of Senseo
consumers are very satisfied or
extremely satisfied with Senseo
and would recommend it to a
friend. Now with three additional
flavor options, Senseo lovers have
even more ways to enjoy and savor
their coffee.

With a Senseo in hand you are
definitely a trendsetter!

For more information, visit
www.senseostore.com. 

*Telephone survey conducted
in December 2004 by ICR/Interna-
tional Communications Research
in Media, PA.

Hot New Products Are Brewing

Single-serve coffeemakers are
among the hottest products right
now.

(NAPSA)—A new CD offers a
walking program that will help
Americans improve cardiovascu-
lar health, control weight, man-
age stress, and increase their
overall well-being. “The Healthy
Heart Walking CD: Walking
Workouts for a Lifetime of Fit-
ness” includes a beginner’s walk
and an intermediate walk. The
American Heart Association and
Simon & Schuster Audio created
this CD to help people integrate
physical activity into their lives.
To learn more, go to www.simon
saysaudio.com/healthyheart.

A book called “The French
Diet: The Secrets of Why French
Women Don’t Get Fat” (DK Pub-
lishing, $20) focuses on the net
glycemic index (GI) values of com-
bined foods eaten as a meal—
what author Michel Montignac
calls the “glycemic outcome.” For
example, the book says you can
have a glass of wine before your
dinner, but that it’s better to first
eat a small chunk of hard cheese,
so that the resulting insulin
response is lowered and the meta-
bolic reaction that leads to weight
gain is minimized. For more infor-
mation, visit www.dk.com.

You can protect yourself from
skin cancer, a condition more than
a million people will be diagnosed
with this year. Apply a daily mois-

turizer with broad spectrum sun
protection every day before going
outside. Olay Complete Defense
SPF 30 Daily UV Moisturizer is a
lightweight daily facial moistur-
izer that provides skin with
essential moisture while protect-
ing skin from 97 percent of sun’s
most harmful rays. You can also
go to www.olay.com to test your
sun-safety IQ and learn more
about sun protection.

Many experts agree that a
man’s sexual health is a good
indicator of his overall health.
Studies have shown a natural
dietary supplement called Prelox®

can be effective in strengthening
a man’s sexual response, quality
and performance. For more infor-
mation on the supplement and
male sexual health, visit www.
prelox.com.




