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(NAPSA)—It’s not always easy
to tell, but a clean home could be
as dangerous as a dirty one—
depending on how the house is
cleaned. 

The Danger?
It may come as a surprise to

some, but many of the more than
a quarter of a million household
products used in American homes
can cause serious illness, even
death. Each year, more than 6,000
people die and an estimated
300,000 suffer disabling illnesses
as a result of unintentional poi-
soning by 1,500 common but haz-
ardous household substances. Of
the 20,000 poisonings that occur
each year nationwide, over 90 per-
cent happen in the home; 75 per-
cent of those happen to kids.

Indoor air pollution can also be
a problem. According to the Envi-
ronmental Protection Agency, the
worst air pollution in the country
is found inside homes. It esti-
mates 6,000 cancer deaths are
caused every year by indoor air
pollution. Many homes have
chemical levels 70 times higher
than the air outside, mostly due to
cleaning products and the harsh
chemicals in them.

An Answer
Fortunately, the 1999 “Green-

ing the Government” policy paved
the way for biodegradable, non-

toxic cleaning products. 
Bringing them to market is a

company called The Knockout
Group, backed by ex-boxer and
entrepreneur George Foreman. A
major benefactor of and spokesper-
son for environmental causes, he
supports the “Knockout® House-
hold Cleaning System” because, he
said, he believes in helping fami-
lies create a safe, healthy environ-
ment in the home for their kids. He
added he wants to be sure environ-
mentally friendly cleaning prod-
ucts are available to help protect
the health of families and their
children. 

The line includes a multipur-

pose cleaner, a deep stain remover
for clothes, carpet and fabrics, a
disinfectant spray for food contact
surfaces such as countertops and
a nontoxic glass cleaner. The prod-
ucts contain no ammonia, chlo-
rine, alcohol or other harsh chemi-
cals. They’re environmentally
friendly, nontoxic, nonflammable
and biodegradable.

The Technology
Instead, these products clean

through something called “Encap-
sulation™ Technology.” The new
cleansers are what’s known as
supercharged solutions that gener-
ate a perpetual molecular motion.
This effectively penetrates, en-
cases, lifts and removes dirt,
grease, grime, soils, stains, smud-
ges, fingerprints and the like. The
dirt is held by the moving mole-
cules until the whole thing can be
wiped away. This can provide a
true, deep-down clean. The patent-
pending technology has been called
the next big step in the evolution of
the cleaning industry. 

Breathing Easier
Another reason to consider this

new, safer approach to cleaning is
that ordinary cleaning products
have been linked to respiratory irri-
tation and asthma. 

Learn More
For more information, see

www.knockoutcleaning.com.

Protect Your Family From Hidden Hazards

Protecting your family from indoor
pollution may be more impor-
tant—and easier—than you think.

(NAPSA)—An estimated $18
billion was spent on gift cards
during the 2003 holiday season,
and that number is expected to
increase this year. In fact, accord-
ing to a study by the National
Retail Federation, acceptance of
gift cards is on the rise, with
nearly 50 percent of consumers
saying they’d like to receive them,
up from 41 percent the year
before.

Gift cards are even a hit with
the most finicky consumer base—
18- to 25-year-olds—because they
allow users to choose their own
gifts, avoiding the inconvenience
of having to return an unwanted
or unappreciated present.

The one thing that gift cards
often lack is attitude—reflecting
the personality of the giver or
recipient. Instead, the gift cards
are generally emblazoned with
holiday imagery, cutesy scenes or
store logos. Fortunately, that tra-
dition is changing, with gift cards

designed to appeal to the newest
generation of big spenders.

Spencer Gifts’ gift cards come in
five new designs for birthday and
everyday use, plus two special holi-
day motifs. They allow givers to
flash their style and they are all
attitude. These cards even come
with “Gift Card” envelopes that
show off the ’tude with messages
like “Whatever” and “Here. Now go
away.”

Plus, you can now accentuate
the giving of a gift card with an
actual gift. Spencer’s is now offer-
ing a free “Anticlaus” plush figure
with the purchase of a $25 Gift
Card. Anticlaus is a 12” snowman
with attitude dressed as Santa,
with faux black leather and faux
studs on the ball of his hat.

To learn more, or for the loca-
tion of the nearest Spencer Gifts,
visit www.spencergifts.com.

Gift Cards That Reflect The Giver’s Attitude

Anticlaus—a plush snowman
with attitude—can be a fun
bearer of gift cards.

New gift cards have been designed
to reflect the attitude of both giver
and recipient.

(NAPSA)—For many families,
saving for their child’s college edu-
cation is one of their biggest fi-
nancial concerns. 

With the price of college tuition
continuing to rise, families are
constantly looking to find new
ways to keep pace by growing
their college savings. Starting a
savings program early is key. The
earlier a family begins, the more
time an investment has to com-
pound and grow. 

Here are some other tips on
innovative saving strategies from
Amy Radin, Executive Vice Presi-
dent, Citi Cards:

• Save regularly. Make college
savings a routine monthly “expense.” 

• Consider setting up a tax-
advantaged savings plan. Much
like how retirement plans help
families save for retirement, these
plans can help save for higher edu-
cation. Also, some state-sponsored
plans let money grow tax-deferred
until it’s drawn for tuition.

• Get more bang for your buck
by turning everyday spending into
savings. For example, sign up for
a free rebate program and use an
affiliated credit card to earn col-
lege savings contributions on
every purchase. 

There are even programs that
let families convert their everyday
spending—from groceries to filling
up the gas tank to school supplies
—into college savings. Here’s how
they work. 

First, go online to sign up for a
free rebate program, such as
Upromise®, where a portion of your
spending at contributing compa-
nies, along with that of grandpar-
ents and friends, can be directed to
a college-savings account for any
student of your choice. 

Simply shop for products you

already use every day at tens of
thousands of participating grocery
stores and drugstores, gas sta-
tions, restaurants and online
shopping sites. You then save a
portion of your eligible spending
for college automatically.

Upromise members can accel-
erate their college savings simply
by making their everyday pur-
chases with a Citi® Upromise®

MasterCard enrolled in their
Upromise account. 

There is no annual fee and not
only do cardmembers earn contri-
butions on purchases everywhere,
they can receive additional contri-
butions on eligible purchases of
Upromise items at participating
grocery stores and drugstores, as
well as gasoline purchased at
Exxon and Mobil locations. Fami-
lies can save even faster when
family members apply for their
own credit card, and pool their
savings.

For more information, visit
www.Upromise.com.

Save For College While You Shop

College Savings Tips
       Save regularly. Make college savings 
a routine monthly ”expense.”
       Consider setting up a tax-advantaged 
savings plan. Much like how retirement 
plans help families save for retirement, 
these plans can help you save for higher 
education. Also, some state-sponsored 
plans let money grow tax-deferred until 
it’s drawn for tuition.
       Get more bang for your buck by
turning everyday spending into
savings. For example, sign up for a free 
rebate program and use an affiliated 
credit card to earn college savings 
contributions on every purchase.

(NAPSA)—Increasingly, em-
ployees are wearing some kind of
uniform to work. It is estimated
that more than 32 million workers
now wear specified work garments
to the job every business day. So
how do you know if a managed
uniform program is right for your
business?  Here are a few simple
questions to help you decide:

• Does your staff have direct con-
tact with customers and prospects?
According to a recent survey by
J. D. Power and Associates® for the
Uniform & Textile Service Asso-
ciation (UTSA), businesspeople and
consumers alike associate positive
attributes with employees in uni-
form and are more willing to do busi-
ness with them. 

• Are your employees exposed
to dirt, contaminants or toxins?
Many companies choose managed
uniform programs because their
employees require workwear that
is more durable and soil resistant
than regular clothes.  And these
businesses often choose to have an
industrial launderer handle all
the cleaning, maintenance, and
deliveries of their required work
apparel to save time and money. 

• Is security an issue? Uni-
forms can help identify employ-
ees who belong (and don’t) and
their individual roles within your
organization.

• Will your employees be re-
ceptive to uniform workwear?
Today, uniforms are more flatter-
ing, comfortable, and easier to
maintain than ever before. Plus,
workers and employers can both
reduce their costs associated with
buying and maintaining work
clothing with a managed program.

• Do you have the resources to
manage a workwear program?
Major uniform suppliers, such as

UniFirst Corporation, offer a vari-
ety of options that allow employ-
ers to achieve the desired degree
of control and flexibility: 

– Rental Program—businesses
avoid up-front investments for
garments and the supplier handles
all cleaning and maintenance
duties, as well as all program
administration.

– Leasing Program—employ-
ees clean their own garments, but
the supplier takes care of the
other maintenance and ad-
ministrative duties associated
with a rental program, but at a
reduced price. 

– Purchase Program—employ-
ers or employees buy their work
clothes outright. However, this
means employees will have to
clean and maintain all their gar-
ments in accordance with guide-
lines you establish.

• Will a uniform program
support your company’s image?
According to Robert Isaacson,
UniFirst Director of Marketing,
“The appearance and image of
employees in uniform influence
how the public perceives a
company.”

To learn more, call UniFirst 
a t  ( 8 0 0 )  2 2 5 - 3 3 6 4  o r  v i s i t
www.UniFirst.com.

Uniforms—The Who, When And Why Of Wear

It’s estimated that over 32 million
U.S. workers wear uniforms.

***
The true test of character is not
how much we know how to do,
but how we behave when we
don’t know what to do.

—John Holt 
***

***
Go confidently in the direction
of your dreams. Live the life
you’ve imagined.

—Henry David Thoreau 
***

***
Children are the hands by
which we take hold of heaven.

—Henry Ward Beecher 
***

***
Always listen to experts. They’ll
tell you what can’t be done and
why. Then do it.

—Robert Heinlein 
***

***
Drop the question what tomor-
row may bring, and count as
profit every day that fate allows
you.

—Horace 
***

***
It wasn’t until late in life that I
discovered how easy it is to say
I don’t know.

—W. Somerset Maugham 
***




