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(NAPSA)—Thirty-six distinc-
tive cars—checkered in silver and
white—have started a dramatic
cross-country trek, expecting to
raise $1 million and aiming to put
the brakes on breast cancer.

The Sixth Annual Ultimate
Drive for the Susan G. Komen
Breast Cancer Foundation is a
one-of-a-kind, grassroots fund-
raising effort, made possible by a
unique partnership with BMW
and hundreds of thousands of dri-
vers across America.

Now through November, the
program (and the checkered cars)
will travel across the country, host-
ing day-long fund-raising events,
inviting communities to come out
and test-drive a BMW. For each
mile test-driven, BMW will donate
$1 to the Komen Foundation.

“The Ultimate Drive is giving
people a much-needed feeling of
control by putting them in the
driver’s seat in terms of raising
funds to combat this disease,” said
Tom Purves, chairman and CEO
of BMW North America, LLC. “We
hope that through this powerful
grassroots fund-raising effort, we
can show the world that people
from all walks of life are truly
driven to give their all in the bat-
tle against breast cancer.”

As an added attraction, indi-
viduals will also have the opportu-
nity to enter a contest—through a
$10 donation—for a chance to win
a BMW M5 autographed by
Madonna. Both Madonna and the
car were featured in “Star,” a film
made for BMW as part of “The
Hire,” a series of long-playing
commercials starring British actor
Clive Owen.

“BMW’s efforts to raise aware-
ness of the disease, as well as the
funds necessary for much-needed
research, make them exemplary
corporate citizens, and role models
for other companies who want to
truly make a difference in this
vital global health issue,” said
LaSalle D. Leffall, Jr., M.D.,
chair-elect of the board of direc-
tors of the Komen Foundation.
“We are also very appreciative of
Madonna’s efforts to bring atten-
tion to the Ultimate Drive.”

The Susan G. Komen Breast
Cancer Foundation is an interna-
tional organization with a network
of volunteers working through
affiliates to eradicate breast can-
cer as a life-threatening disease by
advancing research, education,
screening and treatment. Since its
inception in 1982, the Foundation
has awarded more than $68 mil-
lion in research grants.

For breast health and cancer
information, call 1-800-I’M-AWARE
or visit the Komen Foundation’s
Web site at www.breastcancer
info.com. For more information
about the Ultimate Drive, visit
the Foundation’s home page or
www.bmwusa.com.

Driving Home The Need For Breast Cancer Research

Once again, BMW is steering
its way toward raising funds for
breast cancer research.

Golfers Who Score For
Their Communities
(NAPSA)—Teeing off this year

is an award and grant program
that recognizes PGA Assistant
Golf Professionals who have made
significant contributions to their
local communities.

Selected golfers will receive the
Amstel Light Golf Recognition
Award and Grant—to be used for
continuing their golf education. 

The program is rooted in the
notion that PGA Professionals
make a difference both on and off
the course in their communities.
By recognizing the achievements
of these individuals, the award
highlights The PGA of America’s
long-standing commitment to fur-
thering the growth of the game.

To learn more about the pro-
gram, or to download an applica-
tion, visit www.PGALinks.com.
Applications must be postmarked
July 31, 2002, and should be
addressed to: Amstel Light Golf
Recognition Award and Grant Pro-
gram Committee, c/o Dunwoodie
Communications, 386 Park
Avenue South, 18th Floor, New
York, NY 10016.

A new grant program is giving
golfers the opportunity to further
their golf education.

(NAPSA)—When it comes to
childproofing, many homeowners
can now enjoy an expanded view
of stylish and decorative ways to
make their windows safer.

Whether open or closed, win-
dows can be a potential hazard to
the safety and well-being of small
children. Here are some tips on
childproofing your windows and
more from Sally Morse, Director
of Creative Services for Hunter
Douglas Window Fashions:

• Keep cribs, furniture and
other objects that can be climbed
on away from windows and use
window locks to lock “open” sash
windows to a safe height, prevent-
ing them from being opened any
further. 

• Use window guards on all
second- and third-story windows
and those on upper floors of apart-
ment buildings to prevent chil-
dren from falling out.

• Install safety glass in large
windows and French doors so they
won’t shatter, even if a child falls
on them.

• Don’t forget the window cov-
ering cords! According to the U.S.
Consumer Product Safety Com-
mission and the Window Covering
Safety Council, an estimated 194
children have died as a result of
accidental strangulation from
window covering cords since 1981.

Safety has always been a prior-
ity at Hunter Douglas. One of the
most recent innovations is the
LiteRise® Touch System, a cordless
lift system that allows shades or
blinds to be raised and lowered
with the touch of a finger.

Available as an option on a vari-
ety of Hunter Douglas products,
the LiteRise system offers impor-
tant advantages that make it the
preferred choice of many safety-
conscious parents seeking this kind
of system.

The system’s window coverings
are very easy to operate. With little
effort, the shade or blind raises or
lowers evenly to the desired height

and then holds that position, lock-
ing in automatically. 

Worries about the window cover-
ing hanging at severe angles, if not
raised exactly from the center, are
eliminated. LiteRise is also
designed to stack securely when
the shade or blind is raised, with no
drop back. What’s more, LiteRise
has greater size and weight capa-
bilities than similar products,
allowing its use on larger windows.

Other Hunter Douglas safety
innovations include the patented
UltraGlide® operating system for
Duette® honeycomb shades, featur-
ing a single retractable cord that
draws back to the same length and
limits access children have to the
cord for enhanced safety. 

PowerRise®, the cordless, wire-
less battery-powered remote con-
trol motorization system, is
another choice for safety and a
clean look at the window.

Hunter Douglas was the first to
respond to window covering cord
safety concerns with the introduc-
tion of the Break-Thru® Safety
Tassel, a simple device that breaks
apart lift cord loops under mini-
mal pressure. It is standard on all
of the company’s horizontal blinds.

For more information, call
1-800-99-SAFTY (1-800-997-2389),
1-800-937-STYLE (1-800-937-7895)
or visit www.hunterdouglas.com.

Taking The Lead In Window Fashion Home Safety

One of the safest choices for
children’s rooms are shades and
blinds with cordless lift systems.

✁
Note to Editor: May is National Home Improvement Month. 

(NAPSA)—The end result of buy-
ing a house and moving into a new
home can be a very pleasurable expe-
rience. But sometimes it can become
a considerable challenge.

Many home purchasers become
mired in the details, decisions,
and determinations involved with
selecting a house and the orderly
transfer of title and closing. In
many instances, buyers just do
not know where to start—much
less, how to finish.

Fortunately, in recent years, an
industrious group of real estate
professionals has achieved a level
of specialization geared to assist
home buyers. Known as Accredited
Buyer Representatives (ABRs),
they are members of the Real
Estate Buyer ’s Agent Council
(REBAC), the largest specialty
division of the National Associa-
tion of Realtors. They number
more than 42,000 and are located
in every state and virtually each
metropolitan area in the nation.

REBAC awards the ABR desig-
nation only to members of NAR
who have completed an intense
training program on how to help
buyers in such activities as neigh-
borhood analysis, pricing compar-
isons, negotiations, financing, pre-
purchase inspections, what to
expect at closing and more. 

Additionally, a candidate for
REBAC certification must present
documentation of having handled a
substantial number of buyer repre-

sentation transactions.
Within REBAC training pro-

grams, special emphasis is
placed on working with a first-
time buyer and assisting the
new-home purchaser. Unless the
buyer directs otherwise, an ABR
works solely for the buyer and is
committed to strict confidential-
ity and fidelity throughout the
entire transaction.

An ABR will discuss with the
client various approaches to com-
pensation. Often, the representa-
tive is compensated by sharing in
the commission paid by the seller.
But a wide variety of other
options are also available, ranging
from fees for specific services to a
retainer basis. Any such arrange-
ments are negotiable.

To assist consumers in prepar-
ing for a home buying experience,
REBAC has a detailed booklet—
the “Home Buyers Kit”—which
can be obtained free by phoning
1-800-648-6224. Additional details
about REBAC also may be ob-
tained by visiting the Council’s
Web site at www.rebac.net.

ABRs Help Buyers Navigate The Process

ABRs can answer many of the
questions associated with home
purchases.

(NAPSA)—According to the
National Insitute for Automotive
Excellence, the time to start shop-
ping for a repair shop is before
you need one. It’s a good idea to
look for evidence of qualified tech-
nicians, such as trade school
diplomas, advanced training cer-
tificates and certification. ASE-
certified technicians wear blue
and white ASE shoulder insignia
and carry credentials listing their
exact area of certification. Their
employers often display the ASE
sign. Visit www.asecert.org for
more information and for addi-
tional car care tips.

According to experts at
cars.com, there are several things
to consider when buying a used
car. First, you should research the
asking price with the Black Book.
Find out how much it would cost
to finance and insure the vehicle.
Make sure the car is not a lemon
by researching the vehicle’s his-
tory. Interview prospective sellers
on the phone before meeting them.
Be sure to have a specialist or
mechanic inspect your vehicle
selection.

With the Stockback Master-

Card from Chase, cardmembers
earn one percent cash back on
all purchases, and up to an addi-
tional 10 percent cash back on
purchases made at participating
Stockback merchants. Cardmem-
bers can keep their rewards as
cash, or they can have them
automatically invested in a
mutual fund. Cardholders can
withdraw funds at any time and
there is no limit on the amount
of rewards a cardmember can
accumulate by using the card.
More information about the new
card is available by visiting
www.chase.com/cards.

U.S. Conference of Catholic
Bishops at www.usccb.org.
ABREVA at www.abreva.com. 
Penske Truck Rental at www.
pensketruckrental.com. 
The National Diabetes Edu-
cation Program at www.ndep.
nih.gov.
Target Stores at target.com.
DITROPAN XL® at www.ditro
panXL.com. 
The Paul Hall Center for Mari-
time Training and Education at
www.seafarers.org. 
Bayer Advanced Lawn® All-In-
One Weed Killer at www.bayer
advanced.com.
The Rechargeable Battery Re-
cycling Corporation at www.
rbrc.org.

Check Out
These Web Sites:

***
Often in human affairs the sim-
plest ends can be achieved only
by the most roundabout and
most outlandish means.

—Eric Hoffer
***

***
Just the knowledge that a good
book is awaiting one at the end
of a long day makes that day
happier.

—Kathleen Norris
***




