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Produce for Better Health

(NAPSA)—Broccoli Rabe, pro-
nounced “rob,” is making con-
sumers take notice as restaurant
chefs explore new ways to enjoy
this flavorful, nutrient-packed
classic Italian vegetable. Often
described as a cross between broc-

coli and mustard
greens, broccoli
rabe adds a zesty
flavor to meals. 

As a member of
5 A Day The Color
Way’s green group,
broccoli rabe is an
excellent source of
vitamins A and C

and a good source of folate, calcium
and dietary fiber. Vegetables and
fruits in the green group help
maintain vision health and strong
bones and teeth, along with a
lower risk of some cancers. Our
Color Way Plan groups fruits and
vegetables into five color groups-
blue/purple, green, white, yellow/
orange and red. Since all fruits and
vegetables are unique in what they
have to offer, be sure to eat one to
two servings from each color group
every day to give yourself the
widest health benefit possible.

Look for broccoli rabe stems
that are tender but firm, with
many tight heads or “buds”. Refrig-
erate your broccoli rabe, un-
washed, in an airtight plastic bag
for up to four days for the maxi-
mum flavor and freshness experi-
ence. Preparation is easy, just rinse
and trim the ends; leaves, stems
and heads are edible. Only three to
five minutes is needed to steam,
stir-fry, braise or sauté. For a tasty
side dish, try this versatile recipe
for Broccoli Rabe Vinaigrette; it
can be eaten hot, warm or at room
temperature making it an ideal

dish to enjoy at home or to take to
a friend’s house.

For more broccoli rabe recipes
and information, visit www.andy
boy.com; for more information
about 5 A Day The Color Way,
vis i t  www.5aday.org and
www.aboutproduce.com.

Broccoli Rabe Vinaigrette

1 lb. Andy Boy Broccoli
Rabe

1 large carrot, peeled and
coarsely grated or cut into
fine julienne strips

1⁄4 cup prepared balsamic
vinaigrette salad dressing

1⁄8 teaspoon salt, or less to
taste

1⁄8 teaspoon pepper

Cut broccoli rabe into bite-
sized pieces, and steam just
until tender, but still firm.
Transfer to a serving dish.
Sprinkle carrots over the rabe
and toss with dressing, salt
and pepper. Serve hot, warm,
or at room temperature.
Serves 4.

Nutritional information per serv-
ing: calories: 58, total fat: 0g, satu-
rated fat: 0g, % calories from fat: 0%,
% calories from saturated fat: 0%, pro-
tein: 4g, carbohydrates: 11g, choles-
terol: 0mg, dietary fiber: 1.0g, sodium:
348mg.

Hot Culinary Trend Is Hot Nutrition Tip

Pivonka

Note to Editors: Seventy-eighth in a series of monthly 5-A-Day
columns, with more stories featuring fruits and vegetables at www.naps
net.com and search: “Pivonka.”

(NAPSA)—Nothing’s black and
white about today’s TVs, which
come in all different shapes, sizes,
and technologies. This season,
consumers have choices ranging
from traditional tube-type televi-
sions to the latest wall mounted
plasmas and LCD flat-panel moni-
tors—many built for High-Defini-
tion (HD) programming, which is
hot this season. HD televisions
provide images in spectacular life-
like detail and clarity, turning
your living room into a theater-
quality screening room. 

Here’s a guide to help you to
know what to look for when buy-
ing an HD-enabled television:

• LCD TVs—These sleek, tren-
dy TVs are traditionally small—
from 15 to 30 inches diagonally—
but provide a powerful viewing
experience. Because they’re only a
few inches deep, you can set them
on a desktop or kitchen counter.
These hi-tech panels are also com-
patible with your PC for everyday
tasks, games or for showing
friends your travel photos.

• Plasma TVs—These flat-
panel televisions are large (the
most popular size is 42 inches),
and thin, and are generally
mounted on the wall or on a
stand. The technology behind
plasma TVs offers a colorful dis-
play with high brightness even in
light-filled rooms, and the size
offers a wider viewing angle than
a traditional television.

• Rear Projection and DLP
TVs—Although these large TVs
aren’t as trim, they deliver a high-
quality HD image comparable to
LCD and plasma televisions.
These sets, which range from 38
to 68 inches wide, are often less

expensive and are a great option
for a first-time HD buyer.

What you watch is just as
important as the television you
choose to watch it on—and ser-
vices like digital cable make it
easy to suit any TV viewer’s needs. 

For example, cable HDTV ser-
vice offers a wide array of pro-
gramming choices in high defini-
tion programs, including local and
national sports and movies. Pack-
age that with Cable On Demand
service and you’ll be the envy of
the neighborhood. True On De-
mand viewing is only offered
through digital cable, and you’ll
get movies, holiday classics, and
do-it-yourself shows—at the touch
of a remote-control button, in the
comfort of your own home. Even
better, this means no more trips to
the video store and no late return
fees. 

For more information on digital
cable, On Demand or HDTV from
your local cable company, visit
www.onlycablecan.com today.

Today’s Top TV Technology 

(NAPSA)—If you surf the Web
but would rather hit the stores for
deals than buy online, you’re not
alone. Studies show that although
seven out of 10 adults are online
today, only around five percent of
all retail transactions take place
on the Internet. Marketing experts
say that when you think about the
variety of things you might need to
buy—from laundry detergent to a
new vacuum cleaner—some may
appear cheaper on the Internet,
but then you have to take the time
to order them, wait for your order
and often pay shipping charges
and taxes. Plus, most times you
want to touch, see or experience
the item.

This may account for the popu-
larity of a new Web site, Shop
Local.com, that lets shoppers surf
the Web to find specials right in
their neighborhoods.

ShopLocal.com is easy to use
and navigate. All visitors do is type
in their city or zip code, and the
site leads them to the best bar-
gains at dozens of leading retailers
and local grocery stores. Shoppers
can search by product category,
store names or brands, and the site
is updated seven days a week to
reflect current sales. In addition,
consumers can maximize their
shopping trips by creating a per-
sonal shopping list online that they
can print and bring to the stores. 

“It’s so great to know before
you go,” said Kate Lindley, who
uses ShopLocal.com to print out
specials. “In our house, the kids
go through batteries quickly. I
know batteries are always on sale
somewhere, but the ‘where’ can be
surprising. The best price this
week might be at my corner drug-
store, the next week at the big
discount store, and the next at

the grocery store.”
The site also works for what-

ever might be on your shopping
list. Local retailers list everything
from groceries to lawn furniture to
high-tech gadgets. If you’re wait-
ing for a certain item to go on sale,
you can sign up for a personal e-
mail alert that will tell you when
your favorite items go on special.

How popular is using the Inter-
net to find deals at real stores?
Last year, consumers spent $130
million in stores on Internet-influ-
enced purchases.

Whether you shop online, in
the store, or a combination of
both, you may want to keep in
mind the following tips:

• Don’t leave home without a
list.

• Compare online deals with
in-store specials (like those found
at ShopLocal.com). When you add
in shipping costs, the price may be
about the same, or more!

• Sign up for e-mail alerts
from your favorite Web sites to be
the first to know about items that
go on sale.

Search The Web For Bargains Around The Corner

KNOW BEFORE YOU GO—A new Web
site lets shoppers surf the Web to
find specials right in their neigh-
borhoods.

(NAPSA)—Have you ever thought
about where you want to die? As
you—and your parents—get older,
it’s something worth considering. 

Thinking this
way isn’t morbid, it’s
practical. Careful
planning can make
a “good death” a
more likely outcome
for people and their
loved ones.

A recent study
published in the
Journal of the Amer-

ican Medical Association (JAMA)
showed that patients in the last
phase of their lives are looking for
comfort, respect, emotional sup-
port, information and well-coordi-
nated care. But they don’t always
find these things in America’s hos-
pitals and nursing homes—where
seven out of 10 patients with
chronic illnesses die. That’s why
many patients are turning to hos-
pice—which specializes in end-of-
life care—as an alternative.

The JAMA study showed that
less-than-excellent care occurred
58 percent of the time in nursing
homes and 53 percent with hospi-
tals. Unsatisfactory care was
noted only 29 percent of the time
with hospice care.

Satisfaction levels expressed by
patients and their loved ones vary
widely by site and staffing. The
various sites in which people die
are associated with different
understandings of disease states,
different types of patients, differ-
ent financial circumstances and
different capacities to support the

extensive needs of dying patients.
Considering all these factors,

hospice care, with its holistic,
family-centered approach, is most
likely to provide a “good death.” It
includes pain relief and support-
ive services in a natural, comfort-
able setting. Begun in England in
1946, the hospice movement
championed this new approach to
the care of terminally ill patients,
primarily with cancer. Over the
years, the hospice approach has
been extended to a wide variety of
terminally ill patients and has
spread around the globe.

It’s not perfect: Insurance cov-
erage for hospice care in the
United States is still somewhat
problematic for terminally ill
seniors who do not have cancer.
But the idea of holistic care comes
closer to achieving the ideal of a
“good death” than any of the cur-
rent options.

We should build on that ideal
and consider what’s important to
us in terms of dying well while we
still can.

Mike Magee, MD, is a Senior
Fellow in the Humanities to the
World Medical Association, direc-
tor of the Pfizer Medical Humani-
ties Initiative and host of the
weekly Web cast “Health Politics
with Dr. Mike Magee.”

For more information on end-
of-life care or to receive a free
weekly health report from Dr.
Magee, visit the Web site at
www.HealthPolitics.com. To watch
a video about choosing the best
place to die, visit www.BestPlace
toDie.HealthPolitics.com.

Where is the Best Place to Die?

Mike Magee, MD

A New TV Reality
(NAPSA)—A new reality show

is taking the “life is a soap opera”
concept to a whole new level, as
contestants vie for the ultimate
daytime dream: a role on “General
Hospital.”

“I Wanna Be a Soap Star” is
the casting call of a lifetime. The
SOAPnet series captures 12 aspir-
ing actors who live full-time on a
sound stage with actual soap
opera sets. As the cameras roll,
they capture every moment of tri-
umph, tribulation, manipulation
and tears as the contestants play
out their fantasies to become soap
stars, as fictional characters by
day and themselves by night.

One by one, a panel of experts
eliminates contestants until one
remains to become “General Hos-
pital’s” next soap star. The finale
will air on SOAPnet on Saturday,
November 20 at 8 p.m.

“This is a great format for real-
ity,” says Eric Schotz, the show’s
executive producer. “From fight
scenes to love scenes, the contes-
tants will be tested both on and off
camera around the clock.”

On “I Wanna Be A Soap Star,” a
new reality show, contestants vie
to win a shot at stardom on a
popular soap opera.

***
All travel has its advantages. If
the traveler visits better coun-
tries, he may learn to improve
his own; and if fortune carries
him to worse, he may learn to
enjoy his own.

—Samuel Johnson
***

***
Truth is tough. It will not break,
like a bubble, at a touch; nay,
you may kick it about all day,
like a football, and it will be
round and full at evening.

—Oliver Wendell Holmes
***

***
Weigh not so much what men
assert, as what they prove.
Truth is simple and naked, and
needs not invention to apparel
her comeliness.

—Sir Philip Sidney
***




