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(NAPSA)—When news of an eas-
ier, less expensive way to purchase
hearing aids is released, it’s music
to people with hearing loss. A new
line of top quality hearing aids can
now be purchased over the Internet
or by telephone, straight from the
manufacturer, passing on savings
to the customer. This new line of
advanced digital hearing aids can
even be programmed over the
Internet using downloads devel-
oped by hearing health care pro-
fessionals at America Hears.

“We want to connect hard-of-
hearing people back to their lives
using superior technology available
at reasonable prices,” says Henry
Smith, president of America Hears.
“By purchasing their hearing
devices directly from us, customers
can skip the mark-up that comes
from middlemen.”

How It Works.
Potential customers first need

to visit an Ear, Nose and Throat
(ENT) doctor for a complete hear-
ing evaluation so that their exact
needs can be determined. The
ENT will ensure that they are an
appropriate candidate for a hear-
ing aid and that they do not have
another medical issue.

Once it is confirmed that a
hearing aid is needed, customers
can log on to the America Hears
Web site at www.americahears.com
or call 1-800-492-4515 and work
with a hearing professional to find
an appropriate hearing aid. If
adjustments are needed at any
time, customers can do their ad-
justments over the Internet using
America Hears software, which
saves the time from having to

travel to an audiologist for each
adjustment. 

Hearing aids provide an effec-
tive answer for many people. By
improving their ability to hear and
understand what’s going on around
them, wearing hearing instru-
ments makes a real improvement
in their lives. 

True-To-Life Sounds
America Hears offers customers

seven different styles of hearing
aids, from custom-fit models,
molded for each individual ear, to
ready-to-wear models, designed for
use by almost everyone. All use
100 percent digital sound process-
ing with various features and
options for easy use.

Getting hearing aids is a big
step but it can also be a big help in
life. For more information, visit
www.americahears.com or call
800-492-4515. 

A Good Hearing Aid Is News Worth Listening To

HEARING BETTER FOR LESS
MONEY—More affordable hear-
ing aids are now available that
can be programmed over the
Internet to help you stay con-
nected to loved ones.

(NAPSA)—America’s largest
and most successful missing child
recovery program is getting the
stamp of approval for its efforts to
reunite missing children and their
families.

ADVO, Inc.’s America’s Looking
For Its Missing Children® program
is being honored in Washington,
D.C. as part of a new Smithsonian
Institution National Postal Muse-
um exhibit, In the Line of Duty:
Dangers, Disasters and Good
Deeds.

A portion of the exhibit, focus-
ing on the heroic acts of U.S. postal
workers, highlights the success of
the ADVO, National Center for
Missing and Exploited Children
(NCMEC), and the United States
Postal Service partnership that is
credited with the safe recoveries of
129 children since May 1985.

Inspired by the 1984 television
movie Adam, about the abduction
of John and Revé Walsh ’s son,
ADVO began developing the pro-
gram with NCMEC and the U.S.
Postal Service. It was formally
launched in 1985.

Each week, ADVO distributes
nearly 85 million missing child
cards nationwide, including tar-
geted areas where NCMEC and
law enforcement agencies believe
specific children might potentially
be located. The well-known cards
feature photographs and details of
missing child cases—provided by
NCMEC—and are distributed via
mail to recipients of advertising
insert packages. ADVO’s broad
reach and targeting capabilities
have helped make the program a
success.

In addition to exhibit items
relating to the history of public ser-
vice by the U.S. Postal Service,
items relating to the missing chil-
dren program include: a public ser-
vice announcement to build aware-
ness about the success of using
photographs to help locate missing
children; the first missing child
card; the milestone 100th recovery
card; the first Spanish language
card and a “Recovery Bear,” a
teddy bear provided as a welcome
home gift to all recovered children.

The overall exhibition highlights
the dangers faced regularly by postal
workers and honors their individual
heroic acts and dedication. The exhibit
featured goggles worn by an early
airmail pilot who perished in a plane
crash; letters that survived a mail
bomb from “Unabomber” Ted
Kaczynski and a mail sorting desk
used by the letter carrier who served
floors 77 through 110 of the World
Trade Center ’s Tower One, among
other items.

The exhibit will be open
through October 2004.

For more information regarding
the America’s Looking for Its Miss-
ing Children® program, visit
www.advo.com. 

Honoring The Most Successful Child Recovery Program

The America’s Looking for Its
Missing Children® program has
helped safely recover more than
129 children.

(NAPSA)—To get the best value,
most people will comparison shop
and review new car guides. To prop-
erly protect their investment, con-
sumers should also take a few min-
utes to ensure that their auto
insurance is top of the line. 

“By asking the right questions,
you can obtain the best insurance
for your needs,” said Cathy Rein,
President and CEO of MetLife
Auto & Home. “You can take the
sting out of premium increases
associated with the purchase of a
new car, simply by making a few
smart decisions.”

Here are some questions to
consider:

• Is image everything? Cer-
tain cars catch the eye, but you
may end up paying more for the
flair. Cars that are expensive to
repair or traditionally have higher
theft rates carry higher insurance
costs. Some models of SUVs or
sports cars can cost more to
insure. 

• How safe is the vehicle?
Besides ensuring greater peace of
mind, vehicles that perform better
during test crashes are usually
among the best insurance risks.
Before making your final decision,
visit www.highwaysafety.org to
rate your prospective purchase.

• Can I use the accessor-
ies to my advantage? If your
new car comes equipped with
anti-theft/alarm devices or anti-
lock brakes, you may qualify for
discounts.

• Are there other discounts
that I qualify for? Insurers offer
discounts for such things as: dri-
ving record, certain safe driving
courses, the number of drivers
using the vehicle, low annual
mileage, and whether the vehicle
is kept in a garage overnight or
parked on the street. 

• Should I raise my deduct-
ible? The higher your deductible,
the lower your premium. On aver-
age, increasing your deductible
from $250 to $500 could reduce
the premium by 15 to 30 percent. 

• Can my good driving re-
cord work for me? In the event of
a loss, certain insurance companies
will reward customers for good dri-
ving habits, by offering a deductible
reduction for each year of loss-free
driving. Make sure to ask whether
your company offers it. 

• What does my auto cover-
age actually cover? Determine
in advance the level of protection
actually afforded under the terms
of the policy. For example, if your
new car is damaged beyond repair,
will your auto insurer replace the
vehicle with a new one, or take a
deduction for depreciation? Some
cars lose up to one-third of their
value in the first year alone.

“Consumers are often surprised
to find out that some insurers
deduct for depreciation when set-
tling claims on brand-new vehi-
cles,” says Rein. “By asking ques-
tions before the loss, the customer
has the option to either accept
limited coverage or secure a more
complete policy.”

For more information about
MetLife Auto & Home, visit Met-
Life’s web site at www.metlife.com.

Does Your New Car Have The Coverage It Needs?

Low-Carb: Do You Cheat?
(NAPSA)—From Atkins to

South Beach, the popularity of
low-carb diets is exploding, with
an estimated 15 million to 30 mil-
lion Americans trying to lose
weight on these programs.

These diets restrict most carbs
in the first phase of the effort,
then reintroduce limited amounts
of carbs in the second phase, while
eliminating refined carbs such as
white bread, sweets, etc.

Although these diets are effec-
tive for weight loss, research has
shown that many dieters have
trouble staying with low-carb
diets in the long term, leading to
weight regain.

However, a 2000 clinical study
showed that a supplement called
Original Carb Cutter was able to
help dieters lose up to 25 lbs. in
six weeks while “cheating” on
their low-carb diets—including
refined carbs.

“The problem with low carb
diets is that your lifestyle starts to
become affected and you get bored
and ‘cheat.’ We all end up cheating
at some point. That’s why we’ve
seen a flood of low-carb bars and
candy,” says Jamie Heithoff,
Health & Nutrition Systems.

Original Carb Cutter is the
first and only supplement scientif-
ically proven to allow for occa-
sional consumption of carbs and is
available at retailers nationwide.

(NAPSA)—At a time when op-
portunities to smoke in public
venues are disappearing and the
health concerns of smoking are
receiving wider attention, more
and more smokers are looking for
alternatives. One option is a thin,
light wafer, a pleasant tasting disc
of edible paper that contains the

same amount of nicotine as a ciga-
rette. Placed under the tongue, it
dissolves and releases its nicotine
in less than a minute. For more
information about the new wafers,
visit www. NicotineWafer.com.

(NAPSA)—There’s a new man
in town! Many brand icons, like
Tony the Tiger, Mr. Clean or Aunt
Jemima, are beloved, familiar
household faces. 

However, it’s essential that such
characters change with the
times—to maintain their “hip” quo-
tient and reflect any improvements
in the products they stand for.

After three years’ worth of intense
research and in-depth strategic plan-
ning, the Brawny® Man has a new
look. In addition, his new appear-
ance is accompanied by massively
improved paper towels.

“We are excited at the prospect
of bringing the Brawny Man into
the modern day and of launching
a technologically advanced and
superior paper towel at the same
time,” states Michael Burandt,
Executive Vice President and
President—North American con-
sumer products of Georgia-Pacific
Corp., maker of Brawny® paper
towels.

Since the company first set its
sights on changing the look of its
affable lumberjack, ideas about
what constitutes the ideal Brawny
man poured in from consumers. In
addition to the prerequisite focus
groups and marketing surveys,
Georgia-Pacific sponsored the “Do
You Know a Brawny Man?” contest
in 2002.

“What we discovered during
this contest was how clearly
women identify the Brawny man
as someone who is strong in body

and character—tough and depend-
able yet also sensitive,” states
Burandt. “To give new life to such
a beloved iconic figure was a real
challenge and something we han-
dled strategically and with con-
sumers’ input.”

The result is a bold new pack-
age that not only packs a visual
punch but also lets the consumer
know that the product inside is as
massively improved as the image
outside. A unique technology sys-
tem delivers higher performance
through an exclusive two-ply con-
struction, so the new Brawny
paper towels offer two discrete
technologies in one towel.

To learn more, visit the Web
site at www.brawnyman.com.

Famous Icon Gets Facelift To Go With Product Improvements

For a popular icon, a new look
accompanies an improved prod-
uct beneath the packaging.




