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(NAPSA)—Not all new home
shoppers are created equal. A
recent study found that new home
shoppers’ preferences differ region-
ally, but even more so by their life
phase, family makeup and whether
they are making their first or sec-
ond home purchase. Here’s a look
at some results:

Regional Differences
Shoppers’ preferences within a

new home, especially the kitchen,
varied by region. Shoppers in the
West prefer homes that incorpo-
rate natural materials through-
out. Both Western and Midwest-
ern shoppers want homes with an
abundance of natural light. The
study, which was conducted by
Merillat cabinetry, found that
light was especially important to
Ohio home shoppers who experi-
ence dreary winters, and Colorado
shoppers who want to optimize
their natural surroundings.

New home shoppers in the
Southeast expressed a great deal
of interest in custom cabinetry.
They want their kitchen cabinets
to have many decorative details.

Life Phase Differences
•Empty Nesters—Priorities dif-

fer among empty nesters and fami-
lies with children. Empty nesters
tend to want a home that is “fully
loaded” without compromise, since
many are buying their last home.
But accessibility, ease of mainte-
nance and room to entertain are
important as well. “I don’t want
something so big I can’t take care of
it, but big enough so we can enter-
tain our friends and family,” said a
shopper in Colorado. A shopper in
North Carolina said, “The layout of
a prospective house is important to
us. We don’t want to have to climb
stairs in our later years.”

•Growing Families—Families
with children tended to want a
new home that is conducive to
family time together as well as
“kid control.” The layout and

design preferences for a growing
family included a place for the
whole family to congregate yet
also conduct activities such as
homework, cooking, watching tele-
vision or reading.

Families with young children
viewed a home as an environment
that grows as the family grows.
They prefer a kitchen window that
faces the yard to watch the kids.
Shoppers also like having a kitchen
island they can use as the com-
mand center of the kitchen. “With a
kitchen island, I can keep an eye on
the kids while I’m cooking,” said a
shopper in North Carolina.
On Buying Their First Home...

Almost all study participants
wished they had spent a little
more money and time on finding a
home that reflected their lifestyle
needs. “Looking back, I would’ve
spent more and got something we
could’ve grown into a little bit
more, as opposed to buying such a
small house,” said a shopper in
Ohio.

Many shoppers also said they
would have taken more time shop-
ping for their first home. 

For decorating tips and ideas,
visit www.merillat.com.

What Makes A Shopper Buy A Home?

New home shoppers with chil-
dren tend to look for kitchen
islands that can be used as the
“command center” of a kitchen.

(NAPSA)—Even if you’re all
thumbs when it comes to video
games, chances are there’s some-
thing out there for you with new
“casual” games that are gaining
popularity among women and
baby boomers.

These new types of video
games are designed to be easy for
even the most inexperienced
gamers to play. Such casual games
include familiar brainteasers such
as sudoku and “Tetris,” available
on portable electronic devices.
Whether you’re in line at the car
wash or waiting at the doctor’s
office, this new generation of
casual or “pick-up-and-play”
games will make downtime much
more fun and productive.

Nintendo’s popular new Touch
Generations family of casual
games offers portable, easy-to-
play games on the Nintendo DS
hand-held system that appeal to
people of all ages including grand-
parents, parents and children.
One title that is particularly popu-
lar among adults is “Brain Age,”
which features challenging brain
exercises like math, sudoku, sylla-
ble counting and reading classical
literature out loud. “Brain Age”
and other Touch Generations
games have helped parents find
new ways to connect with their
game-playing kids and are also
popular with travelers because
they’re fun and satisfying to play
on the go. 

The latest casual game in Nin-
tendo’s Touch Generations brand
is called “Clubhouse Games,”
which lets users play video ver-
sions of classic games such as
bridge, backgammon, bowling,
checkers, darts or poker. Players
can also challenge friends around
the world through Nintendo Wi-Fi

Connection. “Clubhouse Games” is
one-stop gaming that will appeal
to everyone’s tastes.

Other Touch Generations
games available from Nintendo:

• “Big Brain Academy”—The
second in the brain-training series
that kicked off with “Brain Age”
tests players in five areas: think-
ing, memorization, computation,
analysis and identification. 

• “Magnetica”—A simple puz-
zle game challenges players to
connect and eliminate like-colored
magnetic marbles.

• “Nintendogs”—Owners raise
and train their own puppy. Caring
for lifelike puppies with voice
recognition and touch-screen
capabilities has never been more
fun. 

These easy-to-play games
should even be easy to find at
retail stores; game boxes have a
distinctive black and orange
Touch Generations logo, indicat-
ing that anyone can play them the
first time they’re tried. Watch for
the upcoming music and rhythm
game “Elite Beat Agents” for Nin-
tendo DS coming this fall.

For more information, visit
www.touchgenerations.com.

Easy-To-Play Games Attract People From All Walks Of Life

Easy Does It—New types of video
games are designed to appeal to
everyone in the family.

Many Earmark An Extra
Check For Investment
(NAPSA)—Given the chance,

many American workers would
rather invest a windfall than use
it to pamper themselves. Accord-
ing to a recent survey, a majority
of U.S. workers would either in-
vest an extra paycheck or use it to
pay down debt. 

The good news is that soon
they’ll have another chance to do
just that. Twice a year, as a by-
product of calendar design, U.S.
workers who are paid every other
week receive a third or “extra”
paycheck in one month. 

The survey was conducted by
Ceridian, a leader in managed
human resource outsourcing
solutions.

According to Jonathan Hefner
from Ceridian, “Respondents to
Ceridian’s paycheck survey are
telling us that financial concerns,
such as debt and saving for the
future, are top of mind.”

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

A recent survey indicates that
financial concerns, such as debt
and saving for the future, are
“top of mind” for many workers.

(NAPSA)—There may be good
news for stroke patients and their
caregivers. A new device has been
created that is said to offer those
who have had a stroke new hope
of regaining significant muscle
movement, and with it, increased
mobility and independence.

Stroke is the third-leading
cause of death after heart attacks
and cancer in the U.S., affecting
some 700,000 Americans each
year. Those fortunate enough to
survive often face a number of
challenges. While strokes cost the
U.S. economy $56 billion a year,
no price tag can accurately por-
tray the psychological cost to the
stroke patient—or to his or her
loved ones and caregivers—when
the patient is left wholly or par-
tially paralyzed, and possibly also
unable to communicate.  

Until recently, the medical com-
munity believed it was not possible
for the post-stroke brain to be, in
essence, “rewired” to reconnect the
immobile muscles. Physical thera-
pists typically instructed patients
who had lost control of their left
hand to use their right, or vice
versa, as a form of compensation. 

Now, however, thanks to a new
device called the NeuroMove, all that
may be changing. The machine mon-
itors a patient’s mental attempts
to move his or her muscles. It uses
electrodes, affixed to a problem area,
to deliver safe electrical stimulation.
At the same time, it monitors and
analyzes neural activity, and distin-
guishes signals that indicate
attempts by the brain to move the
muscle. When a strong enough

attempt is made, the device initiates
muscle movement. Over time, the
patient’s neural connections may be
relearned and reestablished, and
the affected muscles may once
again be able to move on their own.  

The device was created by a
company called Zynex Medical that
provides electrotherapy products
and pain management systems for
patients with functional disabilities.

In recent clinical trials, the Neu-
roMove helped 90 percent of the
stroke patients regain significant
muscle movement. It is FDA cleared
for use with a doctor’s prescription. 

Thomas Sandgaard, President
and CEO of Zynex Medical,
explains that the NeuroMove
works by “stimulating and reacti-
vating the muscles themselves,
while reestablishing brain-muscle
connections that can help restore
the patient to a greater degree of
voluntary movement.”  

For more information and a
broad overview of stroke rehabili-
tation, visit www.neuromove.com.

New Technology Offers Hope To Stroke Patients

A new device created to help
stroke patients is based on the
concept that neural connec-
t ions may be relearned and
reestablished. 

(NAPSA)—The most valuable
thing in your wallet may not be
your cash and credit cards. It
could be your name. Armed with a
name and address, identity
thieves can apply for loans, make
purchases and even steal govern-
ment aid. 

It’s happened to one out of five
Americans, with an estimated 88
million Americans having been
put at risk of identity theft from
databases since early 2005,
according to the Privacy Rights
Clearinghouse, a nonprofit advo-
cacy group.

In an effort to protect con-
sumers, one major bank is now
stepping up to the plate in a way
so far unmatched by any of its
rivals. SunTrust Bank just began
offering—free of charge—credit
monitoring and identity-theft pro-
tection to its personal checking
clients. The idea, according to
Gene Kirby, SunTrust corporate
executive vice president, is to
“arm consumers with the informa-
tion they need to take the appro-
priate action in protecting them-
selves and their good names.” 

He also offered consumers the
following tips:

• Monitor financial accounts
and credit reports for accuracy on
a regular basis. Catching mis-
takes early can help save you
money.

• Don’t give out personal infor-
mation over the phone, through
the mail or over the Internet.

• Don’t write down passwords
or PIN numbers—memorize them.

• Promptly collect all mail and
place a hold on mail delivery
when you go on vacation. 

• Tear up or shred all personal
documents before you throw them
away.

• Learn all you can about iden-
tity theft. By staying alert and
informed, consumers can help to
protect their identity and
accounts. Useful Web sites include
the Federal Trade Commission’s
www.consumer.gov and the U.S.
Department of Justice’s www.us
doj.gov/criminal/fraud. 

SunTrust Banks is one of the
nation’s largest banking organiza-
tions, serving a broad range of
consumer, commercial, corporate
and institutional clients.

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

New Weapons In The Battle Against Identity Theft

What’s In A Name?
More than you might think. Consumers 
lose millions to identity theft each year.
• Every 79 seconds, it’s believed, a thief 
goes on a buying spree using someone’s 
stolen identity.
• 88 million Americans’ identities are 
thought to have been put at risk by 
unsecured databases. 
• The average identity theft victim spends 
more than 175 hours and $1,000 clearing 
his or her name.

(NAPSA)—“The South Beach
Diet Parties & Holidays Cook-
book” (Rodale Books, $25) features
more than 20 menus and 150 all-
new recipes. It also includes prac-
tical entertaining tips and helpful
and healthful cooking techniques
throughout to help anyone throw a
terrific party while maintaining a
South Beach Diet lifestyle. To
learn more about The South Beach
Diet and the related cookbooks,
visit www.southbeachdiet.com.

**  **  **
A popular holiday cookie is the

Pecan & Cranberry Orange Bar.
The recipe starts with Krusteaz
Pecan Bar Mix. You simply add
dried cranberries and some
orange juice and zest, then bake.
For more holiday recipes, visit
www.krusteaz.com.

The fruit called the mango-
steen is full of health-helping
xanthones. The leader of mangos-
teen products, XanGo Juice offers
over 40 xanthones in its juice.
Visit www.xango.com for more.




