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(NAPSA)—For many people,
buying a home is a goal they
aspire to achieve and often the
most significant financial decision
they’ll make in their life. If you’re
among them, consider this advice:
Given the mass amounts of infor-
mation, data and tools available,
it’s critical to work with a profes-
sional who can help you make
sense of it all. During the home
buying or selling process, it’s wise
to follow these tips:
•Work with a local expert.

Realtors are the most trusted
resources for up-to-date, compre-
hensive and accurate real estate
information when it comes to nav-
igating each step of the complex
home buyers process. More than
four out of five recent home buy-
ers and sellers used a real estate
professional, according to the
National Association of Realtors.
•Learn about the area.

Looking to move to a new neigh-
borhood? Chances are you’re unfa-
miliar with some characteristics of
the area, such as traffic patterns
on busy streets and the best
schools within the district. Real-
tors have a finger on the pulse of
each market where they do busi-
ness. They’re responsible for
knowing the nuances to consider
before buying a home and can
leverage that expertise to help
you.

•Seek accurate informa-
tion. Many websites offer to help
potential home owners find the
perfect house. Some people have
even suggested the Internet will
eventually make buying a home
as easy as buying an airline ticket
or a stock certificate. However,
consumers often complain that
some of the information provided
on these sites is either out of date
or inaccurate, creating confusion
and frustration.
A Realtor, on the other hand,

can provide valuable counsel, dis-
cuss listings, show you homes in
person, negotiate on your behalf
and help you stay focused on the
emotional and financial issues
that are most important. That
may be one reason 88 percent of
buyers in 2013 used a real estate
agent, up from 69 percent in 2001.

Real Insights From Realtors

Many home buyers and sellers
believe nothing can replace the
expertise and real insights that
Realtors provide.

(NAPSA)—Good news for col-
lege football fans and pizza lovers
who want to score points with
their next at-home tailgate party.
There’s a new website that’s a

one-stop shop for all things tail-
gating this fall football season.
The site offers timely tips as well
as content to get visitors in the
sporting spirit. Unique college
trivia and content is also pro-
vided, as well as party-planning
tips and recipes that’ll have hun-
gry guests cheering.
TailgateAtYourPlace.com is a

new college football online plat-
form that highlights Schwan’s
Consumer Brands’ Red Baron®,
Freschetta® and Tony’s® pizzas.
Additionally, the pizza brands will
have special promotional packag-
ing tied to the sponsorship pro-
gram, set to run through Jan. 10,
2015.
Fans will be encouraged to visit

the website daily for chances to
win prizes. More than $150,000 in
daily and monthly grand prizes
will be awarded. Prizes include
five monthly sweepstakes of
$10,000 cash, a home-entertain-
ment makeover and a kitchen
makeover.
Consumers earn sweepstakes

entries by playing the Instant
Win Game and earning bonus
sweepstakes entries by visiting
areas on the site. Specially
marked pizza packages tied to the
sweepstakes are available at
retailers nationwide.

A Popular Trend
“With 83 percent of college foot-

ball fans choosing to watch games
from home and 61 percent of fans
hosting a game party at home at
least once a month, ‘tailgating’ at
home has never been more popu-

lar,” said Kevin McAdams, presi-
dent of Schwan’s Consumer
Brands. “We are happy to facili-
tate the trend, taking living-room
tailgating to a new level with our
exciting college football integrated
promotion.”
The universities participating

in Schwan’s Consumer Brands’
football sponsorship are Georgia,
Michigan, Vanderbilt, South Car-
olina, Arkansas, Minnesota, Ten-
nessee, Auburn, Florida, Illinois,
Missouri, Mississippi, Alabama,
Kentucky and Ohio State.
Schwan’s Consumer Brands,

Inc. is a subsidiary of The Schwan
Food Company. Its products can
be found in grocery and club
stores throughout the United
States.
To learn more, visit www.tail

gateatyourplace.com.

AnywayYou Slice It, At-HomeTailgating Just Got Easier

There’s a new website that’s a
one-stop shop for all things tail-
gating this fall football season.
Visitors will find party tips,
recipes, sweepstakes and more.

(NAPSA)—Many parents of
school-age children are unhappy
with the amount of time spent on
standardized tests and have
strong opinions on other contro-
versial education policies, includ-
ing Common Core and school
vouchers.
That’s a key finding of the lat-

est version of an annual poll on
parents and school policies.
Called the Schooling in Amer-

ica Survey, it’s released annually
by the Friedman Foundation for
Educational Choice and Braun
Research and it includes a statis-
tically representative sample of
school parents.
In this most recent version, it

found that 44 percent of those
parents surveyed said children
spend too much time preparing for
and taking assessments, 22 per-
cent said too little, 30 percent said
the focus is about right, and 4 per-
cent had no opinion.
On the Common Core state

standards, 49 percent of parents
oppose the standards whereas 44
percent are supportive. However,
intensity among parents was more
pronounced as 33 percent “strong-
ly oppose” Common Core com-
pared with 12 percent who
“strongly favor” the policy.
Compared to findings in last

year ’s Friedman Foundation/
Braun Research poll, support
grew for “school choice,” which can
include vouchers and charter
schools among other policies:
•More than six in 10 Ameri-

cans (63 percent) support vouch-
ers compared with 33 percent
opposed. In 2012, 56 percent fa-
vored vouchers.
•Among parents, voucher sup-

port was 69 percent compared
with 27 percent opposed. In 2012,
59 percent of parents supported
and 25 percent opposed vouchers.
•Greatest support for school

vouchers was among African
Americans (74 percent), Hispan-

ics (72 percent), young adults (69
percent) and Republicans (69
percent).
•When asked if they were

more or less likely to support a
pro-voucher candidate, 32 percent
of school parents were more likely
to support such a candidate com-
pared with 12 percent saying less
likely. Among all respondents, 27
percent said they were more likely
to support a pro-voucher candi-
date with 16 percent being less
likely.
“No matter the outcome of the

fall elections, what parents and
the general public think about
Common Core, standardized test-
ing, and school choice will have a
serious impact on state legisla-
tures,” said Robert Enlow, presi-
dent and CEO of the Friedman
Foundation.
The Friedman Foundation for

Educational Choice is a 501(c)(3)
nonprofit and nonpartisan organi-
zation. It promotes school choice
as the most effective and equi-
table way to improve the quality
of K–12 education in America.
To learn more about the survey,

visit the website at www.ed
choice.org/2014SchoolingSurvey.

Many Parents Are UnhappyWith Standardized Tests

According to a recent survey, 44
percent of those parents queried
said children spend too much
time preparing for and taking
assessments.

(NAPSA)—If you’re like many
small businesses owners, profes-
sionals and entrepreneurs, you
know it pays to advertise. But
how do you do that effectively?
With digital media added to

your marketing options, you now
have a host of new opportunities,
and new questions. Do online
directories, websites, Yahoo, Google
and other search engines do a good
job reaching your customers? Will
Facebook, LinkedIn, and so on
really help your business?
The bottom line is that no mat-

ter how many digital channels
and mediums you have, they won’t
be effective without a solid mar-
keting plan. Yet, it’s surprising
how many local businesses lack
one.

The Problems
Consumer behavior under-

scores the need for well-run and
well-planned marketing. Consider
these statistics:
•Over 60 percent of the time,

consumers cannot find the infor-
mation they are looking for on a
website and leave; and
•Businesses that nurture their

leads (for example, timely follow
up with a prospective customer)
see up to 45 percent more return
on investment (ROI) than those
that don’t.
Yet, while local business own-

ers know that it’s important to
help increase sales, marketing
frequently falls by the wayside.
Owners say they lack the time,
are confused about what’s avail-
able or are suspicious of the
results. So they simply don’t pri-
oritize marketing.

A Solution
Fortunately, there is online dig-

ital marketing help that simplifies
marketing and really makes it
work for local business owners.
ReachLocal has worked with busi-

ness owners worldwide for more
than a decade to help them reach
customers online—and to keep
them—using all forms of digital
marketing: search engine adver-
tising, Web marketing, display
advertising, website design and
other services. In fact, ReachLocal
has tools proven to help busi-
nesses get their message to 98
percent of the places where cus-
tomers are likely to search, surf
and socialize—on the web and on
mobile devices. Their expertise,
combined with their comprehen-
sive digital marketing systems,
convert more leads and help their
clients get more customers.
ReachLocal works with owners

to understand their goals, such as
how many new customers they
need. From there, they work
together with business owners to
create a marketing plan designed
to meet their needs and their
budget.
The company provides owners

with reports and updates on how
many leads are coming in and the
cost per lead. Not every mar-
keting service does this, but
ReachLocal believes its essential
in helping business owners
understand their marketing dol-
lar return on investment.

How It Works
ReachLocal helps local busi-

nesses reach, and add customers
in three ways:
1.The first is a strong technol-

ogy platform that works across all
channels to ensure clients are in
the optimal digital mediums
needed to reach their goals.
ReachLocal’s technology con-
stantly monitors channels and it
knows where consumers are
spending time, or not.
2.Next, the company has the

industry’s largest and most experi-
enced group of marketing experts
to work hand in hand with clients,
provide guidance and make sure
they’re getting the best results.
3.Finally, ReachLocal incorpo-

rates its more than a decade’s
worth of experience and data from
tens of thousands of clients and
millions of campaigns into each
owners’ campaign.

What You Get
ReachLocal can help local busi-

nesses get discovered with search
engine advertising and search
engine optimization, build their
brand awareness with display
advertising, remind interested
prospects of their businesses
through search and site retargeting,
and build their Web presence with
social media and Web marketing.
Once your company has been

discovered, ReachLocal focuses on
turning leads into customers. Its
automated system includes a
smart website, lead management
software and a powerful mobile
app. Your website helps more visi-
tors contact you because it’s
designed to increase conversions
from channels including phone
calls, emails, and online chats.

Learn More
For further information, go to

www.reachlocal.com or call (888)
644-1321.

HowTo HelpYour Customers FindYou

A small company’s marketing
reach may be greater than many
entrepreneurs realize.

The Scholastic Aptitude Test
(SAT) was administered for the
first time in 1926.

By the time a person turns 18, he
or she will have spent 12,000
hours in school.




