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(NAPSA)—He’s physically fit
and running purely on potato
power—he’s Healthy MR. POTATO
HEAD®. Taking a cue from his
“nutrition within,” the United
States Potato Board’s newest
“spokespud” is helping raise
awareness about the importance of
living a healthy lifestyle and the
power of a balanced diet.

In addition to his sporty new
look, Healthy MR. POTATO
HEAD provides a good reminder
that one medium-sized potato con-
tains nearly half the daily require-
ment of the potent antioxidant vi-
tamin C and is fat-, cholesterol-,
and sodium-free for 100 calories.
Potatoes with skin are also an
excellent source of potassium—a
nutrient lacking in many Ameri-
cans’ diets—and a good source of
fiber. 

This isn’t the first time the MR.
POTATO HEAD brand has served
as a healthy role model. In 1987,
he surrendered his pipe to U.S.
Surgeon General C. Everett Koop
and became the official spokesper-
son for the American Cancer Soci-
ety’s annual Great American
Smokeout campaign. Now, faced
with the daunting health chal-
lenge of our time—the nation’s
soaring obesity rate—he’s stepping
out to promote a healthy lifestyle.

Perhaps he’s up for the chal-
lenge because he’s based on Amer-
ica’s favorite vegetable, the potato.
The original MR. POTATO HEAD
product was created in 1952 and
consisted entirely of plastic body
part pieces, such as arms, eyes
and feet. Consumers used a real
potato for the body. He wasn’t sold
with a plastic body until 12 years
later, but he’s never forgotten his
healthful roots. 

To harness the power of potatoes,
try these healthy preparation tips:

• Top baked or mashed pota-
toes with other vegetables for a
colorful nutritious dish.

• Serve baked fries for a
healthier snack option right from
the oven.

• Add potatoes to vegetable
soup for a hearty, satisfying meal.

• Roast potatoes with aromatic
herbs and spices.

For details on how to get an
exclusive Healthy MR. POTATO
HEAD promotional premium with
(2) proofs of fresh potato purchase
or to download a new recipe
brochure featuring Healthy MR.
POTATO HEAD, visit www.healthy
potato.com. A copy of the brochure
is also available by mail. Send a
self-addressed, business-sized,
stamped (37-cent) envelope to
Healthy MR. POTATO HEAD
Recipes, 5105 East 41st Avenue,
Denver, CO 80216.

MR. POTATO HEAD Gets “Spudly” Healthy Makeover
New “Spokespud” Hails the Nutritional Benefits of Potatoes

The beloved MR. POTATO HEAD
icon is adding pep to his step
with a whole new look.

2005 White House Christmas
Ornament Honors Last 
Log Cabin President

(NAPSA)—A merry way to cel-
ebrate the holiday season this
year is with the 25th in a series
of commemorative ornaments
created by the White House His-
torical Association. The 2005
ornament honors the presidency
of James A. Garfield, the last of

the log cabin presidents, and
reflects his personal style and
the Victorian period during
which he served as  president. 

Garfield led a life of notable
military accomplishments and
valor, as well as public service,
before he was felled by an assas-
sin’s bullet only six months after
becoming president. At the White
House the Garfields were a large
and affectionate family and in her
brief time there Mrs. Garfield was
working on redecorating the state
rooms in a historic manner.   

The 2005 ornament,  com-
posed of a ceramic stone featur-
ing the South Front of the White
House, costs $16 plus packing
and delivery. It can be ordered
from the White House Historical
Association, P.O. Box 96586,
Washington, D.C. 20090-6586, by
calling 1-800-555-2451 toll-free, or
visiting online at www.white
househistory.org.

President Garfield’s monogram
“JAG” featured on the 2005 orna-
ment is reproduced from his
inaugural decorations.

(NAPSA)—This season, have
more than a girls’ night out—a
trip to Florida is a great way to
have fun with your closest friends.

Whether letting loose before the
big wedding day or an exciting get-
away with good friends, Ocean
Walk Village—an oceanside vaca-
tion and entertainment district in
Daytona, Florida—invites ladies to
settle into scandalously spacious
accommodations with the playful
package “Leather and Lace.”

Anchored by coquina land-
marks along the traffic-free
beach of Daytona, Ocean Walk
Village offers everything from
decadent dinner,  rounds of
“tasty” drinks and tacky tempo-
rary tattoos to a “how-to” book on
living the rebellious life of a
biker with lacy-garter belts and
Harley-Davidson goodies.

From the retro Hawaiian am-
biance of The Mai Tai Bar to funky
rustic Mexican décor, live enter-
tainment and 24 flavors of margar-
itas at Adobe Gila’s, Ocean Walk
Village delivers a high-energy
atmosphere beside the balmy
Atlantic Ocean. With the art deco
style of Ocean Walk Resort and the
newly redesigned Hilton Daytona
Beach Oceanfront Resort, accom-
modations at Ocean Walk Village
provide guests with comfortable
space in a vibrant setting.

Rowdy or relaxed, women enjoy
the boisterous eateries, boutiques
and free concerts at the Daytona

Beach Bandshell amphitheatre,
all within a short sandy stroll. For
the bold and brassy, Harley-
Davidson offers femmes relics of a
“girls-only” weekend with free
Harley goodies. 

Ocean Walk Village—consist-
ing of the Ocean Walk Resort,
Hilton Daytona Beach Oceanfront
Resort, Ocean Walk Shoppes,
Fairfield Resorts and the Ocean
Center—reflects the largest revi-
talization project ever in the area. 

Get away with girlfriends to
“The World’s Most Famous Beach”
by calling Ocean Walk Village toll
free at (877) 845-WALK or by vis-
iting www.oceanwalkvillage.com.
For reservations at Hilton Day-
tona Beach Oceanfront Resort,
call (386) 254-8200.

Showing Off The Finest Of Leather And Lace

A popular vacation district deliv-
ers a high-energy atmosphere
beside the balmy Atlantic Ocean.

(NAPSA)—According to a
recent article in National Parks
magazine, when Alan Hogenauer
of Cerritos, Calif., visited Virgin
Islands Coral Reef National Mon-
ument last fall, it was the final
step in a journey begun almost 50
years earlier at the Statue of Lib-
erty in New York. His mission? To
visit all 388 sites in the National
Park System. Visit the National
Parks Conservation Association
online at www.npca.org to help
plan your trip to a national park
and learn more about America’s
National Park System.

A whopping 51 million people
participated in tailgate parties
during the 2004 football season.
Many tailgating parties have
become classy affairs, with
gourmet foods and wine. Some
wineries, such as Stone Cellars by
Beringer, are taking the tailgat-
ing phenomenon to the next level
by introducing single-serve, easy-
to-carry versions of their award-
winning wines. 

Now there is dry dog food that
features high-tech zipper closures.
For example, the new Pedigree
Slide-Rite Zipper Bag is now
available on all 15- to 22-pound
bags of dry dog food. It features a
specially designed slider zipper
closure, to keep food fresh to the
last bite. The zipper bag solves
top concerns of dog owners when
it comes to their dog’s dry food
packaging: freshness, resealabil-
ity, ease of opening and conve-
nience. For more information visit

www.pedigree.com. 
Spencer Gifts makes it easy to

put the haunt into your Hal-
loween party guest list with ani-
mated decorations such as the
Lifesize Witch, Death Crawler
and Tormented Zombie. For more
Halloween decorations that are
sure to scare big, check out the
Spencer Gifts store nearest you or
visit www.spirithalloween.com.

Created by the Gemological
Institute of America, virtual GIA
Graduate Gemologist (G.G.) Ruby
Tuesday leads consumers through
seven interactive challenges and
familiarizes them with some of
the same gemological tools that
professional jewelers use when
grading colored gemstones. To
learn more, visit www.gia.edu.

Take note: For years, the best
guitar amplifiers were vacuum-
tube models—until now. Line 6 has
created a way to model the effects
of amplifier circuits and tubes digi-
tally. For more information, visit
www.line6.com.

***
To climb steep hills requires
slow pace at first. 

—William Shakespeare 
***

***
You cannot be lonely if you like
the person you’re alone with. 

—Wayne Dyer 
***

***
When the power of love over-
comes the love of power the
world will know peace. 

—Jimi Hendrix
***

(NAPSA)—Next time you buy a
product that’s made in China, con-
sider this: Consumers in China
are buying American products—
and they’d like to buy even more.

According to a new public opin-
ion poll, China’s emerging urban
middle class—“Chuppies”—want
to see more American products in
their local stores. The survey
found the American products that
Chinese consumers want most are
high-quality personal care toi-
letries, consumer electronics,
apparel and fashion accessories,
music and DVDs/videos. The
items drawing the least interest:
American cigarettes and liquor. 

“While U.S. exports to China
have grown 80 percent over the
last four years, this survey shows
the Chinese are interested in even
more quality American items,”
said Kurt Kuehn, UPS senior vice
president for worldwide sales and
marketing. “The spending power
of this middle class is exploding,
offering great opportunity to
many American small businesses.” 

When deciding what to buy,
Chinese consumers take many
factors into consideration. Sixty
percent of those polled cited qual-
ity as the most important pur-
chase decision factor. That was
followed by price/value at 18 per-
cent, which was more important
to older respondents than younger
ones. 

The study also offers insight into

the spending habits across different
age groups. For example, con-
sumers under 40 are more inter-
ested in America’s books, music and
videos, with 20-to-29-year-olds
most attracted by consumer elec-
tronics and American apparel and
fashion accessories. 

Conducted by Research Inter-
national, the survey polled 1,140
Chinese consumers between the
ages of 20 and 59 in six cities.
UPS commissioned the research
to help its customers learn which
American products are most in
demand, and to stay abreast of
consumer trends within China. 

UPS plays a major role in mov-
ing products between the United
States and China. Every week,
UPS operates 18 direct flights
between the two nations, and is
the first global package delivery
company to establish large-scale,
wholly owned operations within
China.

Chinese Consumers Want To Buy American

American-branded products are
popular with well-educated
young Chinese people.




