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(NAPSA)—For small and mid-
sized manufacturers with rev-
enues under $100 million, the
threat of global competition is
looming stronger every day. These
companies’ livelihood depends on
steady relationships with their
customers, which are typically
much larger companies for whom
they supply critical parts.

Many of these companies are
being forced to look for creative
and cost-effective ways to reduce
their operating expenses in order
to compete more effectively for
customers. Sharing product and
sales demand data directly and
automatically with their cus-
tomers and partners is one way
these companies can better serve
their customers and streamline
their own operations.

While the concept of collabora-
tion with business partners had
gained momentum among large-
scale enterprises like Wal-Mart,
collaboration is a critical compo-
nent of how smaller companies
can achieve sustainable business
growth and operational efficiencies.

The roots of modern collabora-
tion can be found in the consumer
packaged goods/retail industries,
with standard initiatives now
called Collaborative Planning,
Forecasting and Replenishment
(CPFR). Costly and time-consum-
ing, traditional CPFR isn’t an
effective solution for smaller man-
ufacturers and distributors.

However, Internet technologies
have now advanced to include
comprehensive enterprise soft-
ware applications that meet man-
ufacturers’ demand for tighter
product development relation-
ships with their end customers.

For example, premium leather-
goods supplier Eric Scott Limited
implemented a fully integrated
collaborative solution from
Made2Manage Systems, and has
fended off overseas competitors
looking to supply products to its
well-known customer base, which
includes American motorcycle
manufacturer Harley-Davidson.

Eric Scott Limited uses the
Made2Manage Enterprise Busi-
ness System to improve commu-
nications across its supply chain,
reduce costs and conduct e-com-
merce. The system has helped
the company transform its busi-
ness operations from a tradi-
tional manufacturer to a new
Internet-based business model
that incorporates design and
development to produce service-
oriented products.

For more information on how
small and mid-sized manufacturers
can leverage the Internet to stream-
line efficiencies, collaborate with
business partners, cut costs and
compete on a global scale, please
visit www.made2manage.com.

Helping Your Business To Grow

Mid-market manufacturers
have a new business tool—tech-
nology designed to streamline
operations and cut costs.

(NAPSA)—Never  take  for
granted the ingenuity of a stylish
woman. She embraced the
miniskirt in the ‘60s, took the
plunge with the midi in the ‘70s,
helped catapult the push-up bra to
cultural phenomenon status in the
‘90s, and entered the new millen-
nium clad in that little wisp of an
undergarment called a thong. 

And yet, while the fashion times
are constantly a changin’, the mod-
ern, fashion-forward woman
always has a favorite drawer of
“secret accessory weapons” that get
used year-round—including those
that help her avoid making one of
the worst fashion faux pas possible.

That faux pas? Being seen in a
stunning new outfit worn with
unsightly (and visible) pantylines,
clothing bumps and wardrobe
bulges. 

In fact, a recent Harris Interac-
tive Poll Survey revealed that two
out of three (65 percent) Ameri-
cans do not believe that visible
panty lines are sexy. Eliminating
these little style “worry lines” from
life has become a lot simpler for
adventurous women with the use
of such clever and resourceful
fashion items as thong underwear
(to avoid pantylines) and “invisi-
ble” clear strap bras when wearing
this season’s chic, off-the-shoulder
peasant blouses and halter tops.
Some tips on how it’s done:

UNDERNEATH YOUR FA-
VORITE FASHIONS. Once consid-
ered risqué, thong underwear has
gained greater acceptance and
wider popularity among “regular”
women. What accounts for the
change of heart? Perhaps the fact
that more and more women are
wearing pants and don’t want
pantylines. Add the fact that body-
hugging Lycra is now a fashion sta-
ple and you’ve got double the rea-
son to wear less underneath.
Whatever the reason, “thong” is
now the word that’s on everyone’s
lips, and the garment that’s soon to
be on everyone’s derrière.

THONG USAGE AROUND
THE WORLD. In the U.S.—a
country relatively slow in adopt-

ing thongwear—thong panty sales
have doubled in the last two
years. Still, only six percent of
Americans are thong-wearers,
compared to 13 percent of French
women. In Hungary, women aged
24 or younger who wear thong
panties are almost triple the num-
ber of those aged 25+. And what
do those Down Under actually
wear down under? Here’s the
breakdown: 14 percent of Aus-
tralian woman aged 15-18 wear
thongs; 26 percent aged 19-24
wear them; and 29 percent aged
25-39 covet the thong as their
favorite panty choice.

Clearly, thong use is a trend
whose time has come. However,
for most women choosing to wear
thongs today, it’s not about longer
looking legs or sex appeal on the
beach. Instead, it’s about a practi-
cal approach to underwear that
also just happens to feel sexy.
Even more thrilling: Now, with
the introduction of the new
STAYFREE ® Thong Maxi With
Wings, women can indulge their
taste in delightful lingerie any
time of the month, because they
know they’re protected without
anyone else knowing.

Fashionable Women Reveal 
Their Best-Kept Style Secret

PRETTY WOMEN—The fash-
ionable trend for the in-fashion
crowd is...no unsightly lines.

(NAPSA)—It’s time for a change.
For the past several seasons

the textured, choppy bobs of
actresses and models have boosted
the sales of hair wax and pomades. 

Now, the pendulum swings
back. On fall runways, in maga-
zines and on TV you’re seeing hair

that’s satiny straight.
Many actresses and
models have chosen
styles without a
wave, curl or spiral.
Hair falls in a
smooth river of color,
catching light on its
super shiny surface.

To get a fab straight look, even
if your hair naturally tends to
wave or curl, turn to high tech
appliances and ceramic surfaces,
advises Kristi Fuhrmann, makeup
and hair key for MTV and a con-
sultant to Sally Beauty Supply.

“The new Ion dryers with ionic
technology make the hair feel
silkier,” she notes. “They also dry
fast and allow quick drying at
lower temperatures.”

Team the Ion Ultra Tech 1875
Watt Turbo Dryer with the
Comare Ceramic Thermal Round
Barrel Brush to quickly smooth,
straighten and add volume. The
ceramic core of the brush helps
add to the speed of drying because
ceramic is such a good conductor
of heat.

For those with extra curly or
even frizzy hair, a flat iron is the
answer. Once you’ve used the Ion
dryer and ceramic brush, polish

that hair with a flat iron to keep it
satiny-smooth. Sally offers two
ceramic irons, the Jilbere Ceramic
Tools Flat Iron or the Curlmaster
Select Blue Diamond Ceramic
Flat Iron. The irons’ ceramic
plates emit ion reflectives that
work to add shine as they
straighten hair.

Sally’s Ion Anti-Frizz collection
of hair products complements the
performance of these new appli-
ances. Formulated with a blend of
electrically charged particles for
effective cleansing, conditioning
and styling, Ion Anti-Frizz Smooth-
ing Shampoo contains aloe vera
and panthenol pro-vitamin B5 to
help smooth and add body and
shine to dry hard-to-manage hair.
Heat activated Ion Anti-Frizz
Straightener with panthenol pro-
vitamin B5 temporarily smoothes
curly or wavy hair. 

Add even more shine with a
touch of Ion Anti-Frizz Glossing
Mist or Ion Anti-Frizz Oil Free
Glosser. Both products leave your
hair shimmering with a high-gloss
shine, Kristi says.

Kristi Fuhrmann is makeup
and hair key at MTV and a con-
sultant to Sally Beauty Supply,
the world’s largest distributor of
professional beauty products. She
creates many of the looks seen on
MTV music stars and VJs. If you
have a beauty question, please e-
mail Kristi at asksally@sally
beauty.com. To find a Sally store
near you, call 800-ASK-SALLY or
go to www.sallybeauty.com.

Yes! You Can Create Smooth Silky-Straight Hair 

Kristi Furhmann

Caring For Caretakers
(NAPSA)—Americans tend to

be giving people. For example,
almost 25 million Americans
spend all or part of their day
assisting older family members or
friends who need help.

It’s estimated that half of these
caregivers also work outside the
home. The resultant time crunch
can often leave caregivers feeling
guilty and stressed. However,
experts say that needn’t be. Try
these tips:

• Don’t try to be all things to
all people. Remember that you are
not alone and you don’t have to
take on all responsibilities.

• Know their needs. Talk to
the person you take care of. Find
out what he or she wants and
needs. For instance, some older
people only need—or want—visi-
tors a few times a week.

• Know when to get help. Com-
panies offering non-medical care
such as Interim HomeStyle Ser-
vices can help caregivers keep bal-
ance in their lives. The company
provides well-trained professionals
who can assess a person’s needs
and provide safe and intelligent
solutions—from visiting and read-
ing with a person a few times a
week, to sending live-in caretakers.

For more information, visit
www.homestyleservices.com.

It’s important for caretakers to
take care of themselves, as well
as those they look after.

(NAPSA)—Who would have
thought a household product
would have a fan club, much less
a fan club with its own board of
directors?

The WD-40 Fan Club, launched
in 2001, has received such fanati-
cal feedback that it needed leader-
ship to serve as a voice for its
nearly 50,000 members. 

The WD-40 Company recruited
fans who then embarked on their
own grassroots campaigns to
gather support and solicit votes.
Through the month-long online
voting process, the board was
eventually narrowed to seven
fanatical members, plus four
“celebrity” members. 

Ranging in occupation from a
truck driver to a volunteer fire-
fighter, these seven people from
across the country will give input
on upcoming additions to the fun,
yet informative club. For starters,
they’ve offered their favorite WD-
40 uses to share with other club
members. They include:

• Spraying WD-40 on hinges of
a cooler;

• Using WD-40 on woodwork-
ing tools to ease the friction when
sawing or planing, and to remove
pine pitch;

• Removing leftover adhesive
from glass surfaces with WD-40;

• Applying the product to snow
shovels to make snow slide off
more easily; and

• Using WD-40 to keep metal
from oxidizing.

The new members will join
well-known celebrities on the
board, including: Daytona 500-
winning NASCAR driver Ward
Burton; Linda Cobb, the self-
appointed Queen of Clean; and
Jim and Tim, the Duct Tape Guys. 

The WD-40 Fan Club, which is
free to join at www.wd40.com,
serves as a virtual “home base” for
WD-40 fans. The site allows mem-
bers to share stories about the
product, access tips and ideas on
how to use it, download goodies,
get the list of 2,000 uses and par-
ticipate in periodic promotions,
contests and special events.

Additional information about
the WD-40 Company may be
o b t a i n e d  o n  t h e  We b  a t
www.wd40.com.

Fan Club Shares Helpful Tips And More

A new fan club is promoting
an all-purpose product with more
than 2,000 uses.

(NAPSA)—Popcorn’s versatile
nature allows families to enjoy a
bowl while at home playing
games or by picking up a bag dur-
ing a visit to an amusement park,
zoo or other family-oriented
venue. The low-fat, high-fiber
snack can help fuel family fun—
from bingo to home movies. For
more information, visit www.pop
corn.org or call 1-877-POPALOT.

What are the real reasons men
fall in love and propose? A new
book, Stop Getting Dumped! All
You Need to Know to Make Men
Fall Madly in Love with You and
Marry ‘The One’ in 3 years or Less
(A Plume Original, $11) talks
about how women sabotage their
relationships, how they can make
men think about them all the
time and how to spot bad boys
before they break your heart. The
methods described in the book
worked for author Lisa Daily
whose dream man proposed to her
six months after they met.




