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(NAPSA)—With the current
economic climate and the coun-
try’s ongoing political changes,
Americans’ focus and opinion on
responsibility—both personal and
professional—seem to have
become stronger. 
Hollywood and America’s most

prominent businesses are two par-
ticular targets people tend to
examine for examples of personal
responsibility, mostly be cause
they are so heavily covered in
mainstream media. According to
the Liberty Mutual “Responsibil-
ity Project Index,” conducted in
2008, half of all Americans cannot
name a responsible celebrity or
business leader. The “Responsibil-
ity Project Index” is a national
survey done by Liberty Mutual
and fielded by Braun Research.
The “Index” asked which fa -

mous individuals best embody
personal responsibility. 
Nearly half (48 percent) of

respondents said they could not
name a celebrity who embodies
personal responsibility and 56
percent said they could not name
a business leader who is an exam-
ple of personal responsibility. 
Those who did name celebrities

mentioned Oprah Winfrey and
Angelina Jolie (tied at 8 percent)
and the top business leader cited
was Bill Gates (15 percent). 
The survey also revealed that

most Americans believe they are
responsible but their neighbors
and fellow Americans are not.
Seventy percent of Americans
believe they have become more
responsible in the past five years,
yet 74 percent of Americans
believe people in general have be -

come less responsible during the
same time period. 
“The Index shows that people

want more responsibility in their
lives but they’re not always certain
how to achieve that goal,” said
Kathy McManus, Responsibility
Project online editor. “There’s no
playbook for responsibility, so
increasingly we see individuals
working to create their own. That’s
why ResponsibilityProject.com is
such a valuable resource. It’s a
place to see what others think and
say about personal responsibility,
and to take part in a meaningful
conversation.”
The survey findings raise the

question: Why do Americans have
such a strong perception gap
between their own personal
responsibility and the personal
responsibility of others?
The “Responsibility Project

Index” explores the meaning be hind

this gap and offers insight into why
people responded the way they did. 

People don’t know their
neighbors. Eighty-five percent of
the survey respondents say Amer-
icans are less connected with their
neighbors than people were 20
years ago.

People are focused in -
wardly on their own families
versus the community. When
asked to define personal responsi-
bility, survey respondents score
“taking care of yourself and your
family” and “making sure your
children be have appropriately”
highest, but score “knowing your
neighbors” and “putting the com-
munity be fore your own self-inter-
ests” lowest.

When people don’t know
their neighbors well, they fill
their knowledge gaps with
what they see in the media.
The survey showed that 76 per-
cent of Americans believe reality
television shows and the media’s
attention to celebrity lifestyles
have a negative effect on personal
responsibility.
The Responsibility Project,

created by Liberty Mutual, uses
entertainment content to create
a forum for people to discuss
personal acts of responsibility.
Through short films, online con-
tent and television program-
ming, The Responsibility Pro-
ject is a catalyst for examining
the decisions that confront peo-
ple  trying to  “do  the  r ight
thing.”
Additional information about

The Responsibility Project and
more survey results are available
at www.ResponsibilityProject. com.

Americans Value Personal Responsibility
But Don’t See Enough Of It

Most Americans believe they are
responsible but think their fellow
Americans are not.

(NAPSA)—Tradition has it that
the “big day” belongs to the bride
and groom. Yet from the bachelor
party to catching the bouquet, the
“Hokey Pokey” to the “Electric
Slide,” it’s the happy couple’s
friends and family who help make
the occasion memorable. 

You Look Marvelous!
The bride isn’t the only person

at a wedding who feels the need to
look her absolute best. Friends
and family feel the same way.
According to a survey conducted
by Kelton Research for Doubletree
Hotels, more than three in five (63
percent) put extra effort into look-
ing their very best, including buy-
ing new clothes (53 percent),
changing their hair (23 percent)
and losing weight (17 percent). 

Food For Thought
What’s the formula for a ter-

rific wedding? How about friends
and family, a big meal and plenty
of celebratory drinks? One in
three (33 percent) Americans most
look forward to the food at wed-
dings they’ve attended while
nearly one in eight (13 percent)
look forward to the open bar. 

Party People
When invited to an out-of-town

wedding, nearly half (45 percent)
of Americans most look forward to
the opportunity to celebrate with
friends or family. Meanwhile, get-
ting away from home and work is
enticing for one in five (20 per-
cent) parents, compared to 13 per-
cent of those without kids.
Another aspect of the wedding
that guests often look forward to
is the location of the reception—
and that’s one thing that the
happy couple has a little more
control over. 
For example, Doubletree Ho -

tels and Resorts are an excellent
choice for planning a wedding that
is luxurious, simple or intimately

detailed. Whether planning for
the rehearsal dinner, reception or
just a comfortable and affordable
place to host friends and family,
Doubletree’s careful attention to
detail and variety of amenities
help ensure the wedding party
and guests enjoy a relaxed stay.

Grab The Popcorn
And how do the bride and

groom’s guests get themselves in
the mood to celebrate? With their
favorite wedding flicks, natch.
With all the food, revelry and liba-
tions going around, it’s no surprise
that America’s favorite wedding
movie is “My Big Fat Greek Wed-
ding” (25 percent). The R-rated,
edgier comedy “Wedding Crashers”
comes in second at 16 percent. 
For help planning your next

wedding or event, visit Web sites
such as www.doubletree.com/wed
dings. The site offers useful tips
that include location information,
a wedding planning checklist and
help creating a personalized Web
page. 

Weddings Tailored To Friends And Family

For many brides and grooms, it’s
important that the “big day” also
provide an enjoyable experience
for friends and family.

(NAPSA)—Thanks to the Inter-
net, the world has gotten smaller
and virtual communities have
sprung up, bringing like-minded
people together online. For exam-
ple, a mother in New York can get
advice from a mother in South
Dakota about how to get her teen
to finish homework or convince
her toddler that it’s bedtime.
However, many parents may

not be sure how to find parenting
communities or how to determine
which ones will meet their needs,
let alone how to jump into the con-
versation. Luckily, getting involved
is easier than it may seem, and
here are some get-started tips:
What Is An Online Community?
An online community is a group

of individuals who gather via the
Internet and reach out to others
with similar needs and interests.
Parent-oriented communities are a
specialized type of online commu-
nity for sharing information and
experiences and providing sup-
port. Within an online community,
a group member can find even
more defined subgroups, such as
parents of kids with ADHD, par-
ents of shy children, parents of
kids with asthma, etc.
Choosing The Right Community
Each community has its own

character. Some are casual while
others are more formal and
include user agreements and pri-
vacy policies. A good place to start
is with an established parent com-
munity such as iVillage.com or
GreatSchools.com, both of which
offer information, discussion
forums and blogs (short for “Web
logs,” or online journals).
Many parents may also benefit

from joining a parent community

based on a shared interest, such
as Community.LeapFrog.com,
where parents whose children love
LeapFrog toys can compare notes
on what products keep their kids
engaged and how they’re develop-
ing and learning.

Making The Most Of It
When first joining a commu-

nity, you may want to observe for
a while. Once you have a feel for
the group, you’ll get even more out
of it by getting involved. Start by
simply reading a few postings and
forums, then work up to joining a
chat or commenting on a blog.
After adding to a few discussions,
you may want to post more often
as you begin to recognize some of
the “regulars” with whom you
share parenting situations. The
next step could be forming your
own subgroup or even writing
your own blog. You can get a
tremendous amount of informa-
tion, advice and support from
whatever parent community you
choose while making contacts and
having fun.

Connecting Through Online Communities

Online communities can be a
great place for parents to swap
helpful information.

The first newspaper cartoon, a political caricature, appeared in a
Washington paper, the Federal Republican, early in 1814.

Harpo Productions is the name of the production company owned
by the popular entertainer, Oprah Winfrey. Harpo is Oprah spelled
backwards.

A lion’s life expectancy is 30 years at the maximum.

William H. Harrison, the ninth President of the United States,
served the shortest term. He died from pneumonia 30 days after he
was inaugurated in 1841.

***
The heart of a mother is a deep
abyss at the bottom of which
you will always find forgiveness.

—Honore’ de Balzac
***

***
The mother’s heart is the child’s
schoolroom.

—Henry Ward Beecher
***

***
“I remember my mother’s
prayers and they have always
followed me. 

—Abraham Lincoln
***

***
Men are what their mothers
made them.

—Ralph Waldo Emerson 
***




