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(NAPSA)—With the hectic pace
of today’s lifestyles, time is of the
essence more than ever. Between
demanding jobs and jam-packed
family and social schedules, it can
feel like there’s not enough time to
get everything done, let alone stop
and eat.

It’s no surprise that more peo-
ple are grabbing food at quick ser-
vice restaurants—from delis and
fast-food restaurants to coffee
shops. Increasingly, customers are
reaching for debit or credit cards
instead of cash when making
these purchases. 

Key drivers behind consumer
preference for payment cards at
quick service restaurants are con-
venience, speed and ease of use.
In fact, more and more consumers
are recognizing that payment
cards are the fastest way to pay.
According to a recent Visa survey
of cardholders, 68 percent of
respondents said paying with
cards at quick service restaurants
is faster than paying with cash.
And Visa’s No Signature Required
program, which eliminates the
need for a signature on qualifying
transactions less than $25, helps
to further expedite the purchase
process.

Paying with plastic means you
don’t have to rummage for money
or wait in a long line—so you can
quickly get what you need and get
on with your day. Plus, not having
to plan ahead and go to the ATM
means one less errand to run, a
factor 82 percent of respondents in
the survey cited as a key advan-
tage of using their payment cards. 

Not only is it convenient to use
a debit or credit card for pur-
chases made at quick service
restaurants, but it also provides
an efficient way to track pur-

chases either online or on a
monthly bank statement. The
majority of survey respondents
(84 percent) said that using a pay-
ment card for purchases allows
them to track spending more eas-
ily, eliminating headaches and
saving time when it comes to
managing finances. And with
Visa’s Zero Liability program,
cardholders are protected from
any unauthorized charges—offer-
ing peace of mind that cash sim-
ply can’t deliver.

The bottom line is that debit
and credit cards can make every-
day purchases, such as buying cof-
fee or a sandwich, even faster and
more convenient. And when you
are on the go, every second you
can save means more time to get
on with your day.

Make Restaurant Purchases Quick And Easy
With A Payment Card

By the numbers:
• 84 percent of respondents say payment
 cards help them track spending.
• 82 percent say it is more convenient
 to pay for quick service restaurant   
 purchases using debit or credit cards  
 instead of cash.
• 82 percent say using a card means   
 they don’t have to plan ahead to  
 have enough cash.
• 77 percent say using a payment card  
 enables them to get exactly what  
 they need because they’re not limited  
 to the cash on hand.
• 68 percent say it is faster to pay for  
 quick service restaurant purchases   
 using debit or credit cards instead of  
 cash.

 Source: The Visa Quick Service Restaurants Survey was implemented 
by Opinion Research Corporation between May 17 and 21, 2007. The 
survey is based on telephone interviews conducted among a national 
probability sample of 1,583 adults who have credit or debit cards. The 
margin of error for this sample is + 3 percentage points at the 95 
percent confidence level.

(NAPSA)—In today’s fast-
paced lifestyle, you may feel like
there’s no time for healthy eating.
And often when you do stop to eat,
it’s probably tempting to grab a
bag of cookies, potato chips or
candy. But it is possible to treat
yourself to a smarter snack. In
fact, if you have a hectic schedule,
it’s even more important to con-
sume food and drinks that supply
fuel to get through a busy day.

A new beverage line from
Tahitian Noni International offers
a variety of benefits—including
joint support, immune support
and energy—while building on the
known benefits of the noni fruit.
The line focuses on combining
noni with healthy ingredients,
and each beverage has only 10
calories per can.

“If your schedule keeps you on
the go and feeling drained, it is
good to have something on hand
to give you a boost. When choos-
ing an energy drink or healthy
beverage, the key is opting for a
more natural-based drink that
isn’t loaded with added sugar,”
said Lauren Swann, MS, RD,
LDN, nutritionist.

Hiro™ is the first ready-to-drink
noni-based beverage introduced to
the market. The line features
three distinct beverages: Energy,
Mobility and Vitality. Each drink
contains a distinctive combination
of ingredients to provide healthful
benefits as they refreshingly
quench your thirst. 

• Hiro™ Energy is the only
energy drink made with genuine
noni from Tahiti. It also contains
high levels of B vitamins, essen-
tial for overall health; ingredients
specially formulated to assist in

energy metabolism; and guarana,
to provide a boost of energy. Initial
studies indicate noni may have a
beneficial effect on the immune
system. Noni also increases
energy when consumed consis-
tently over time, and provides
superior antioxidants.

• Hiro™ Mobility caters to the
individual with joint challenges
due to age or frequent physical
activity. This functional beverage
offers unique and specific benefits
designed to increase joint support.
Mobility is power packed with
noni; 1,500mg of glucosamine,
helping maintain healthy carti-
lage; 1,000mg of proven joint-sup-
porting MSM; and 500mg of chon-
droitin sulfate, which helps
lubricate and hydrate joints. 

• Hiro™ Vitality assists the
individual who is looking for
immune support to help the body
protect itself from the potentially
harmful effects of our environ-
ment. Vitality contains noni, vita-
mins and herbs shown to support
the immune system, along with
other beneficial ingredients
including a whole foods blend and
ginseng. 

To learn more about Tahitian
Noni® products or to place an order,
visit www.TahitianNoni.com or call
(888) 869-9254.

Beverages For An Active Lifestyle

“If your schedule keeps you on the go and
feeling drained, it is good to have something 
on hand to give you a boost. When choosing
 an energy drink or healthy beverage, the 

key is opting for a more natural-based drink 
that isn’t loaded with added sugar.”

                             —Lauren Swann, MS, RD, 
                       LDN, nutritionist

(NAPSA)—Nearly 21 million
children and adults in the U.S.
have diabetes. Another 54 million
are at risk. If current trends con-
tinue, one in three Americans
born in the year 2000 will develop
diabetes in their lifetime. 

Fortunately, a new fundraising
campaign has been created to
motivate those affected by dia-
betes to take action. It’s also
intended to inspire people to live
healthier lives and make better
choices when it comes to prevent-
ing and managing diabetes. 

The campaign is called “I
Decide To Fight Diabetes” (ID)
and proceeds raised will support
the research, education and advo-
cacy efforts of the American Dia-
betes Association (ADA). 

There are several ways to sup-
port the campaign. The first is by
hosting an “ID Day.” People every-
where—in the workplace, at
schools and in organizations—are
invited to participate. How? By
pledging $5 to wear sneakers for
the day to show their support.
They also get to take advantage of
easy-to-use tips on nutrition, exer-
cise and smart choices for a
healthier, more active life. ADA
has made it easy to participate by
posting “how to” materials on the
Web site at diabetes.org/IDecide.

The second part of the cam-
paign is symbolized by a signa-
ture “I Decide” sterling silver
charm that can be engraved with
the name of the person for whom
one is fighting. In addition to the
charm, people can put a face on
the fight against diabetes by
transforming a picture of them-
selves or a loved one into a per-
sonalized ID logo and have it

printed on a T-shirt, tote bag,
mug, magnet or postage stamp. 

“It is too easy for Americans to
put diabetes out of sight and out of
mind,” explains Larry C. Deeb, MD,
President, Medicine & Science,
American Diabetes Association.
“Wearing the ‘I Decide’ charm and
personalized logo products is a way
to remind everyone that diabetes is
not going away. Diabetes now kills
more people than breast cancer and
AIDS combined, and the ‘I Decide’
charm is the visual wake-up call all
Americans need. This is a rallying
cry for everyone to get informed
about diabetes and decide to fight
before it’s too late.”

Novartis Pharmaceuticals Corpo-
ration and Liberty Medical are
national charter sponsors of the
campaign.

To show support and to get a
charm or logo gear, call (800) DIA-
BETES or visit diabetes.org/IDecide.

Decide To Make A Difference In The Fight Against Diabetes

A new campaign has been cre-
ated to inspire people to live
healthier lives and make better
choices when it comes to pre-
venting and managing diabetes. 

(NAPSA)—“Just as students
have dream colleges, colleges
have dream students.” In her new
book, “What High Schools Don’t
Tell You: 300+ Secrets to Make
Your Kid Irresistible to Colleges
by Senior Year,” author Elizabeth
Wissner-Gross tells parents how.

**  **  **
The Purple Heart is the oldest

military decoration in present use
in the world. Over 1.5 million
Americans have been awarded
the medal. An estimated 500,000
wear it proudly today across
America. An organization known
as the Military Order of the Pur-
ple Heart was formed in 1932 for
the protection and mutual inter-
est of all those who have received
the decoration. Composed exclu-
sively of Purple Heart recipients,
it is the only veterans service
organization composed strictly of
combat-wounded veterans. For
more information, visit www.pur
pleheart.org.

**  **  **
A condition called oral mucosi-

tis (OM) is one of the most debili-
tating and common complications
of cancer treatment—yet many
are unaware of the condition.
Now there is an advanced elec-
trolyte solution called Caphosol®

for the treatment of OM. Visit
www.careom.com to learn more.

**  **  **
Mommy & Me products, avail-

able exclusively at Wal-Mart, pro-
vide new ways for Mom to inter-
act and connect with her children
even at the busiest of times. To
learn more, visit www.walmart.
com or www.mommyandme.com.

**  **  **
A new Web site provides infor-

mation and assistance to National

Bank customers. Topics include
credit cards, interest rates, check
cashing, late payments, mort-
gages and many others. The site
is sponsored by the Office of the
Comptroller of the Currency. To
learn more, visit www.HelpWith
MyBank.gov.

**  **  **
Curled lashes make for the

most appealing eyes. One of the
most comfortable ways is with the
cushioned handles on the Deluxe
Eyelash Curler. The curler has a
spring tension for extreme control
and the gold offers a little bling.
These products are made by RED
by Kiss.

**  **  **
From world-class museums in

the cosmopolitan capital city of
Denver to trendy galleries in
scenic mountain resorts like Aspen
and Vail, Colorado has it all. Dis-
cover more at www.COLORADO.
com/arts.

**  **  **
A new tutoring service, Tuto

rialChannel.com, is available
online to help children master
math. In addition to real-time
tutoring, it provides students with
math exams, workbooks, stream-
ing video and audio lectures,
quizzes, and progress evaluation.
To learn more, visit mathmade
easy.com. 

**  **  **
A brochure, Resources for

Medicare Beneficiaries: Navigat-
ing the Coverage Gap, available
through Your Pharmacy Benefit
(YPB), can help you manage the
Medicare coverage gap. Send your
name and address to Publication
Number 653P, Pueblo, CO 81009;
call (888)-8-PUEBLO or visit
www.pueblo.gsa.gov.

(NAPSA)—The Mr. Slim M-
Series split-ductless systems
from Mitsubishi Electric HVAC
can cool or heat up to three
rooms. And unlike noisy window
units, they operate quietly with-
out dripping. To learn more, visit
www.mehvac.com.

**  **  **
According to lifestyle expert

Jane Buckingham, having the
right tools—such as Swiffer
Duster and Swiffer WetJet—to
prepare for a special occasion can
help put you on the right path to
becoming the perfect hostess.

Women Find Fun
In Games

(NAPSA)—It seems women have
gotten serious about video games. 

The Entertainment Software
Association reports that the per-
centage of women over age 18 who
play video games is significantly
higher than the percentage of
boys 17 and younger who play. 

But as you might expect,
women and boys have very differ-
ent tastes in gaming. 

For instance, one of the more
popular games with women is
called “Dream Day Honeymoon.”
Following the hit game “Dream
Day Wedding,” it’s the second in a
series of romantic seek-and-find
adventures that chronicle the lives
of the popular virtual couple Jenny
and Robert.

This time, the lovebirds are on
an exciting Hawaiian honeymoon
and in search of the perfect sou-
venir. Players help them uncover
hidden treasures in beautiful and
romantic tropical locations includ-
ing Pa’ani Beach, Spa Luana and
Tony’s Tiki Bar. Gamers who unlock
an extra “first class” level help the
happy couple solve their honey-
moon crisis before time runs out. 

To play, visit www.oberongames.
com.

Women are playing video games
in near-record numbers.




