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(NAPSA)—Hydrangeas are
growing on home gardeners. The
big, bold flowers add excitement to
many gardens and are terrific for
both fresh and dried arrange-
ments. Desirable as hydrangeas
are, they have a reputation for
being tricky to grow. Fortunately,
with many new, easy-to-grow vari-
eties available, even the most inex-
perienced gardener can enjoy lots
of flowers with very little effort.

New Varieties
Reblooming hydrangeas, such

as the Let’s Dance series from
Proven Winners, are an excellent
example of how new varieties
make gardening easier. Unlike
older varieties of Hydrangea
macrophylla, these plants bloom
on both this season’s and last sea-
son’s growth. Gardeners who have
been frustrated by healthy-look-
ing plants that never bloom will
have more success with these
plants. Moonlight has big, vividly
colored mophead flowers and rich
burgundy fall foliage. Starlight is
the first reblooming lacecap
hydra n gea and has elegant,
brightly colored whorls of florets.

Pink, White and Blue
H. macrophylla flower color is

affected by soil pH. It is difficult for
hydrangeas to absorb aluminum
from alkaline soils (those with pH
higher than 7), so the plants pro-
duce pink or red flowers. Alu-
minum is more available in acidic
(pH lower than 7) soils and the
plants there produce blue flowers.
Soils can be amended to adjust the
bloom color; use aluminum sulfate
to encourage blue flowers and hor-
ticultural lime to produce pink
flowers.
Hardy hydrangeas, H. panicu-

lata , have been mainstays of

northern gardens for years. They
produce cone-shaped bundles of
white florets in midsummer and
bloom on the current season’s
growth. Hardy hydrangeas are
reliable bloomers even after harsh
winters.
Limelight may be one of the

best varieties. Its soft green sum-
mer flowers transform to pink and
burgundy in fall and dry beauti-
fully. Proven Winners now has
Pinky Winky hardy hydrangea as
well. Pinky Winky has exception-
ally large (12” plus) panicles that
start out white and turn to pink
as they age. New white florets
keep growing at the tips of the
panicles as older florets at the
base turn pink, so the plant dis-
plays unique bicolor blooms in
late summer.
Annabelle is another favorite of

cold-climate gardeners and of
many southerners as well. A
smooth hydrangea (H. arbor -
escens), Annabelle is adaptable
and easy to grow, though its white
snowball flowers tend to flop over
into an untidy tangle.

Two new varieties are expected
to set the standard for smooth
hydrangeas. Incrediball has flow-
ers up to 12” across and exception-
ally sturdy stems that hold the
blooms upright even after heavy
rain. Coming in 2010, Invincibelle
Spirit is the first pink Annabelle-
type hydrangea. 

How Hydrangeas 
Help Combat Cancer

Gardeners who have been
limited to white flowers can now
enjoy hot-pink blooms and help
fund breast  cancer research
with a purchase of Invincibelle
Spirit .  Proven Winners wil l
donate 5 cents from each pur-
chase to  the Breast  Cancer
Research Foundation (BCRF).
That organization is dedicated
to preventing breast cancer and
finding a cure in our lifetime by
funding clinical and transla-
tional research worldwide. 

Learn More
For more about BCRF, visit

www.bcrfcure.org. For facts about
hydrangeas, visit www.proven
winners.com.

How Hydrangeas Can Heighten Your Enjoyment Of Your Yard

Starlight (left) and Moonlight (right) are just two of the many easy-to-
grow varieties of hydrangeas available to brighten up your garden.

(NAPSA)—Keeping customers
satisfied is always key for small
businesses, but it could be a mat-
ter of survival in a recession like
the one we’re in now.
In fact, as anyone who has run

the numbers can tell you, devoting
precious operating capital to try-
ing to attract new clients—tempt-
ing though it may be when you’re
worried about slowing sales—is
like zigging when you should be
zagging. That’s because it can cost
six to seven times more to get that
new person’s business than it does
to retain that of an existing cus-
tomer, as documented by Freder-
ick Reichheld, a customer-reten-
tion expert at Bain & Company.
And retaining clients in this

climate means one or both of two
things: making their experience
with you almost awe-inspiring or
providing them with more for the
money they’re spending.
“Small-business owners don’t

have to invest in a big marketing
budget to keep customers—a few
basic techniques can make your
business stand out from the rest,”
says Christine Martin, senior
director for customer marketing
and strategy at the mailstream
technology company Pitney Bowes
Inc.
Martin offers these tips for

implementing a winning strategy:
• Make a Good First Impres-

sion—Consider sending a thank-
you note to first-time customers. A
handwritten note makes a powerful
first impression. Even a preprinted
letter with a handwritten signature
will do the trick. If you go out of
your way, customers will notice.
• Get Customer Feedback—

Whether it’s a phone call after a
sale or a satisfaction survey
included in a shipping box, ask
how you’re doing. Use the feedback
to improve your product or service. 

• Admit Your Mistakes—Don’t
just fix them—give customers a lit-
tle something extra to make them
feel they’ve “won.” Offer some
incentive to prevent them from
fleeing and sharing their negative
experience with others (including
potentially new cli ents). Research
shows that those satisfied with
how their gripes are handled are
up to 8 percent more loyal than
those who never complain at all.
• Get Personal—Nothing says

“I don’t know you” more than a
database that’s riddled with errors.
That includes everything from
names to addresses. You should
know who your best customers are
and treat them as such. 
And if you’re thinking of not

focusing on customer experience
and simply holding out for better
economic times, consider this: A
City Business Journal’s study found
small-business executives think it
will be more than two years before
things start improving.
“Retaining customers today is

key if you want your business
around tomorrow,” says Martin. 

In A Tough Economy, Small Businesses 
Need A Strategy For Retaining Customers

Retaining customers can cost up
to seven times less than attract-
ing new ones.

(NAPSA)—Whether it’s a bull
or bear market, dogs, cats and
other pets in the U.S. remain well
cared for. 
That’s the finding of a recent

pet industry report showing that
even while people cut back on din-
ners out, designer lattes and other
discretionary spending, their four-
legged friends are still a priority. 
The report shows total pet

spending in 2008 topping $43 bil-
lion, with no declines in any cate-
gory from 2007. That’s almost
double the amount shelled out on
pets just a decade ago. And, where
most retail sectors are struggling,
the pet industry continues to show
resilience, with spending expected
to top $45 billion in 2009. 
“Consumers consider pets part

of the family and are more willing
to sacrifice on themselves before
trimming back on their four-
legged friends,” said Bob Vetere,
president of the American Pet
Products Association (APPA), the
group that released this spending
data. 
Keeping Pets Happy and
Healthy on a Budget 

Of course, you don’t have to
spend a lot to keep pets happy and
healthy. Try these tips: 
• Healthier Pets—Be certain

your pet stays active. Take dogs
for regular walks and engage cats
in active play. Diet is important as

well, since pudgy pooches and fat
cats are prone to many of the
same health problems as over-
weight people. In 2008, Americans
spent more than $16 billion on pet
food. Remember to feed your ani-
mal the proper portion size (usu-
ally outlined on the food bag or
can) and do not feed him from the
table.  
Regular veterinary care is also

vital for pet health, and visits to
the vet led the way for health
care-related pet spending in 2008.
From CAT scans, root canals and
cancer surgery to antibiotics, anti-
depressants and even grief coun-
seling, pet owners have more med-
ical choices than in the past. If
you have trouble paying for a vet-
erinary visit, ask the doctor if he
offers payment plans to help you
spread out the cost. 
Some people have opted to pur-

chase pet veterinary insurance to

help cover their pet-health spend-
ing. The pet insurance industry is
valued at $271 million and pro-
jected to grow to $500 million by
2012. 
• Happier Pets—Like people,

pets need attention and love to
feel secure. Spend time with your
animal—whether it’s by playing
together or simply scratching him
behind the ears—and give him
plenty of praise. This kind of
attention costs pet owners nothing
but their time and effort. And if
you’re interested in finding a few
helpful services for your four-
footed friend, you’re not alone. Pet
services is the next fastest-grow-
ing category in the pet care mar-
ket, as these services become
more closely modeled after those
offered to people. Service-based
businesses such as dog walkers,
pooper scoopers, trainers and even
massage therapists are becoming
more popular. 
• Saving Money—Comparison

shop, either on the Web or at
stores, before buying items for your
pet and consider purchasing pet
food in bulk. You might also join an
online pet discussion group for
your type of animal. The groups
often share money-saving advice
and might even recommend inex-
pensive groomers in the area. 
For more information, visit

www.americanpetproducts.org.  

Bull Or Bear Market, Pets Remain Well Cared For   

Pet owners have made caring for
their animals a top priority. 

***
The keenest sorrow is to recognize ourselves as the sole cause of
all our adversities.

—Sophocles
***

***
Life is a foreign language. All men mispronounce it.

—Christopher Morley
***

***
Love is the triumph of imagination over intelligence.

—H.L. Mencken
***

The Roman emperor Augustus, it’s said, was so afraid of thunder he
would hide in a closet whenever a thunderstorm came up.

The Irving Berlin song “How Deep Is the Ocean” contains only one
line that is not a question. The one nonquizzical line is “I’ll tell you no
lie.”




