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(NAPSA)—In today’s do more,
better, faster world, people are in a
constant battle with time, checking
their watches up to 80 times a day,
according to a recent poll. What
does your watch say about you?
“Watches that reflect one’s person-
ality are going to be hot ticket
items this season,” says Elizabeth
Florence, executive director of the
Jewelry Information Center, a non-
profit organization based in New
York. “Owning more than one
watch allows people to showcase
the many roles they play without
spending a fortune on a new
wardrobe,” says Florence. Unlike
clothing, watches, if well taken care
of, will last to be passed down to
future generations. Today’s range
offers something for everyone: 

Being active is a way of life
these days. Timex offers a line of
Ironman watches that offer sporty
functions: target heart rate zone
alarms, tracking devices, over-
sized digits for reading on the run,
and All Day INDIGLO® display.
Piaget’s Upstream was inspired
by a legendary high-jump move.
With just a simple press, the
watch is activated and the bezel
unfolds in the same motion as the
“Fosbury Flop.”   

For technology lovers, there are
watches that receive e-mail, head-
line news, sports and weather
updates. Tissot’s T Touch employs
the technology similar to that of
an ATM screen. Simply touching
the watch’s crystal activates the
six functions of the watch: ther-
mometer, alarm, compass, chrono-
graph, altimeter, which shows an
indication of elevation above sea
level, and barometer, which shows
changes in weather that are
linked to variations in atmos-
pheric pressure.  

Cotton candy pinks, turquoise
blues, spring greens and even
regal purples are among the “it”
colors for watches this season.
Take a cue from Corum, whose
sugar cubes, bubbles and trapeze
models are considered the ulti-
mate in the color experience. Daz-
zling diamonds (both white and
colored), sparkling sapphires and
other gemstones are showing up
on bezels, straps and faces. Com-
panies such as Michele Watches,

Chopard, Omega and Cartier offer
stunning options. 

Do you want your watch to
make a big statement? The 40 mm
plus watches are “livin’ large”!
These timepieces offer faces of 40
mm or more, bold dial details and
extra-wide straps. Options come
from Swatch, Corum, Locman,
Maurice LaCroix, Roger Dubuis
and Ebel. 

Personal messages may be more
important than ever. Having a spe-
cial message or date engraved on a
watch means almost as much as
the piece itself. Hour Power offers
watches that feature faces that lift
up; photos or messages can be put
inside.

A word to the wise: Be sure
that you purchase a watch only
from an authorized dealer. War-
ranties may not be considered
valid if the watch was not bought
from an authorized vendor of that
particular brand—in a store or
online. For more information on
watches and fine jewelry, visit the
Jewelry Information Center’s Web
site at www.jewelryinfo.org. 

Just In Time:Today’s Hot Watch Trends

The Kinetic Auto Relay appears
to fall asleep after 72 hours of
being at rest, but if you pick it up
and give it a shake within 4
years, it adjusts to the correct
time (taking into account even
Daylight Savings).

(NAPSA)—Once you’ve set up
shop and hung out a shingle, the
customers will start beating a path
to your door, right?

Being in business means more
than just being in business. You
have to get the company’s name
out there, let potential customers
know you exist and promote the
services you provide. There are
three key ways to do this:

1. Put the company name
everywhere. Company station-
ery—letterhead, business cards,
writing pads, etc.—is an inex-
pensive way to promote yourself.
Be sure to include your com-
pany’s name, phone number and,
especially in this technological
age, your Web site address. And,
once you’ve got the stationery,
use it!

2. Advertise on an Internet
site that attracts local cus-
tomers. In general, consumers
would prefer to support local busi-
nesses with their hard-earned dol-
lars. One way to get in touch with
these customers is through Web
sites that target your community.

For instance, local online city
guides such as Citysearch (www.
selfenroll.citysearch.com) are a
credible source of information for
consumers and potential small
business customers researching a
product or service before they buy.
Placing a banner ad on such a site
can do a lot to improve your name
recognition in your hometown.

3. Charity begins at the
workplace. Depending on the ser-
vices your company provides, you
can build awareness (and a good
public image) by offering to sponsor
charity events. On a smaller scale,
contact community organizations to
see if they need prizes for raffles,

fairs, etc. Not only is the donation
tax-deductible, but it also shows
that you care about the neighbor-
hood where you do business.

Like many small business
owners, Sherman Robinson,
owner of The Carpet Guy, Inc.,
was looking for ways to attract a
larger customer base with a lim-
ited advertising budget. After
studying different marketing
approaches, he followed these
three basic principles and found
advertising success.

“Citysearch.com let me take
control of my advertising with an
online customer support tool
that’s easy to use and allows me to
keep my messaging fresh and my
contact information up-to-date,”
stated Sherman. Robinson contin-
ues, “My business has grown sub-
stantially since I began targeted
local advertising. In fact, I receive
eight to 10 local leads a week,
generating thousands of dollars in
revenue per month. Needless to
say, my advertising has paid for
itself many times over.”

The Business Of Promoting Your New Enterprise

Advertising online can help
small businesses reach customers
in their own neighborhoods.

(NAPSA)—If you plan on giv-
ing your children video games
this year, you’re not alone. Con-
sumers bought more than 225
million computer and video
games in 2001—many of which
were given as holiday gifts. Even
more games are expected to be
sold this year. 

What’s hot this holiday season
for popular game systems like the
PlayStation 2, Game Cube and
Game Boy Advance? Experts
agree gamers of all ages will be
looking for action games, games
with familiar characters and new
versions of old favorites. Some
expected holiday hits include:

• Race Toward A Great Game—
When a criminal gang of racing vil-
lains takes over Monument City,
players must put their driving
skills—and cool street machines—
to the test. “Hot Wheels Velocity X”
is a high-speed, mission-based rac-
ing adventure built on core “combat
racing principles.” The game offers
players surreal environments that
convey the ultimate racing experi-
ence. Features include wild aerial
stunts, huge loops, death-defying
jumps, hidden shortcuts and the
ability to drive up walls.

• Surf ’s Up—Someone’s stolen
all the sand from Ocean Shores
Beach, ruining the annual surf
contest. In “Rocket Power: Beach
Bandits,” players need to become
sand sleuths and figure out who’s
run away with the sand. Favorite

characters from the hit Nick-
elodeon show will use their
extreme sports skills to solve the
mystery and run corporate greed
out of town.

• Play With Friends—The
game “SpongeBob SquarePants:
Revenge of the Flying Dutchman”
lets gamers play with familiar
television characters. While cruis-
ing through Bikini Bottom,
SpongeBob discovers a series of
treasure chests covered with
warning signs. He opens the
chests only to discover he has
released the imprisoned Flying
Dutchman. SpongeBob learns the
only way to stop the Dutchman’s
evil plan is to find the lost trea-
sures hidden throughout Bikini
Bottom. 

For more information on popu-
lar games, visit www.thq.com. 

Holiday Game Review

Reindeer—and video games
are expected to delight young
gift-getters this holiday season.

(NAPSA)—The combination of
Xenical along with a reduced calo-
rie diet can help overweight or
obese people with type 2 diabetes
improve their overall health.
Those taking Xenical are eligible
to enroll in a free, comprehensive
weight loss support program,
XENICare, that provides person-
alized counseling by registered
nurses and dietitians. For addi-
tional information about Xenical,
talk to your doctor or call 1-800-
XENICare. 

According to experts at the
College of Optometrists in Vision
Development, a three year study
has found that visual perceptual
and eye movement abilities are
strong predictors of academic
scores on the Iowa Test of Basic
Skills, a standardized test for
measuring academic ability.
COVD is embarking on a nation-
wide public education program to
raise parent and teacher aware-
ness of learning-related vision
problems and their treatment and
to provide resources for locating
developmental optometrists for
evaluation and treatment. Par-
ents and teachers can call the
COVD Information Hotline at
888-268-3770 or log on to the
COVD Web site at www.covd.org
for more information.

About a year ago, Svetlana, a
Russian teen learned about

Shriners Hospitals. She arrived at
the St. Louis Hospital in 2001 and
learned that her spine was curved
149 degrees. After six months of
treatment, including halo traction,
pulmonary therapy and two surg-
eries to give her a healthy spine,
the teen woke up seven inches
taller. For more information on
Shriners’ network of 22 hospitals
that provide medical care and ser-
vices totally free of charge to chil-
dren with orthopaedic problems,
burns and spinal cord injuries,
write to: Shriners International
Headquarters, Public Relations
Dept., 2900 Rocky Point Dr.,
Tampa, FL 33607, or visit the Web
site at www.shrinershq.org. Treat-
ment is provided to children under
age 18 without regard to race, reli-
gion or relationship to a Shriner.

(NAPSA)—The latest technol-
ogy makes it possible for people to
once again know the joys of sit-
ting in front of a crackling fire,
even in residences (such as apart-
ments) where a gas or wood-burn-
ing fireplace would be impossi-
ble—or at the very least
impractical. A company called
Heat-N-Glo has developed state-
of-the-art electric fireplaces that
provide the romantic ambience of
a traditional fireplace without
the installation constraints.
Because these units require no
vent, they can be placed any-
where in the home or office, on
an inside or outside wall, above
or below grade. To learn more,
visit www.heatnglo.com or call
888-427-3973.

America’s children awoke to a
different world September 11,
2001. A few thousand are coping
with the deaths of moms and
dads, men and women who were
simply going about their business
as firefighters, police officers, sec-
retaries, stock brokers and airline
passengers. Millions more saw
the pictures on television and
know their country is a lot less
secure than it was once believed
to be. Still, the people at the
American Bible Society are confi-
dent the Scriptures can provide a
way for young people to find con-
fidence and hope in what now
seems to be a troubled future.
Americans are encouraged to
reflect upon the Psalms and how
they may be applied as consola-
tion for our troubled children.

Leotards are named for Julius
Leotard, an 18th century French
gymnast.

***
Work and struggle and never
accept an evil that you can
change.

—Andre Gide
***

***
If you want to recapture your
youth, just cut off his allowance.

—Al Bernstein
***




