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(NAPSA)—Rushing to the mall,
attending holiday parties, and
wrapping gift after gift can turn
anyone into Ebenezer Scrooge.
This season break the norm by
making gift giving less stressful
and more rewarding. 

Anna Griffin, renowned scrap-
booking expert and product devel-
oper, recommends creating mean-
ingful, one-of-a kind gifts. “Why
fight the crowds and pay outra-
geous prices for everyday gifts,
when you can relax and make
memorable handcrafted presents
at home?” said Griffin. “Pour a
cup of hot cider, set up your work-
space in front of a warm fire and
let your creative juices flow. And
don’t forget about the family—
involve them as well.” 

Griffin emphasizes that when
creating scrapbooking gifts, it’s
not necessary to make a tradi-
tional book, but to instead create
items people can enjoy every day.
She recommends smaller projects
such as making a special recipe
book featuring family photos next
to recipes or creating a personal-
ized coffee mug using an Aladdin
scrapbook travel mug, which has
a removable paper insert for easy
scrapbooking. 

To encourage this idea of per-
sonalized gift giving this season,
Griffin and Aladdin have part-
nered to create “The Aladdin and
Anna Griffin Holiday Scrapbook-
ing Challenge.” The challenge
asks entrants to submit their best,
holiday-themed insert for the
Aladdin Scrapbook Travel Mug.
The grand-prize winner will
receive a private day-long work-
shop with Griffin and five friends
along with $1,000 worth of Anna
Griffin supplies. Entries must be
postmarked by Dec. 2nd. For more
rules and information, visit

www.aladdinscrapbook.com. 
To help get you in the Yuletide

sprit this holiday, Griffin recom-
mends these simple tips:

• Capture Traditions—Pre-
serve cherished family heirlooms
by making copies of original wed-
ding photos or old postcards.
Carefully cut out the copied image
and adhere it to projects such as
greeting cards, Aladdin travel
mug inserts, gift tags or bags. 

• Be Prepared—Plan out
your paper projects by taking your
photos shopping. It’s much easier
to choose the right materials, col-
ors and paper-frame sizes for your
project when you can match them
on site.

• Get Inspired—Host a get-
together with a group of friends to
share tools, tips and festive paper.

• Finishing Touches—Use a
pair of decorative edge scissors to
cut out squares or rectangles from
plain cardstock. Mount cardstock
on a piece of your favorite decora-
tive paper and use rub-on letters,
letter stencils or alphabet stickers
to create clever titles or fun
phrases for your scrapbook photos. 

For more holiday crafting tips,
visit: www.annagriffin.com or
www.aladdinscrapbook.com.

Scrapbooks Turn A New Page On Holiday Gifts

Give memories to go using the
scrapbook travel mug which has
a removable insert for easy
scrapbooking.

Floor Shopping Is
Looking Up

(NAPSA)—If you’ve taken the
step to look for flooring, you have
lots of company. At any given time,
more than 10 million consumers
are in the market for floor covering. 

Now things are looking up for
floor-covering shoppers. A Web
site has been launched that lets
shoppers explore all the flooring
products (from hardwood to stone
to carpet) in all their favorite col-
ors, and to visualize these prod-
ucts in rooms throughout their
homes.

What makes the www.wfca.org
site so popular among consumers
is that they can get all the infor-
mation about a particular floor
covering they need in an unbiased
way, before they even enter a
store. The site, recently launched
by the World Floor Covering Asso-
ciation, lets floor shoppers “kick
the tires” before they choose a
floor covering.

To learn more and to find retail-
ers near you, visit www.wfca.org.

Many consumers are taking a
smart step before they shop for
floor covering. They’re visiting a
site that lets them see how the
floor will look in their own home.

(NAPSA)—U.S. small-business
owners expect consumers to
spread holiday cheer with their
purchases this year—and many
will do it online. 

According to a recent survey,
62 percent of U.S. small busi-
nesses said they anticipate a
strong holiday season. That’s a
slight increase over last year’s 60
percent. To better serve the
expected high turnout of holiday
shoppers, 68 percent of small
businesses will run seasonal pro-
motions—mostly online.

The 2nd Annual 2006 Small
Business Holiday Outlook survey
was conducted by Constant Con-
tact, an e-mail marketing service
for small businesses, associations
and nonprofits. 

The majority, 81 percent, of
small businesses polled also
expect consumers to make more
holiday purchases online in 2006.  

“This optimism from small-
business owners is great news for
the upcoming holiday season and
the overall health of the U.S. econ-
omy,” said Gail Goodman, CEO of
Constant Contact. “It’s also
encouraging to see the increased
importance of online marketing for
today’s small businesses, as they
continue to look for new ways to
stay in front of current and
prospective customers.”

To capitalize on this, many
small businesses will use online
marketing methods to promote
their holiday offerings. In fact, of
the 68 percent surveyed that will
run seasonal promotions, 82 per-
cent will use e-mail marketing in
their promotional mix.

Savvy companies realize that
to make the most out of the holi-
day spike in spending, they must
stay in touch with customers with
frequent communications. E-mail
marketing is a fast, easy and
affordable way to do this. Accord-

ing to experts, small businesses
should plan and send their e-mail
campaigns early—to grab the
attention of shoppers before the
holiday rush. 

Sending special promotions
and coupons via e-mail marketing
is a great way to get shoppers in
the door and coming back—during
the holidays and year-round. 

When beginning e-mail mar-
keting, it’s important to find a ser-
vice that’s the right fit for your
business or organization. A good e-
mail marketing service will pro-
vide list management services
(opt in, unsubscribe, etc.), profes-
sional-looking e-mail templates
and mailing, and reporting func-
tions, and help get your e-mail
delivered. 

Using a third-party service is
inexpensive and will ensure that
you look professional when you
send out your e-mail newsletter.
More than 80,000 small businesses
and organizations use Constant
Contact. They offer affordable
monthly plans, are easy to use, and
even offer a 60-day free trial to try
out the service. To learn more, go
to www.constantcontact.com. 

Holiday Shoppers Flock Online, 
Small Businesses Follow

Eighty-two percent of small busi-
nesses will use e-mail marketing
to build relationships with cus-
tomers and increase sales this
holiday season, according to a
recent survey.

(NAPSA)—Bond. James Bond. 
For more than 40 years, the

name has represented suave
sophistication and action-packed
excitement. Although this super-
spy has graced the screen in more
than a score of adventures, he still
has a few surprises in store: 

The latest incarnation of
“Casino Royale” marks Bond’s
continued preference for Persol
sunglasses. Originally sported by
Pierce Brosnan in “Die Another
Day,” Daniel Craig has carried on
the tradition. Bond sports Persol
style PO 2720 in tortoise to pro-
tect his baby blues from peril.

Since the 1960s, Persol sun-
glasses have played a recurring
role in some of Italian cinema’s
keynote films. The stylish eye-
wear has been the personal choice
of many international celebrities
and stars of the silver screen. The
strong bond with the world of cin-
ema has remained constant over
time. Today, it takes the form of
the shades chosen by James Bond. 

Since its creation, Persol has
embodied luxury and sophistica-
tion. It is a quality eyewear brand
with special characteristics such
as the handmade arrow and
Meflecto system. For James Bond,
it represents a cool elegance that
reflects his strong personality. 

In addition to Bond’s personal
preference in shades, here are
some other fun facts about
Britain’s superspy: 

• Only one performer has sung
the theme to more than one Bond
film. Shirley Bassey crooned

three: the title tunes for “Goldfin-
ger,” “Diamonds Are Forever” and
“Moonraker.” 

• James Bond is named after a
real-life person, but not a spy. Ian
Fleming borrowed the name from
a noted ornithologist who had
written the book “Birds of the
West Indies.” 

• According to the novels,
James Bond’s birthday is Novem-
ber 11, 1920. He has one son,
James Suzuki, born in early 1964. 

• The 2006 version of “Casino
Royale” is actually the third time
that Fleming’s first Bond novel
has been filmed. “Casino Royale,”
the screen debut of James Bond,
was broadcast on live TV in the
U.S. on October 21, 1954. Plus,
there was a 1967 spoof version
(neither one is considered an “offi-
cial” Bond film) starring David
Niven and Woody Allen. 

To learn more about Persol
sunglasses, visit www.persol.com.

James Bond: International Man In Shades

James Bond continues to have a
taste for the finer things in life,
including designer sunglasses. 

(NAPSA)—For a gift  that
sums up the season’s snowflakes,
stars and sparkling dreams, con-
sider the Swatch Christmas Col-
lection, available now and to the
end of December 2006. Visit
www.swatch.com.

**  **  **
For a one-stop site to for party

planning and hostess gift ideas,
visit Evite (www.evite.com) where
you can find party theme ideas,
free online invitations, planning
checklists and hostess gifts ideas. 

**  **  **
A wine label doesn’t just tell

you about what’s in the bottle, it
can also tell you about the wine-
making techniques and the fla-
vors of the wine. To learn more,
visit www.woodbridgewines.com. 

**  **  **
Photo prints can last up to 100

years under normal household
conditions, but only if you take
care of them. Direct sunlight, UV
radiation, pollutants and mois-
ture are the enemies of all types
of prints. Store your prints in an
album or box made of contami-
nant- and acid-free materials.
The pigment ink from the new
Dell Photo All-In-One Printer
966 on Dell Premium Photo
Paper offers a number of bene-
fits, including excellent longevity.
For more information on inkjet
printers, or for printing tips, visit

www.dell.com/printers.
**  **  **

Vinegar and water, oil soap,
furniture polish or window
cleaner may ruin your hardwood
floor. For tips on caring for your
floor, visit www.bonakemi.com. 

**  **  **
When selecting a hearing aid,

your focus should be on your
lifestyle needs. Consider how well
a hearing aid will help you in the
day-to-day situations that matter
most. This will provide the best
context for you to evaluate the
performance, convenience and
cosmetics of each instrument pre-
sented to you. One of the latest
developments in hearing aids pro-
viding service, savings and conve-
nience, is a hearing aid that uses
rechargeable batteries. Called the
GN ReSound Pulse, it offers a full
day of use on a fully charged bat-
tery. To learn more, visit the Web
site at www.GNReSound.com.

***
What we call reality is an agree-
ment that people have arrived
at to make life more livable. 

—Louise Nevelson
***

***
Don’t be afraid of the space
between your dreams and real-
ity. If you can dream it, you can
make it so. 

—Belva Davis 
***

***
Dreams pass into the reality of
action. From the action stems
the dream again; and this inter-
dependence produces the high-
est form of living. 

—Anais Nin
***

***
Man is harder than iron,
stronger than stone and more
fragile than a rose.

—Turkish proverb 
***


