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(NAPSA)—Classified ads.
Phone directories. Outdoor signs.
Radio ads. 3 a.m. public access
television spots. 

These are some of the tradi-
tional ways in which small busi-
nesses have reached out to local
customers. But as the Internet
revolution continues to take hold,
local businesses are increasingly
turning to Web marketing and
online advertising to reach con-
sumers looking for products and
services in their neighborhood.

According to recent research by
The Kelsey Group, 25 percent of
commercial searches by online
consumers today are local in
nature. The group also reports
that this number will grow as
search sophistication and tech-
nologies grow. 

What does this mean to small
businesses? It means that, on any
given day, hundreds of thousands
of consumers are searching online
to purchase offline. Consumers
who, as more and more local busi-
nesses appear in online search
results, will turn first to Internet
search to find their local bank
branch, pizza shop, real estate
agent or dry cleaner.

How to “Get Local” in 
Sponsored Search

Several online search compa-
nies offer “local sponsored search”
services that enable small and
regional businesses to advertise
on Internet search destinations—
but not all services are alike. One
of the most innovative products
available today is Local Match®, a
local search marketing product
recently launched by Overture
Services, a division of Yahoo! Inc.
and the pioneer of sponsored
search advertising.

Local Match was developed
based on the company’s original
core product, Precision Match (for-
merly known as “Pay-For-Perfor-
mance Search”). Through Preci-
sion Match, advertisers bid on
search terms in order to list their
businesses more prominently in
sponsored search results across

the Web. Businesses can control
their position by the amount they
choose to bid on the search terms.
And, unlike other forms of adver-
tising, Precision Match allows
businesses to determine their own
price-per-lead and pay only when
a potential customer clicks
through to their site.

Built on the same pay-for-per-
formance model, Local Match
allows local advertisers to target
consumers even more precisely by
choosing a specific area around
their business. That area can be as
broad as 100 miles or as precise as
down to 1/2 mile. Now, more easily
than ever, a small business can
decide which consumers are shown
their listings, based on where their
customers generally come from. 

For example, a bookstore whose
customers usually come from
within five miles could choose to
pinpoint only users searching for
their products and services within
five miles of their business. Simi-
larly, an auto dealer that services
an entire county might choose to
deliver its listings to users search-
ing from within 50 miles of their
location.

No Web Site? No Worries.
The U.S. Small Business Asso-

ciation estimates there are ap-
proximately 23 million small busi-
nesses in the nation—less than
half have a Web site. Up until the
launch of Local Match, such busi-
nesses were not able to participate

in sponsored search advertising—
only companies with Web sites
could take advantage of the pay-
for-performance model.

Now, Local Match offers busi-
nesses without Web sites the
opportunity to advertise online
through sponsored search. Local
Match advertisers are automati-
cally provided a free, hosted, cus-
tomizable business information
page that offers consumers the
information they’re looking for—
including street address, phone
number, payment options, hours
of operation and a dynamic map—
when they are searching online
for a local business. 

Is Local Search Advertising
For You?

Many small business owners,
especially those who have never
advertised online, often ask, “How
do I know whether local search
advertising makes sense for my
business?” The answer varies by
product—each local sponsored
search product is different—so it’s
important to research the benefits
of each before beginning your local
search campaigns.

Local Match offers many unique
benefits to small and regional busi-
nesses seeking to drive online user
traffic to their offline locations. To
recap, they include:

• High Visibility—Overture’s
network of distribution sites
includes popular web destina-
tions Yahoo!, MSN, CNN.com,
ESPN.com, and Infospace,

• Precise Targeting—Advertis-
ers can target potential customers
interested in regions down to
within a 1/2 mile of their business,

• Customized Business Infor-
mation Page—Even businesses
without Web sites can now take
advantage of sponsored search
advertising.

As users become increasingly
engaged in local search, more small
businesses will realize the signifi-
cant value of sponsored search
products like Local Match. To find
out more about Local Match, visit
http://www.overture.com. 

Local Sponsored Search:
How to Reach Consumers Searching Online For Your Business

OF SMALL BUSINESS

Like advertising in the paper,
advertising on the Net can help
you reach many markets at once.

(NAPSA)—If you’ve vowed to
improve the gifts you give at
weddings, experts offer this tip:
Make it personal. They say a
personalized, well-thought-out
offering can make a great pres-
ent—even if it’s something not
listed on the registry.

So what’s the best way to per-
sonalize a gift? One key is to
take a cue from the couple’s hob-
bies, home, habits or even their
love story and tailor the gift to fit
their interests. Colleen Brewer,
senior lifestyle editor for a popu-
lar bridal resource called The
Knot (www.theknot.com), recom-
mends a few top gift picks: 

The Foodies
“A coffeemaker is always a

great wedding gift for kitchen con-
noisseurs. New single-serve sys-
tems like the one from Senseo
[Senseo.com, under $70] fit the
lifestyles of today’s busy couples,”
she says. Not only is it a sleek and
stylish accessory for the countertop,
it makes one or two consistent cups
of gourmet coffee in less than a
minute. Couples can enjoy delicious
java, topped with a frothy coffee
layer just like they’d savor at a
European coffee bar.” 

The Entertainers
If the couple likes entertain-

ing, Brewer recommends the
Krups panini maker (Williams-
Sonoma.com, under $85). The ele-
gant chrome device makes grilled
cheese a little more “chichi” and
can also create a variety of delec-
table desserts—such as bitter-
sweet chocolate panini—in nearly
no time. It also doubles as a grill
for standard meats and veggies.

The Techies
“The new Philips KEY019 Cam-

corder [www.thingstodoyourthing.
com, under $250] is perfect for the
honeymooning duo,” says Brewer.
Weighing less than an ounce, it
can be strapped on a backpack,
belt or bathing suit to snap memo-

ries on the go. “It’s extremely
durable, so it can capture still
images, video segments and even
play MP3 files. And it hooks
directly into a USB port on a lap-
top, so they can download images
right in the hotel room on their
honeymoon,” says Brewer. 

The Spa Lovers
If the couple likes (or needs) to

relax, try creating a spa kit.
Brewer says to start with a top-of-
the-line Sonicare Elite 7500
Power Toothbrush (Sonicare.com,
under $150) to provide a “spa
experience” for the teeth and
gums. The brush has bristle tips
that move three times faster than
other power toothbrushes and it’s
guaranteed to lead to whiter teeth
and healthier gums in 28 days.
She also recommends pampering
the couple with bath products
from The Thymes Limited—such
as bath salts, body scrub, and
foaming bath gel (Thymes.com,
about $40). She suggests a sooth-
ing music CD such as “Feng Shui
Tune Up” (Thymes.com, under
$20) and cute “Mr.” & “Mrs.” tow-
els from The Knot Gift Store &
Registry (theknot.com, under $80)
as well.

Giving Great Wedding Gifts

Get Personal—Experts suggest
giving a wedding gift that cele-
brates the couple’s personality.

(NAPSA)—Pop corn has a long
history as a favorite fall snack.
But not just any pop corn will do.
Fall is the time for some out-of-
the-ordinary pop corn munchies
that will get kids excited—if not
about being back in school, then
at least about the snacks that get
them through the day. 

Sweet ‘N’ Salty Clusters are a
combination of pop corn, two
kinds of creamy, sweet chocolate
and crunchy pretzels. This recipe
will not only tempt kids’ taste
buds, it’s a great snack for fall
gatherings and school bake sales.
Package individual servings of
Sweet ‘N’ Salty Clusters in colorful
paper cups, cover with clear cello-
phane and tie with ribbon.

SWEET ‘N’ SALTY CLUSTERS
8 Servings

1 bag (3.5 oz.) JOLLY TIME
Blast O Butter Microwave
Pop Corn, popped

1 cup mini pretzel twists
10 ounces white chocolate or

almond bark, chopped
3⁄4 cup semisweet chocolate

chips

1. Place popped pop corn
in large bowl; remove any
unpopped kernels.  Stir in
pretzels. 

2. Microwave white choco-
late in large glass measuring

cup on HIGH 1 to 11⁄2 minutes,
or until chocolate is shiny. Stir
until completely melted. Pour
over pop corn and pretzels; mix
until evenly coated. Spread
mixture onto cookie sheet.

3. Microwave semisweet
chocolate chips in clean glass
measuring cup on HIGH 30 sec-
onds, or until chocolate is
shiny. Stir until smooth. Drizzle
over pop corn mixture; cool
completely. Break into clusters.
Store tightly covered. 

NUTRITION INFORMA-
TION (1/8 of recipe): Calories 390,
Total Fat 23g, Sat. Fat 11g, Chol.
10mg, Sodium 280mg, Total Carb.
46g, Fiber 6g, Protein 4g. 

A+ Snack For Kids

Sweet ‘N’ Salty Clusters

(NAPSA)—The first stop on the
road to safety is taking care of
your brakes. Doing so will not
only extend the life of your
brakes, it will help to increase
your vehicle’s fuel economy. 

These tips will help:
• Observe the speed limit for

safety’s sake. Just as it takes less
gas to stay within the speed limit
than it does to exceed the limit, it
takes less braking effort to slow
your vehicle compared to the work
it takes to slow you down from
higher speeds.

• Do not carry unneeded
weight in your car.

• Avoid continuous speeding
up and slowing down.

• Avoid heavy traffic whenever
possible by planning your trips to
avoid rush hour traffic.

• If you are caught in rush
hour traffic, leave additional room
between your car and the car in
front. You won’t have to brake as
hard should the vehicle in front
slow suddenly. 

• Do not rest your foot on the
brake pedal.

• Use a lower gear on long
downhill inclines rather than
using the brakes only to control
your downhill speed.

Finally, keep your brakes in
proper adjustment and have
them checked regularly. It helps
to keep your rear brakes in
proper adjustment as they wear,

so that the rear brakes remain
able to carry their share of the
braking load. If the rear brakes
wear and are not adjusted, the
front brakes have to carry more
of the braking load, which makes
them work harder and become
hotter than necessary. 

Some vehicles have features
that help adjust the rear brakes.
For example, Toyota owners should
always use the parking brake
(except in freezing weather),
because the Toyota parking brake
mechanism helps adjust the rear
brakes.

Following these simple tips on
brake use will help make your
next trip a lot safer.

How To Give Your Brakes A Longer Life

BRAKE TIPS: Extended brake life,
plus enhanced fuel economy, can
be realized by following these
braking tips offered by Toyota.

***
We are, each of us angels with
only one wing; and we can only
fly by embracing one another. 

—Luciano De Crescenzo 
***

***
Life is like a baseball game.
When you think a fastball is
coming, you gotta be ready to
hit the curve.

—Jaja Q 
***

***
Baseball is religion without the
mischief.

—Thomas Boswell 
***




