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(NAPSA)—From giant rolling
hot dogs to a 65-foot-long “back-
yard barbecue grill,” huge mobile
marketing exhibits are bringing
their messages—and, sometimes,
tastes—to millions of consumers
who might otherwise be focused
on much smaller mobile devices.
In fact, these rolling marketing
exhibits have become so effective
that at least one vehicle compo-
nents manufacturer has joined the
parade to communicate the impor-
tance of car care.
Consider, for example, the 25-

foot-long, 12-foot-high translucent
“Shockmobile” that is visiting
scores of North American cities
during its inaugural tour this year
on behalf of the Monroe Shocks &
Struts brand.
“A mobile marketing vehicle

can be a very effective way to en-
gage consumers in a conversation
about your product. In our case,
relatively few vehicle owners
understand the role shock ab-
sorbers can play in protecting
their driving safety—so we set out
to capture their attention in a big
way,” said Richard Alameddine,
vice president of marketing for
Tenneco, the manufacturer of
Monroe ride control products.
The Shockmobile is certainly

hard to miss. From its massive
black fiberglass tube, angled
upward like a rocket, to its glow-
in-the-dark lettering reading
“Everything Gets Old. Even Your
Shocks,” the rolling exhibit has
amazed motorists and pedestrians
everywhere it has appeared,
including New York City’s Times
Square.
The point of the “Everything

Gets Old” message is to remind
consumers to have their shock
absorbers and struts inspected at
50,000 miles/80,000 kilometers.
Failure to replace worn units
could negatively impact vehicle

steering, stopping and stability in
certain driving situations, accord-
ing to Tenneco.
“We don’t expect consumers to

immediately run to their local ser-
vice garage and ask for new
shocks,” Alameddine said. “We do
hope, however, that when their
repair provider tells them it’s time
to replace worn units, they will be
aware that, yes, shocks and struts
do wear out and it’s important to
install new ones to help stay safe
behind the wheel.”
The Shockmobile joins a legion

of mobile marketing vehicles that
can be seen on North American
highways, in parades and at other
seasonal events. It might not yet
be as iconic as a rolling hot dog,
but it is turning heads and driving
consumer engagement via social
media, the Monroe website (www.
monroe.com) and, most impor-
tantly, at local repair businesses.
“There’s simply no way a 25-

foot-long glowing shock absorber
won’t get your attention when it
passes you on the road,” Alamed-
dine said. “We get thumbs-up sig-
nals, smiles, waves and lots and
lots of questions. But most people
quickly realize it’s a shock and
come away from the experience
with important knowledge about
their driving safety. And that’s
what this vehicle and the Monroe
brand are all about.”

Giant ‘Shockmobile’ Latest Hit In Mobile Marketing

A mobile marketing vehicle can
be a very effective way to engage
consumers in a conversation
about your product.

(NAPSA)—Here’s food for
thought: You may be able to nudge
your family in the right direction
toward healthful eating if you
heed these four facts and hints.
1) Families that eat together

may be the healthiest, according
to research published in Pedi-
atrics and ScienceDaily. Added
bonus: Kids who eat with their
families are less likely to be over-
weight and tend to perform better
in school than their peers.
2) Need recipe ideas? In Sep-

tember, which is National Chicken
Month, or at any time of year, you
can try preparing dishes that cele-
brate this popular poultry that’s
high in protein and low in fat.
3) Get creative at mealtime

and dress up your chicken (or
other healthy dishes) with dress-
ings and sauces. A variety of salad
dressings can be used as a mari-
nade, and barbecue or hot sauces
can add additional flavor to your
meal.
4) Involve your kids in the

preparation of their own healthful
meals. They’re more likely to
enjoy it if they have a stake in the
process.

Recipe Ideas
Try preparing grilled chicken

quesadilla, chicken ranch casse-
role or perhaps a raspberry wal-
nut tropical chicken salad—or you
can go all the way to this “ulti-
mate chicken” recipe:

Ultimate Chicken
Serves 4

4 (6-oz.) boneless skinless
chicken breasts
Salt and black pepper

½ tsp. paprika
3 Tbsp. olive oil, divided
1 lg. Granny Smith apple,
cored and sliced

1 C. sliced celery
1⁄3 C. sliced shallots or red
onions

8 oz. clean baby spinach
leaves

¼ C. toasted pine nuts
¾ C. blue cheese salad
dressing

Season chicken with salt,
pepper and paprika. Heat 2
Tbsp. olive oil in a skillet over
medium-high heat and sear
both sides of chicken. Con-
tinue to cook on medium heat
until chicken is thoroughly
cooked. Transfer to a plate
and keep warm. In same skil-
let, heat remaining olive oil
and sauté apples, celery and
shallots until tender. Gently
heat blue cheese dressing in a
saucepan. Do not bring to a
boil. Arrange spinach on
plates, top with hot vegeta-
bles, apples and chicken.
Spoon warm blue cheese
dressing over all and sprinkle
with pine nuts.

Learn More
More recipes, along with tips

on healthful eating, can be found
at www.dressings-sauces.org.

Four Steps To HelpYour Family Eat Right

This fowl is fair: With the right
sauce or dressing, chicken can
take on an amazing variety of
flavors.
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Note to Editors: Please note that September is National Chicken Month. Best to
use the story in September.
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(NAPSA)—In many parts of the
country, last winter’s low tempera-
tures broke long-standing records.
In fact, it was so cold that, nearly a
year later, some people are still
paying off their fuel bills.
As a result, a growing number

of homeowners are looking for a
more economical way to heat their
home and many are considering
geothermal systems for a number
of good reasons.
•Savings And Efficiency
Geothermal systems, which draw

on the stored energy in the earth,
are much more efficient than
propane and offer savings in the
range of 70 to 80 percent on a yearly
basis. Plus, consumers are not left
vulnerable to volatility in the fossil
fuel market or delivery prices.
•More Convenience
Unlike other renewable technolo-

gies, such as solar or wind, geother-
mal heat pumps provide constant
benefits regardless of outdoor condi-
tions. And there’s no waiting for fuel
deliveries or running out of fuel at
an inconvenient time.
•Equipment That Lasts
Geothermal systems tend to

have a longer life span than
propane-fueled heating systems.
Furnaces that run off of propane
have an estimated life span of 15
to 20 years. On the other hand,
geothermal heat pumps have been
found to have a life span of
roughly 25 years, while the under-
ground piping system that ac-
cesses the underground energy
can last more than 100 years
before needing to be replaced.
•Tax CreditsAvailable
While the price and installa-

tion costs of a geothermal system

are higher than those of a propane
system, the yearly energy savings
experienced with a geothermal
system can allow a homeowner to
recoup the additional installation
costs spent within five to 10 years,
on average.
Plus, a 30 percent federal tax

credit is available to homeowners
who install a geothermal heating
and cooling system.
•A Variety Of Uses
Another advantage that geot-

hermal offers over propane fuel is
that a single geothermal system
can provide a homeowner both
heating and cooling.
Some geothermal systems even

have an option that provides
homes with hot water. With this
combination, homeowners can
enjoy even more savings. In some
cases, that means up to 70 percent
savings on their monthly utility
bills.
To learn more, visit the website

at www.waterfurnace.com/switch.

Geothermal Systems: A ColdWeather Alternative

Geothermal systems tend to
have a longer life span than
propane-fueled heating sys-
tems—and there is no waiting for
fuel deliveries.

(NAPSA)—Here’s something to
smile about: No one is “too old” for
orthodontic treatment. Healthy
teeth can be moved at any age.
Here are a few facts that can help
guide adults in a quest for a
healthy, beautiful smile.
Understanding Orthodontists
A nice smile begins with prop-

erly aligned teeth and jaws, so a
visit to the orthodontist may be in
order. Orthodontists are special-
ists. “Specialist” has a dual mean-
ing, referring to the individual’s
education and scope of practice.
Orthodontists first graduate from
dental school, and then go on for
an additional two to three years of
education in the orthodontic spe-
cialty at an accredited orthodontic
residency program. After gradua-
tion, orthodontists focus their
practices exclusively on orthodon-
tic care. Their additional educa-
tion and clinical experience set
orthodontists apart from general
dental practitioners, who diag-
nose, treat and manage overall
oral health care needs.
Much as you would trust your

skin to a dermatologist, your
heart to a cardiologist and your
knees to an orthopedist, your
smile is best treated by an ortho-
dontist. There are an abundance
of treatment options available and
most orthodontists offer affordable
payment plans.
Adults And Orthodontics
Orthodontic care is for patients

of all ages these days; about 20

percent of patients are adults.
According to the American Associ-
ation of Orthodontists (AAO),
from 2010 to 2012, the number of
adult patients treated by AAO
members in the U.S. and Canada
increased 14 percent to a record
high of 1,225,850 patients ages 18
and older, and, for many patients,
treatment times have become
shorter. Today, people in their 50s,
60s and beyond are orthodontic
patients.

Finding Orthodontists
Only orthodontists are eligible

for admission into the American
Association of Orthodontists and
it’s easy to find one through the
AAO’s “Find an Orthodontist” ser-
vice at www.mylifemysmile. org.

To ImproveYour Smile, See An Orthodontist

Advances in techniques and
technologies mean orthodontists
have more options than ever for
helping patients achieve a
healthy, attractive smile.

(NAPSA)—A contest called
“Express Your Selfie” encourages
students and teachers to submit a
selfie with their favorite Texas
Instruments technology. The win-
ner will receive a set of graphing
calculators for his or her math or
science class. Official rules are
available at www.tiselfie.com.

* * *
Through its “Food for Good”

initiative, PepsiCo delivers mil-
lions of healthful meals to kids
through summer and afterschool
meal programs, community-run
farm stands and other programs
to make healthful food accessible.
Learn how you can help children
benefit from this at www.pepsico
foodforgood.com.

* * *
A leading fertilizer application

equipment brand, Willmar, now
part of AGCO, offers ruggedly
built spreaders and tenders that
provide years of reliable service to
help America’s farmers feed the
world. Learn more at www.apply-
likeapro.com and (877) 525-4384.

(NAPSA)—Comcast’s Internet
Essentials, the nation’s largest and
most comprehensive broadband
adoption program, offers families
with a child eligible for the National
School Lunch Program in-home
Internet and a computer at very low
prices. Learn more at www.Inter
netEssentials.com, www.Internet
Basico.com, www.InternetEssentials.
com/Partner, (855) 846-8376 and
(855) 765-6995 (for Spanish).

* * *
Visitors flock to Sarasota, Flo-

rida to participate in the Sarasota
MOD Weekend festival, a celebra-
tion of the county’s iconic architec-
ture, and four days of music, dance
and theater at the Ringling Inter-
national Arts Festival. Learn more
at www.sarasotaMOD.com and www.
ringling.org/ events/series/ringling
international-arts-festival.

* * *
There’s a new service called

Housefax that offers online
reports providing a comprehensive
history of a home, including build-
ing permits, mortgage informa-
tion, insurance claims and so on.
Learn more at www.housefax.com
or call (877) 598-6634.




