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(NAPSA)—Can solving one
problem lead to another? Accord-
ing to history, yes.

L o n g  a g o ,  l e g e n d  s a y s ,  a  
German hamlet faced a rodent
problem. The leaders of Hamelin
realized that unless they brought
the rat population under control,
there would no longer be a hos-
pitable environment for the 
villagers.

They called on the latest avail-
able technology, the marvelous
Pied Piper. He rid the region of
rats, but created more serious
issues when the town fathers
refused to pay the piper.

Today, according to fact, organi-
zations of all sizes applaud the
Internet for making unprece-
dented quantities of data easily
available. Industry analysts say
the problem of content manage-
ment and communication with all
constituents, however, has turned
the flood of information from a
benefit into a management crisis.

A Solution in a Box
A California software company

has a solution. More than a dozen
companies have paid the piper,
and put Grey Zone’s product,
SecureZone, to use. It is an “out-
of-the-box” product combining the
traits of content management,
personalization, portal and secu-
rity software, without the down-
side of cobbling disparate software
programs together.

SecureZone technology makes
it flexible and easy to use. It can
and has been used to build public
Web sites as well as custom
extranets. But the product has
found its most valuable applica-
tions in two arenas: Channel
D e v e l o p m e n t  a n d  t h e  a l l -
important Customer Retention
portion of Customer Relationship
Management.

Channel Development
GN ReSound, based in Den-

mark, is one of the world’s largest
and most successful hearing aid
firms. Both language and distance

barriers made it difficult for the
company to efficiently support
10,000 resellers in 22 countries
with relevant timely information.

The company used SecureZone
to build reseller extranets offering
personalized access to localized
marketing collateral, a Web site
builder, and a product knowledge
base. The result: Channel market-
ing and loyalty programs with one
platform for all.
Customer Retention (e-CRM)

Terayon is a broadband com-
munications equipment leader for
data, voice and video. As their
breadth of product lines and num-
ber of customers grew, manage-
ment looked for a way to increase
the volume and intimacy of com-
munications with its key cus-
tomers, which included the top
cable providers around the world.
A veteran user of earlier versions
of SecureZone, Matt Ott, e-Mar-
keting Director for Terayon, used
SecureZone to create co-branded
customer extranets with per-
sonalized access to downloadable
software updates, marketing col-
lateral, and the entire product
knowledge base. Their results:
personalized customer support
with decreased communication
costs. 

Older solutions could solve only
parts of the problem. Grey Zone
focused on the needs of mid-sized
enterprises, and brought all nec-
essary benefits together.

Perhaps the rats are winning
the rat race, but a growing num-
ber of companies can now trap
and tame the information they
need. For more information visit
www.greyzone.com.

“Instant Extranet” Meets Ageless Business 
Need: Closer Customer Contact

Detergent Dishes Out
$200,000 In Prizes

(NAPSA)—Thanks to a new
contest, now it’s possible to have a
ball—and win $25,000—while
doing dishes. That’s because a
popular dish detergent has com-
bined its distinctive time-release
cleaning technology with $200,000
in “instant win” prizes.

To enter, pick up a specially
marked package of ELECTRASOL
2in1 Tabs with JET-DRY PowerBall
Rinse Agent. Then, before you do
a load of dishes, look at the
PowerBalls in each tab of deter-
gent. If they happen to be colored
gold, silver or peach instead of the
usual white, you win!

One lucky winner will find the
GoldenBall worth $25,000, 10 peo-
ple will find silver PowerBalls
worth $5,000 each and 500 people
will find peach PowerBalls worth
$250 each.

Because ELECTRASOL 2in1 Tabs
are pre-measured, there’s no
spilling of liquid or powdered
detergent. The specially formu-
lated rinse agent dissolves after
the detergent has begun its job
and is ready to do its part once the
washing cycle is completed.

To learn more, including com-
plete game details, visit the Web
site at www.electrasol.com.

Here’s the dish: You may just
clean up (and clean your dishes)
with a new contest.

(NAPSA)—This Mother’s Day,
you can tell mom, “pink rose for
everything you do.” Let grand-
mother know just how much you
“sunflower” her. Hallmark Flow-
ers has tried to decipher the lan-
guage of flowers with its new
meanings campaign, helping take
the guesswork out of sending the
right bouquet. 

“Ever since Victorian times,
people have tried to attach mean-
ings to specific flowers. The red
rose and yellow rose—signifying
love and friendship—have re-
mained constant; however, the
meanings of other varieties have
not been as clear,” said Jen Weiss,
Hallmark Flowers marketing
manager. “Hallmark has con-
ducted substantial historical
research to determine the primary
sentiments connoted by a number
of popular flowers. We think we’ve
made it easier for consumers to
send a little bit of themselves with
each bouquet.” 

Be Fluent In Flowers 
According to Hallmark, the fol-

lowing flowers are accompanied
by these key corresponding mean-
ings which will be revealed in
each ad:

• Pink Rose = Thanks
• Calla Lily = Beauty
• Pink Lily = Mother
• Yellow Rose = Friendship
• Gerbera Daisy = Happiness
• Red Rose = Love
• Sunflower = Respect
• Lisianthus = Appreciation
Hallmark Flowers has enhanced

its Web site and phone ordering
capabilities to allow consumers to
choose a bouquet based on mean-
ing, in addition to more standard
selection options such as price or
variety. For example, a woman who
wishes to express gratitude to a
friend for her advice and support
might select the sentiment “appre-
ciation” to send a bouquet that con-
sists primarily of lisianthus. Spe-
cially designed cards enclosed with
each bouquet further communicate
the particular meaning the sender
has selected.

In addition to single-variety
bouquets that emphasize one
dominant message, Hallmark
Flowers offers mixed arrange-
ments that allow a sender to com-
bine thoughts and feelings. “We

think the combination of the
meanings chart, the personalized
card that reiterates the meaning
of the bouquet, and the fact that
you can go to our Web site to learn
more about a particular flower,
will help our consumers better
speak the language of flowers,”
said Weiss.

According to Hallmark, ninety-
six percent of American house-
holds celebrate Mother’s Day—
collectively spending more than
$9 billion each year. “Hallmark
Flowers provides a simple way to
send very personal and expressive
gifts to moms, aunts and sisters
on this special day,” Weiss said.  

Hallmark Flowers can be deliv-
ered anywhere in the United
States as well as 185 different
countries worldwide. Customers
are able to choose from two differ-
ent delivery options depending on
their floral gift needs.

First, Hallmark’s centralized
fulfillment center offers a premier
assortment of fresh-cut flowers
that includes single variety, mixed
and rose bouquets, offered for
next-day delivery. These bouquets
are shipped directly to the recipi-
ent in a beautiful gift box with a
personalized Hallmark greeting
card.

Second, for a customer who
needs a bouquet delivered the
same day, has a special design
request or does not want the bou-
quet delivered in a gift box, Hall-
mark offers additional options
through a network of select local
florists.

Hallmark Flowers can be
ordered on Hallmark’s Web site,
www.hallmark.com, or by calling
1-800-HALLMARK (1-800-425-
5675).

Send Flowers Like You Mean It

(NAPSA)—Being a single par-
ent is never easy, but fortunately,
for the last 45 years, single par-
ents have had an organization
that understands and helps them
achieve their goals. Parents
Without Partners, “where new
friendships begin,” was started 45
years ago by two single parents,
James Egleson and Jacqui
Bernard. For more information,
visit www.parentswithoutpart
ners.org or call 1-800-637-7974. 

Traveling to Hawaii and Mexico
during off-peak season can get you
better airline and hotel rates, say
experts at Pleasant Holidays, a
travel company. Try traveling
before spring break, after spring
break to early June and also from
fall till mid-December. For more
information and free brochures on
Hawaii and other Pleasant destina-
tions, see your travel agent or call
1-800-242-9244, or visit www.Pleas
antHolidays.com. 

The U.S. Administration on
Aging offers a toll free number
and Web site as part of its activi-
ties that support seniors. Seniors
and caregivers who use the ser-

vice can find important informa-
tion on programs to help them
with tasks such as finding trans-
portation to the doctor ’s office,
arranging for home-delivered
meals or finding suitable senior
housing. You can reach the Elder-
care Locator by phone, Monday
through Friday, 9 a.m. to 8 p.m.
(ET). The toll free number is 
1-800-677-1116. The Web site can
be accessed 24 hours a day by visit-
ing www.eldercare.gov and enter-
ing the older person’s zip code.
Additionally, information can be
obtained by writing: The National
Association of Area Agencies on
Aging, 927 15th Street, N.W., Sixth
Floor, Washington, D.C. 20005.

(NAPSA)—There are many rea-
sons people overeat. Interestingly,
one of the most common reasons
may not be an obvious one—such
as hunger, fatigue, and boredom. It
is the sense of comfort people get
from food. Many prefer to obtain
that feeling and achieve greater
emotional balance by taking all
natural flower essences, such as
Bach Flower Essences. For more
information, visit www.nelson
bachusa.com.

A worldwide concert may help
strike an important chord for
peace in 2002. The annual show
features American music students
singing the praises of unity to an
audience of millions around the
globe. The 18th annual “World’s
Largest Concert” (WLC), set in
Salt Lake City Utah, will reach
music lovers from approximately
175 countries. The WLC is broad-
cast on PBS and the Armed Forces
Network to six million people. For

more information visit www.music
friends.org.

The Allstate Financial Retire-
ment Reality Check survey
revealed that if they could go back
in time, the number one thing
Baby Boomers would do to plan
better for retirement was to save
more and spend less. For informa-
tion on how the Allstate Financial
Group, a business unit of the All-
state Corporation, can help you
realize your retirement dreams,
visit Allstate.com.

The birthstone for March is the
aquamarine or bloodstone; its
flower is the violet.

Written in 1814, The Star
Spangled Banner did not become
the national anthem of the U.S.
until 1931.




