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(NAPSA)—If you’re a typical
consumer, chances are your mail
often looks something like this:
bills, a letter from a friend or rela-
tive, a circular from a local depart-
ment store, your monthly bank
statement and an offer for a new
credit card that says you’ve been
“prescreened” or “prequalified.” 

Here is information from the
Federal Trade Commission, the
nation’s consumer protection
agency, about those prescreened
offers of credit and insurance you
get.

Q. A “prescreened” offer of
credit? What’s that?

A. Many companies that solicit
new credit card accounts and
insurance policies use prescreen-
ing to identify potential customers
for the products they offer. Pre-
screened offers—sometimes called
“preapproved” offers—are based
on information in your credit
report that indicates you meet cri-
teria set by the offerer. Usually,
prescreened solicitations come via
mail, but you may also get them
in a phone call or in an e-mail.

Q. How does prescreening
work?

A. Prescreening works in one of
two ways:

1. A creditor or insurer estab-
lishes criteria, like a minimum
credit score, and asks a consumer
reporting company for a list of
people in the company’s database
who meet the criteria; or 

2. A creditor or insurer pro-
vides a list of potential customers
to a consumer reporting company
and asks the company to identify
people on the list who meet cer-
tain criteria.

Q. Can prescreening hurt
someone’s credit report or
credit score?

A. No. There will be “inquiries”
on your credit report showing
which companies obtained your
information for prescreening, but
those inquiries will not have a
negative effect on your credit

report or credit score.
Q. Can people reduce the

number of unsolicited credit
and insurance offers they get?

A. Yes. If you decide that you
don’t want to receive prescreened
offers of credit and insurance, you
have two choices: You can opt out of
receiving them for five years or opt
out of receiving them permanently.
Call 1-888-5-OPTOUT (1-888-567-
8688) toll-free or visit www.optout
prescreen.com for details. 

As you consider opting out,
know that prescreened offers can
provide many benefits, especially
if you are in the market for a
credit card or insurance. Pre-
screened offers can help you learn
about what loan or insurance
products are available, compare
costs, and find the best product for
your needs. Because you are pre-
selected to receive the offer, you
can be turned down only under
limited circumstances. The terms
of prescreened offers also may be
more favorable than those that
are available to the general pub-
lic. In fact, some credit card or
insurance products may be avail-
able only through prescreened
offers.

For more information about
credit-related issues, visit ftc.
gov/credit.

Prescreened Offers Of Credit And Insurance

MAIL CALL—If you don’t want to
receive unsolicited credit card
offers, call 1-888-5-OPTOUT.

(NAPSA)—At the end of the
month, most people wish they
were able to save more money.
While more than 90 percent of
Americans say that it is important
to save or invest for the future,
less than a third of the country
feels very satisfied with the
amount they are saving, according
to a survey administered by SWR
Research. Direct deposit and
direct payment can help.  

Direct deposit and direct pay-
ment are two simple, safe and con-
venient financial tools that not only
help families save money but are
easier to use than writing and
depositing checks to a
savings or investment
account.  

Direct deposit is
the electronic trans-
fer of a payment
from a company or
organization into an
individual’s account.
Direct payment is a
predetermined, automatic elec-
tronic transfer of a payment from
a consumer’s account to that of
another entity for regularly sched-
uled payments such as invest-
ments or recurring bills. 

People who use direct payment
or direct deposit to save or invest
automatically may save almost
$140 a month more than those
who do not. 

Currently more than 70 per-
cent of American workers use
direct deposit to receive their pay,
but many people do not realize
that they can use direct deposit to
allocate funds to a number of dif-
ferent accounts to save automati-
cally. If requested, payments can
be divided routinely between a
savings plan, retirement account
or any other type of financial
account. Using direct deposit as
part of an automated savings plan
allows people to “pay themselves
first” and not have to think or
worry about how much to save
each month.

Statistics show that about one-

half of American households use
direct payment to pay at least one
recurring monthly bill, yet many
people do not realize they can use
direct payment as an investment
tool. Since it is not necessary to
manually move payments each
time they are deposited, savings
can build up without exerting any
effort. Also, by choosing to use
direct payment for regularly
recurring transactions, con-
sumers can easily avoid the high
late fees that some lenders and
credit agencies charge for missed
or late payments.

There are more ways families
can use direct
deposit to save
money. More than 35
percent of consumers
have reported bounc-
ing a check simply
because they could
not deposit a check
in time or the check
they deposited did

not clear in time. Overdraft fees
can be costly to families on a bud-
get and direct payment and direct
deposit can help avoid these extra
costs. Those who opt for direct
deposit to receive their compensa-
tion have it deposited into their
accounts at their bank’s opening
of business on payday, avoiding
any chance that they won’t be
able to deposit their pay at the
bank in time. 

Consumers can rely com-
pletely on the safety and security
of using direct deposit and direct
payment for saving money or
paying bills. Federal Regulation
E protects consumers from any
unauthorized transactions in
their financial accounts. In addi-
tion, consumers retain the right
to stop or reverse a payment if
there is an error or if the pay-
ment was not authorized.  

To learn how to take advantage
of direct deposit and direct pay-
ment and save more money in the
process, visit www.directdeposit.org
or www.directpayment.org. 

Save Money Without Even Trying

People who use direct
deposit or direct

payment to save or
invest automatically

can save almost $140 a
month more than those

who do not.

(NAPSA)—A well-known and
beloved product upon which con-
sumers have depended for uses
that range from cleaning car
bumpers of grease, grime and
bugs to preventing rust on sport-
ing and gardening quipment has
just topped itself.

When WD-40 Company learned
that more than 80 percent of its
users have lost the little red straw
at some point, they went out and
did something about it. The com-
pany solved the problem by literally
giving consumers the “last straw”
with the WD-40 Smart Straw.

The WD-40 Smart Straw fea-
tures the original, beloved for-
mula and comes with a perma-
nently attached straw.

The “doers” of the world who
depend on the product for thou-
sands of different uses can now
spray to their hearts’ content but
will never “lose it”—the signature
little red straw, that is—again.
“This is what consumers have been
asking for,” said Tim Lesmeister,
vice president of marketing. 

A revolutionary packaging
design, the WD-40 Smart Straw
comes in a 12-ounce can and
sprays two ways: as a stream
through the permanently attached
straw for hard-to-reach jobs or
when the straw is folded down,
via the wide-area sprayer to cover
larger surface areas.

The list of uses for WD-40 con-
tinues to grow. In fact, the com-

pany has published an official list
of 2,000 uses on its Web site
(www.wd40.com), and many loyal
fans regularly share their favorite
uses through the official WD-40
Fan Club, now nearly 92,000
members strong. 

The Smart Straw is the second
major packaging innovation since
the company’s inception in 1953,
and it reflects the company’s com-
mitment to offering today’s con-
sumers the easiest, most conve-
nient way to get the job done. The
first change in packaging was the
2004 introduction of the WD-40
Big Blast can, featuring a wide-
area spray nozzle that allows
users to cover more area in less
time. The 12-ounce WD-40 Smart
Straw can is available at major
retailers. To learn more, visit
www.wd40.com. 

Well-Known Problem Solver Offers Consumers The Last Straw

YOU WON’T LOSE IT—A product
with thousands of uses now has
a “smart straw.”

Oh Boy, Orlando!
(NAPSA)—For families whose

schedules are on overdrive—
without much time to research
ideal destination spots—here’s
information that can steer them
toward a great vacation.

The Official Orlando Vacation
Kit contains information about
discounted attraction tickets
along with the following:

• Official Destination Guide—
Features editorial focused on trip
planning along with lists of accom-
modations, attractions, culture &
heritage, dining & nightlife, shop-
ping, recreational activities and
more.

• Unexpected Orlando Guide—
Includes nearly 100 listings of the
area’s natural, cultural and her-
itage tourism offerings. 

• Orlando Magicard—Offers
up to $500 in savings at 114 area
establishments including attrac-
tions, accommodations, restau-
rants as well as dinner theaters.
The card can be downloaded at
orlandoinfo.com/magicard.

To order the free kit,  visit
orlandoinfo.com/requestform or
call 1-800-551-0181. To talk directly
to an official travel counselor,
call 1-800-972-3304.

KNOW BEFORE YOU GO—A compre-
hensive, free vacation kit gives
Orlando visitors information as
well as discount offers.

(NAPSA)—Legendary Green Bay
Packers quarterback Brett Favre is
helping kick off a Pan-American pro-
gram aimed at easing the suffering
for the one out of four adults with
sensitive teeth—the sharp pain often
associated with eating hot or cold
foods or drinks.  

Armed with the key to ice-cold
indulgence and piping-hot plea-
sure, Favre is teaming up with the
number-one dentist- and hygien-
ist-recommended toothpaste for
patients with sensitive teeth, to
launch a national education cam-
paign to help inform Americans
about the causes of and treatment
for the painful condition.  

A Coast-to-Coast Cruise
The Sensodyne “Food Fear

Challenge” will travel coast to
coast showing Americans they
don’t have to be afraid of eating the
foods they love. The tour will chal-
lenge people to eat foods known for
causing sensitive-teeth sufferers
pain—with ice-cream eating and
ice-cold-lemonade-chugging con-
tests. For anyone who experiences
discomfort, a team of dental
experts will be on hand to offer
advice and explain that simply
brushing with Sensodyne twice a
day, every day, can help block sen-
sitive teeth pain and help keep it
from coming back.

Sensitive teeth pain occurs
when exposed sensory nerves—
located inside microscopic tubules
found in dentin, the layer of the
tooth under the enamel—react to
various stimuli. The condition is
caused as gum tissue recedes or
when enamel is worn away, often

by aggressive toothbrushing. So
when stimuli such as hot or cold
foods and beverages reach ex-
posed dentin, they cause the fluid
in the dentinal tubules to move,
resulting in sensitive teeth pain. 

Smiles For Success
While the program travels the

country helping Americans smile
again about eating the foods they
love, the toothpaste manufacturer
and Brett Favre will also help
raise money to provide dental care
for women who are in the transi-
tion from welfare to work and who
otherwise couldn’t afford it. In
addition to an initial $25,000
donation, the company will donate
one dollar for every mile traveled
to Smiles For Success Foundation,
a nonprofit organization that helps
put smiles back on the faces of
women across the country by offer-
ing free dental care for women
looking to re-enter the workforce.
Furthermore, for every touchdown
Brett Favre throws in the 2005-
2006 season, Sensodyne will make
an additional donation of $500.

To learn more, visit www.senso
dyne.com.

Football Tough Guy Shows His Sensitive Side

Quarterback Brett Favre super-
vises an ice cream eating contest
in New York City. 

***
Every day I get up and look
through the Forbes list of the
richest people in America.  If
I’m not there, I go to work.

—Robert Orben
***

***
If you think nobody cares if
you’re alive, try missing a cou-
ple of car payments.

—Earl Wilson
***

***
I don’t like money, actually, but
it quiets my nerves.

—Joe Louis
***

***
Too much money is as demor-
alizing as too little, and there’s
no such thing as exactly enough.

—Mignon McLaughlin
***




