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(NAPSA)—Experts believe that
the slowed economy will have a
negative effect on charitable giv-
ing this year. With half of all dona-
tions historically made between
Thanksgiving and Christmas, it
could be a sad holiday season for
non-profits. So givers should be
diligent in making sure that their
donations are properly utilized.

“We’re not optimistic,” said
Trent Stamp, executive director of
Charity Naviga-
tor, an online con-
sumer resource
for charity rat-
ings.  “Without
the money Ameri-
cans had in past
years to actively
support charities,
we anticipate
donations will be
down about 10 percent this year.
We urge those who do give to be
particularly strategic when decid-
ing which charities deserve sup-
port.”

Charity Navigator offers the
following tips for those planning
to give this holiday season:

• Avoid telemarketers: The
new “do-not-call” legislation is
bringing peace to dinner tables all
over the country, but it exempts
many charities from these restric-
tions. You can count on telemar-
keters seeking more business for
charities, which means more
phone calls soliciting your sup-
port. Avoid them and their gener-
ally high fundraising costs. 

• Think about the long term:
Like investing, giving should be
driven by long-term goals. Define
what you hope your giving accom-
plishes and develop a plan to
reach those goals. Dropping some
change in the bucket outside the

mall is fine, but responsible
philanthropy—the kind that
changes the world—demands
more thought.

• Concentrate your giving:
Diversification isn’t an important
consideration when giving. A few
well-placed larger gifts go farther
and have the potential to do more
good than a wide array of smaller
gifts. It’s even more incumbent
upon givers to research a charity

and make sure
they’ll get the
most bang for
their buck.

•Don’t forget
the arts: Arts
charities suffer
disproportionately
during tough eco-
nomic times. The
arts are critical to

our communities and it is essential
that we ensure their long-term
survival.

• Follow your investment.
Once you give, be sure to contact
your charity next March or April
and find out how they’re using
your money. You’re not looking for
a list of itemized expenses, but
instead a progress report to give
you a sense of how responsive
they are to you and if they can
communicate their progress
clearly. If your charity can’t tell
you what kind of results they cre-
ated from your investment, find
one that will.

Charity Navigator is best
known for its ratings, accessible
at no charge at www.charitynavi
gator.org, of the financial health of
more than 2,500 of America’s best-
known charities. 

The organization urges givers
to research charities before they
give this holiday season.

Make Your Charity Dollars Count

(NAPSA)—With mature Am-
ericans now representing 37 per-
cent of the population, many busi-
nesses are trying to meet the
demand for products, services and
gifts tailored to that consumer
group. 

For example:
• There are now

health clubs that
target mature con-
sumers with special
programs. 

• The same is true
of dietary supplements that address
their nutritional needs.

• The travel and tourism indus-
try has also found success by creat-
ing tour packages for the mature
market.

The trend also extends to pub-
lishing. Research indicates some
13.5 million mature Americans
say they have trouble reading
standard newspaper text and one-
quarter of those that have vision
problems say they miss reading
the most.

• Responding to this need,
Reader’s Digest Large Print offers
the world’s best-read magazine in
a large print version accessible to
anyone who wants or needs an
easier read. Circulation for the
large-print edition is currently at
600 thousand copies—an increase
of 50 thousand from last year.

This commitment to serving the
vision impaired is nothing new.
Reader’s Digest has been in the
large print business since 1963.
The company’s founder, DeWitt
Wallace, felt that everyone should
have the opportunity to read, no
matter what their visual ability. 

RD Large Print is the only
lively, colorful and contemporary

magazine targeting this special
audience and may make a thought-
ful holiday gift for a senior who val-
ues the joy of reading. It comes in
an easy-to-read large print with
type that is twice as big as regular
print, bigger photos and illustra-
tions, and special non-glare paper.

However, it has the same inspi-
rational stories, humor, medical
updates, and features found in the
regular print Reader’s Digest.

A one-year, 12-issue subscrip-
tion costs $27.96—a 53 percent
savings off of the cover price. It’s
possible to order toll free, by call-
ing 1-800-827-4812 or by going to
www.rdlargeprint.com.

• Working with the Partners
for Sight Foundation, Reader ’s
Digest also offers Select Editions
Large Type, a large print reading
series that also makes a thought-
ful gift for the vision impaired. 

Each volume contains two sto-
ries in easy-to-see large print. All
selections are expertly edited by
Reader’s Digest editors, and spe-
cially selected and designed for
anyone who prefers to read larger
print. A one-year, six-volume sub-
scription costs $14.95.

The publication contains what
has been described as some of
today's best reading in current fic-
tion, romance, mystery, biography
and adventure. One recent volume
paired The Wailing Wind by Tony
Hillerman with Step Ball Change
by Jeanne Ray. 

The paperbacks, printed on non-
glare paper, are lightweight and easy
to handle. Currently, 61,000 people
subscribe to this publication. You
can order toll free by calling 1-800-
877-5293 or send an e-mail to: 
partnersforsight@readersdigest.com.

Older Americans See Benefit To Large Print
Viewers Are Tuning In To

French Language TV Channel
(NAPSA)—While earlier this

year some in the U.S. stopped
ordering Bordeaux wines or eating
foie gras to slight the French for
their views on the Iraq conflict,
American appetites for French
entertainment have never been
greater.  

A new national survey con-
ducted by Horowitz Associates
shows that 25 percent of Ameri-

cans—54 million adults—consider
themselves Francophiles who love
French culture, and travel to
countries where French is spoken.

Recently, French-produced films
“Swimming Pool” and “Winged
Migration” have done well in
America, and French vocalists
Patricia Kaas and Louise Pitre
have been greeted by cheering U.S.
audiences.

Now America’s appreciation for
entertainment with a French
twist has reached television. In
fact, TV5 USA (1-800-737-0455)—
the 24-hour French language
channel—has been added to cable
systems in Los Angeles, New York,
Boston, Seattle, San Francisco
and Houston.

Americans who speak French
or have children studying the
romance language have been sub-
scribing to TV5 USA, but non-
French speakers are also watch-
ing the channel’s entertainment,
news, sports and children’s shows
thanks to English subtitles.  

To keep viewers tuning in, TV5
USA has scheduled an exciting
fall line-up: the police drama,
“Police Judiciaire,” the U.S. pre-
miere of “Swing” and “24 Hours in
Lisbon,” and Europe’s top World
Cup soccer and rugby matches.

(NAPSA)—Commitment to em-
ployees and long-held family val-
ues is central to the 50-year suc-
cess of Sargento Foods Inc., one of
the largest privately held cheese
companies in America. Sargento’s
prosperity as a third-generation
family-owned company is a testa-
ment to the family and the com-
pany’s commitment to traditions
and values over business acumen.
In the United States, less than
one-third of family-owned busi-
nesses (currently about 18 mil-
lion) survive to the second genera-
tion. Out of those, only 50 percent
extend family ownership to a
third generation. 

Suede you can let get wet?
Cashmere you can toss in the
dryer? Not long ago, dropping
these kinds of upscale clothes in
the wash would have meant a
ruined wardrobe. Now, however,
technologically-enhanced designs
can turn previously high-mainte-
nance apparel into machine-wash-
able styles that are easier to
wear—and to care for. Fashion’s
washable revolution started when
Bernardo, a New York-based fash-
ion company, developed a propri-
etary tanning process in which
suede is coated with an environ-
mentally-friendly enzyme and pre-
washed. Learn more at www.
bernardofashions. com.

The nation’s leading organiza-
tion supporting Hispanic higher
education, the Hispanic Scholar-
ship Fund (HSF), reviews more
than 15,000 scholarship applica-
tions each year. Using this experi-
ence, HSF suggests that students
looking to secure scholarships to
help finance their higher educa-

tion, start early. Since most schol-
arships are awarded on a first-
come, first-served basis, begin
searching for scholarships at least
one year before planning to enroll
in college. Take the time to check
all submissions carefully for com-
pleteness. Also, only answer ques-
tions asked and have someone
trustworthy review the application
prior to submission. When search-
ing for scholarship opportunities
and completing essays as part of
the application process, creativity
is a must. To learn more about the
college-going experience or HSF’s
scholarship offerings, visit the
Web site at www.hsf.net.

Mutual funds, savings bonds,
savings accounts and certificates
of deposit are all non-tax advan-
taged savings and investing vehi-
cles available to help you save for
college. Tax-advantaged savings
and investing vehicles include the
529 College Savings Plan, the 529
Prepaid Tuition Plan and the
Coverdell Education Savings
Account. For additional informa-
tion about how you can plan and
save for your child’s college edu-
cation, visit statefarm.com.

(NAPSA)—Fast, fun and
yummy, kid-friendly treats start
with a Mrs. Smith’s Cream Pie
(Oreo, Moose Tracks, Chocolate
Chip Delight or Caramel Caribou).
To create Pie-Scream Sandwiches,
mix a softened pie and crust
together. Use mixture as filling
between soft chocolate or vanilla
cookies (3” to 4” diameter) and
decorate with icing, candy corn,
gummy worms, etc. For Jack-O-
Lantern Ice Cream Cones, bake a
Pumpkin Pie according to package
directions and let cool. Then mix
pie (crust and all) with 1/2 gallon
vanilla ice cream and refreeze. To
serve, scoop into ice cream cones
and create jack-o’-lantern faces
using candy corn and string
licorice. For more recipes, visit
www.mrssmiths.com.

Preparing a Halloween party
menu can be easy. First, remem-
ber that fun, ghoulish snacks
make Halloween fun, but you
should also have favorite party
foods that everyone can enjoy.
Hearty items like Hillshire Farm®

Lit’l Smokies™ make a terrific
addition to Halloween fare so
guests can create a small meal
from more filling appetizers—
especially if the event starts in
the early evening. Have a crock-
pot of Lit’l Smokies in BBQ sauce

simmering so guests can snack
whenever they want to. 

Fresh American red and green
Bartlett pears are juicy, sweet,
and available all year round. Their
versatility and easy handling, not
to mention their nutritional value,
make them very popular with peo-
ple of all ages. One medium pear
has 4 grams dietary fiber (16% of
the Daily Value-DV), 210 mil-
ligrams potassium, 6 milligrams
vitamin C (10% DV) and about 100
calories. Pears are low in fat and
naturally cholesterol- and sodium-
free. They offer a quick source of
energy and are ideal for someone
trying to reach and maintain a
healthful weight. For recipes and
information about fresh American
pears, go to the Web sites www.
usapears.com and www.calpear.
com and for more information
about 5 A Day The Color Way, go to
www.5aday.org and www.about
produce.com. 

***
Never let your sense of morals
prevent you from doing what is
right.

—Isaac Asimov
***

***
A wise man will make more
opportunities than he finds.

—Francis Bacon
***

***
Grace is to the body what clear
thinking is to the mind.

—Francois de la
Rochefoucauld

***




