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(NAPSA)—In less than a decade,
wireless phones have evolved from
heavy, brick-sized car phones to
those that fit in the palm of your
hand, providing the latest in head-
line news and stock quotes with
mobile-commerce right around the
corner. It’s probably safe to say that
whether it’s for business or personal
use, whether you’re 16, 66, or any-
where in between, wireless phones
are a way of life.

Today, the Yankee Group
reports that more than 130 mil-
lion Americans own a wireless
phone, roughly translating to
nearly 50 percent of the U.S. pop-
ulation—and this number contin-
ues to grow. With the increase of
people turning to wireless phones,
companies are offering a continual
stream of new options, from deco-
rative face plates and rings that
are reminiscent of favorite songs
to dozens of payment plans from
which a consumer can choose. In a
market that changes as fast as the
weather, however, it can be a real
conundrum as you pen your name
to a contract that could last two
years. So how do you choose a
wireless plan that suits your bud-
get and meets your ever-changing
needs in today’s fluid market?

A survey recently conducted by
JD Power and Associates found
the average “connected” person
uses 422 airtime minutes per
month. The average calling plan is
roughly 750 minutes, a number
that has more than quadrupled in
the past year—leaving hundreds
of minutes unused since most of
these “wasted” minutes come from
times when the phone-owner is
asleep.

It’s important to know your
options, especially if you find
yourself on the other end of the
spectrum by exceeding contract
minutes that end up costing more
and more, with each 40-cent
minute quickly ticking by. Most
wireless users have been in this
situation and recognize how this
bill is hard to swallow (when you
are like millions of Americans who
live month to month). 

Luckily for the rapidly growing
number of wireless phone users,
companies are looking for new
and different ways to make own-
ing a wireless phone easier and
more affordable than ever. Pre-
paying for your wireless airtime is
one alternative that offers flexibil-
ity in your budget and flexibility
in your airtime minutes. In fact,
it’s a trend that’s quickly catching
on, with more than 18 million
users. 

Until recently, prepaid wireless
programs had limited features
and were more expensive than
their traditional calling plan
counterparts. With the growing
number of providers offering
consumers a prepaid option,
competition within the market-
place has effectively driven down
airtime fees, ultimately benefiting
the cost-conscious consumer. Most
wireless providers now offer pre-
paid wireless services as well as
convenient prepaid wireless pay-
ment alternatives like the West-
ern Union® SwiftPay® service.

For example, the Western
Union SwiftPay service is avail-
able to consumers at more than
40,000 agent locations nation-
wide, providing consumers a quick

and easy way for replenishing
their wireless airtime. 

In addition to the perks that
prepaid services provide, such as
flexible payment plans and not
paying for unused minutes, how
do you determine if prepay is the
right plan for you? Initially
designed for those without estab-
lished credit, prepaid wireless has
now moved to the general con-
sumer who wants to watch his or
her wallet and prevent overspend-
ing on expenses.

The Pelorus Group, an analyst
firm specializing in telecommuni-
cations, found that today’s prepaid
market is especially appealing for
consumers who want to limit
monthly telephone expenses, con-
trol costs when away from home,
help family members manage
their budgets, and who need tem-
porary, short-term phone service.  

So who are these people who
find prepay appealing? Research
says they are college students,
military personnel and their fam-
ily members, vacationers, retirees,
people-on-the-move, roommates
and business travelers. So in some
form or fashion, isn’t this practi-
cally all Americans?

It can be tough to make deci-
sions when you are saturated with
so many options that continue to
change before you have your
money on the counter. This is all
the more reason to review your
alternatives to help determine a
solution that will best meet your
unique needs. 

If you’re interested in more
information on prepaid wireless
payment alternatives, call West-
ern Union at 1-800-325-6000. 

Keeping Connected Without Losing Your Wallet...Or Wireless Minutes

(NAPSA)—Delicious and healthy
party snacks shouldn’t be some-
thing to cry about. Just dip into a
tasty onion. 

Whether diced, sliced, fried or
fresh, onions can add a savory fla-
vor and new dimension to virtu-
ally every meal. Onions add zest
to salads, stews, pizza, soups,
sauces and more. 

Not only do onions provide fla-
vor, they’re good for you too.
Onions contain quercetin, an
antioxidant. Antioxidants are
compounds that help delay or slow
damage to cells.

Here are some fun ways to
invite onions to your next party:

• Add flare to your next gath-
ering with an onion peach salsa, a
terrific topping for grilled meats.

• Spice up a fiesta with charred
red onion salsa, a fiery accompani-
ment to almost any southwestern
or Mexican dish. 

• Round out tailgate parties
with the ever-popular beer-bat-
tered onion rings. 

Try this creamy onion dip
recipe from the National Onion
Association: 

CREAMY ONION DIP

2 cups finely chopped
onions

1 tablespoon olive or
vegetable oil

1 teaspoon paprika
1 cup regular or light sour

cream
Salt and pepper, to taste

Heat oil in large skillet. Add
onion; cook over medium heat
stirring often for 3 minutes, or
until barely tender. Stir in
paprika. Combine onion mix-
ture and sour cream in
medium bowl. Add salt and
pepper, to taste. Cover; refrig-
erate until ready to serve.
Makes 12⁄3 cups.

To serve any dip in an onion
bowl: Cut off top third of large yel-
low, red or white onion. Trim small
edge off root end to make flat sup-
port. Peel onion. Scoop out inner
layers, leaving outer two layers
intact. Spoon dip into hollow onion.

For a free brochure with more
onion information and recipes, send
a stamped, self-addressed business-
sized envelope to the National
Onion Association, Dept. N, 822 7th
St., Suite 510, Greeley, CO 80631
or visit www.onions-usa.org. 

Dip Into Onions

Onions can add layers of fla-
vor to almost any occasion.

(NAPSA)—Knowing what to do
in the moments following a prop-
erty-damaging event can help con-
sumers make the claims process
go smoother.

Insurers recommend immedi-
ately documenting the occurrence
(with photos if possible), making a
list of people who saw the event
take place and exchanging infor-
mation with any other parties
involved. However, remaining
calm can sometimes be difficult
after the unexpected happens—
whether it’s a fender bender or
catastrophic storm.

“Usually the first thing that
goes through peoples’ minds after
an accident is not their policy num-
ber. People are usually thinking
‘Am I OK, how long will it take for
someone to show up, who is going
to call a tow company?’” says
Bryan Murphy, Sr. Vice President
and Chief Claims Officer at Farm-
ers Insurance Group.

The company recently began
offering a service called Help-
Point. The revolutionary new
claims service helps customers
handle any physical losses after
they occur, and it helps customers
deal with the shock that follows a
crisis. 

Customers can call 1-800-435-
7764 to speak to a specially
trained customer-service rep. Cus-
tomer service representatives help
people order their priorities, think

through their options, and even
anticipate their needs—all in the
moments after an accident takes
place. The insurance company
then dispatches services and
assigns a claims representative on
the spot. 

The company even links cus-
tomers to their claim information
via the Internet. Consumers can
log onto www.farmers.com and
monitor their claim’s progress
online.

Analysts say the service repre-
sents the new standard in insur-
ance policies: combing financial
support with important guidance.
That could make accidents a little
easier to handle. 

Speeding Up The Claims Process

Knowing what to do after an
accident occurs can speed up
the claims process.

(NAPSA)—The sky may be the
limit when it comes to what we
can learn through space explo-
ration. However, when it comes to
supplying the energy needed to
power a spacecraft, the options
may be more limited. Solar panels
stop becoming an effective method
for powering spacecraft for deep
space exploration farther from the
Sun than Mars. That’s why NASA
and the Department of Energy
are exploring ways to develop new
power systems. One such power
system is called a Multi-Mission
Radioisotope Thermoelectric Gen-
erator (MMRTG). It is intended
for operation in both the vacuum
of space and in the atmospheres
of planets. To learn more, visit the
Web site at www.NASA.gov.

When decorating your bath-
room, select toiletries and cosmet-
ics that will look beautiful in your
bathroom and are easily stored.
Two-in-one beauty products such
as a shampoo with conditioner
and a shave gel with moisturizer
can save space and time. An
attractive shower caddy can hold
all of your products together
neatly in the bath; consider a
hanging unit in which bath gel,
shampoo and conditioner are dis-
pensed from clear tubes, eliminat-
ing bottle clutter. Some beauty
products even come with their

own storage: the new Gillette for
Women Crystal Clear Venus razor
features a shower compact for con-
veniently storing extra blades,
while the translucent handle com-
plements virtually any bathroom
décor. 

A UTI—also called a bladder
infection or cystitis—is a bacter-
ial infection of the urinary sys-
tem. Healthy urine does not con-
tain any bacteria.  A UTI is
caused when the bacteria enter
the urinary tract from outside
the body and begin to multiply.
Because UTIs are bacterial
infections, the disease can be
cured, in most cases with a
three-day course of antibiotics
such as Cipro (ciprofloxacin HCl)
Tablets. Untreated the bacteria
can spread and the condition can
worsen. For more information
about Cipro or full prescribing
information, go to www.Cipro
USA.com.

The flying fish can soar up to
1,000 feet.

Young eagles don’t have feath-
ers that match their parents’ until
they are about four years old.




