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by Julia Ryan
(NAPSA)—Increasingly, vaca-

tioners are packing the pooches,
fetching the felines and taking
flight with the birds—literally. 

Pet travel soared 33 percent last
year to a record 20 million pets,
according to the American Pet Prod-
ucts Manufacturers Association. 

Airlines and destinations are
doing their part to meet the de-

mands of this emerg-
ing travel trend. Here
are a few examples.

• Come fly with
me. Airlines are
enticing customers
with frequent-flier
pet programs that
allow animals to

earn miles toward free flights.
Midwest Airlines introduced a fre-
quent-flier pet program in Janu-
ary and since then pet travel has
clawed its way up 25 percent.

United Airlines also offers pet
miles. For a limited time, Mileage
Plus members can earn 1,200
bonus miles when traveling with
pets. 

American Airlines, Delta and
US Air cater to pet travel, too.
Delta allows the most pet diversity
in the friendly skies, welcoming
not only popular pooches, cats and
birds, but also ferrets, rabbits,
hamsters, guinea pigs—and even
reptiles, amphibians and fish (air
cargo only, please). 

• All together now. At the
Caliente Tropics Resort in Califor-
nia, pet-friendly rooms feature pet
beds, throws, dishes and private-
label, custom Tiki Treats. Tiled
vanities also feature swinging
gates. And Wyndam Hotels and
Resorts even offer a doggie spa
service, where your pooch can lux-
uriate with “paw-dicures.”

• For you, my pet. Pet travel
has also spawned an industry ded-

icated to pampering pets on the
road. There’s a growing selection
of amenities—from portable potty
turf to disposable kitty litter
boxes—that will help pets arrive
in style and make the most of
their vacation.

Large pet stores,  such as
PETCO Animal Supplies, Inc.
and PetsMart,  Inc. ,  are also
sniffing the trend and expanding
their offering of travel-related
products. The Outward Hound
pet booster seat and pet ramps
for sport utility vehicles are pop-
ular items featured on their
sites.

The experts at Travelers
Advantage have also found such
pet-friendly vacation products as
an airline travel kit that features
everything required by airlines
to transport your pet in a kennel,
a compact first-aid kit for bumps
and bruises on the road and Dog-
gles—sport goggles that feature
an interchangeable,  UV-pro-
tected lens system with an array
of colors to match your dog’s
wardrobe.

To learn more, visit www.trav
elersadvantage.com.

Julia Ryan is vice president of
Travelers Advantage.

Vacations Are Going To The Dogs—In A Nice Way

Many airlines and destinations
are responding to the demand for
pet-friendly travel services.
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(NAPSA)—This season, as fans
watch Tiger, Phil, Ernie and Vijay
battle it out on the golf links, they’ll
be helping to make history at the
same time.

The PGA TOUR hit the road this
year with the biggest professional
sports charity campaign ever,
aimed at reaching the $1 billion
milestone in charitable giving. 

The TOUR holds the distinction
of being the only pro sports league
designed to donate its net pro-
ceeds to local charities—which
means corporate sponsor support
and most of the money spent by
spectators at tournaments goes
directly back to the community. 

Through the Drive to a Billion
campaign, the TOUR is celebrating
this spirit of giving back that has
led to seven decades of good works
in well over 100 communities
across all three of its professional
golf Tours—the PGA TOUR, Cham-
pions Tour and Nationwide Tour.
Tournaments partner with more
than 2,000 charities—from hospi-
tals and youth development orga-
nizations, to growth-of-game pro-
grams and food banks. 

“Everyone who has ever at-
tended or been involved with a
PGA TOUR tournament can take
pride in knowing that his or her
ticket purchases and donations of
time and money have directly ben-
efited people in need in their com-
munities,” said PGA TOUR Com-
missioner Tim Finchem. “The
PGA TOUR’s mission is rooted in
giving back and we look forward
to celebrating this memorable
milestone with the tournaments,
fans, players and sponsors who
support us in each town we visit.”

In addition to Drive to a Billion
promotions and festivities at tour-
naments, the TOUR established
“Giving Back Day,” where golfers

and their wives participate in
community service activities to
honor longtime charity partners.
Also, as a tribute to the TOUR’s
first recorded donation of $10,000
made nearly seventy years ago, a
ceremonial tee shot is being hit at
all TOUR events this season with a
special antique 1938 driver—a
torch for the campaign as it trav-
els the country.

Fans also can participate in the
campaign at www.pgatour.com/
charity, where they can purchase
a special edition Drive to a Billion
pin or a “ChariTee” Beanie Baby—
the first Beanie Baby that Ty Inc.
has developed with a pro sports
organization solely to raise money
for charity.

Amazingly, the TOUR relies on
more than 80,000 volunteers of all
ages each year to help run its
events. For volunteer opportuni-
ties, log onto www.pgatour.com,
and contact the tournament near-
est you. 

The TOUR reached the $500
million mark in 1999 and has
been focused on increasing dona-
tions significantly every year.
Thanks to the success and popu-
larity of the sport of golf, the PGA
TOUR and its tournaments will
reach the $1 billion milestone by
giving the second $500 million in
just seven years. 

On The PGA TOUR, Fans Give 
Back Just By Watching

Pro golf is helping charities gain
a lot of green.

(NAPSA)—Deciding if caring
for an aging loved one at home is
the best decision can be easier if
you do your homework.

Home care can include both
medical services and nonmedical
services. If you are wondering if
home care is appropriate for
your aging loved one, consider
the following:

• Experts say that half of all
Americans aged 85 years or older
need some help with ordinary
activities of daily living.

• Depending on where you live,
nursing home care in a private
room can cost up to $60,000 a year.

• Home care can offer the ad-
vantage of remaining in familiar
surroundings and receiving only
the level of assistance that is
required at that time.

• Even if your loved one is in
good health now, chronic and
accelerating illnesses often accom-
pany aging, and the state of one’s
health can change very quickly.

• Helping aging relatives with
just one simple task per day such
as eating or dressing, can take up
to nine hours per week.

• Hiring someone on your own
means you will be responsible for
malpractice, supervision, back-
ground checks, taxes, employee
injuries, supervision and deter-
mining what services are needed.

• The time to plan for long
term care is before a crisis occurs

so you have time to evaluate your
choices.

• Home care services can cover
a broad spectrum—from skilled
nursing to homemaker and com-
panion services.

• According to a survey by
AARP, 82 percent of the people
surveyed would prefer not to
move from their current home if
they needed help caring for
themselves.

There are a number of factors
to consider when selecting a
home care provider, such as what
types of services does your loved
one require and what are the cre-
dentials of the agency you are
considering? 

To find out more about home
care and whether your loved one is
safe at home, you can take a free,
independent living assessment at
www.homestyleservices.com.

Is Home Care The Right Choice For Your Loved One?

Home care services can cover a
broad spectrum—from skilled
nursing to homemaker and com-
panion services.

(NAPSA)—Americans across
the country are helping to salute
the bravery of wounded service-
men and servicewomen. 

Often, when a serviceman or
servicewoman is wounded in Iraq
or Afghanistan, he or she is
rushed into medical care and
flown to the United States with-
out any personal items. As a
result, funds are needed to buy
underwear, pajamas, slippers,
shaving gear, tooth paste, laundry
soap and other comfort items.

The Military Order of the Pur-
ple Heart meets every air ambu-
lance that arrives at Andrews Air
Force Base. It gives the wounded
a sheet of stamps so they can
write home, as well as a phone
card so they can call family. The
group also provides comfort items
so the soldiers can more easily
return to normalcy and relax.

To help raise funds for the
efforts ,  GI-Bracelet .org was
launched to sell GI Bracelets and
donate the money to the Order.
The bracelets are purple, the color
of the Purple Heart medal, and
sport the phrase “For Those Who
Serve.” All donations designated
for the Military Order of the Pur-
ple Heart will be delivered weekly
and help pay for comfort items for
the wounded.

People can order the bracelets
at www.gi-bracelet.org/purple
heart or email at orders2005@gi-
bracelet.org to donate.

The Military Order of the Pur-

ple Heart is the only veterans
service organization chartered by
Congress exclusively for combat-
wounded veterans. The mission
of the Order is to foster an envi-
ronment of goodwill and cama-
raderie among combat-wounded
veterans, promote patriotism,
support necessary legislative ini-
tiatives and, most importantly,
provide service to all veterans
and their families. The Order
covers all annual expenses with
donations. 

The group says the purple
bracelets will let people know that
the troops are supported at home—
and help remind Americans of the
Order’s creed: “All gave some...
Some gave all.”

Helping America’s Combat Wounded

Americans are wearing purple
bracelets to show their support
for the war wounded. 

(NAPSA)—“For parents of sick
children, the emphasis on their
child’s physical recuperation often
means that the emotional well-
being of all involved is over-
looked,” said Karri Morgan, man-
ager of Target House, a home-
away-from-home supported by
Target for families whose children
are receiving life-saving treat-
ment at St. Jude Children’s
Research Hospital® in Memphis,
Tenn. For more information on
how you can help your family
cope with an illness or for more

information about St. Jude, visit
stjude.org. For more information
about Target House, visit
Target.com.

As the interest in eating
healthfully continues to grow, and
people of all ages look to new and
unique foods to bring depth and
variety to their daily diets, figs—
deep purple Missions and golden,
nutty-flavored Calimyrnas—will
be the fruits of choice. Just five
figs give you five grams of dietary
fiber—a significant contribution
towards the recommended daily
total of about 25 to 30 grams. For
more information and recipes fea-
turing dried California figs, visit
the Valley Fig Growers Web site
at www.valleyfig.com.

(NAPSA)—InFocus is the leader
in projection technology and offers
several projectors designed for enter-
taining at home. The InFocus
ScreenPlay 4805 projector produces
crisp, bright, high-contrast images,
which are optimal for the latest
DVDs and HDTV. At less than eight
pounds, the projector’s design allows
it to be easily moved from the liv-
ing room to the back porch or a
friend’s house. 

Joe Patrick, product manager
with VELUX America, says “If
you want to add beauty and style
to your home and lift your spirits
as you visually expand your
rooms, consider the additional
natural light that can be provided
by skylights.” For more on the
benefits of natural light and sky-
light selection call 1-800-283-
2831 or visit www.veluxusa.com. 

One of the latest break-
throughs in LCD TVs is Sharp’s
popular Aquos line with “Vikuiti
Display Enhancement Technol-
ogy.” This advancement by 3M
provides vivid, life-like pictures
under varying light conditions.
For more information, visit the
tech-savvy sites www.CNet.com or
www.Vikuiti.com.




