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(NAPSA)—Increasingly, at gift-
giving occasions—holidays, birth-
days, anniversaries, etc.—people
are opening fewer big boxes and
more and more small envelopes.

Research shows that one of the
most popular gifts to give and
receive this year is the one and
only gift card. Gift cards can be
the best gift of all; they allow you
the freedom to buy or, in most
cases, put money toward some-
thing you really want. Maybe it’s
$25 to a department store or a
generic $100 gift card to any retail
location. Either way, gift cards
provide you with the opportunity
to buy the items you had previ-
ously dreamed about. 

In general, women are becom-
ing more selective, focusing on
buying fewer but better-quality
items—gifts that have enduring
value, such as a piece of diamond
jewelry. For example, diamond
stud earrings are the most desired
of all diamond piece types; they
are classic, a staple in every
wardrobe and an investment that
never goes out of style.

Diamond stud earrings come in
a variety of price ranges. Depend-
ing on the cut, color, clarity and
carat weight, they can start as low

as $99.99 for a pair. 
A recent study showed that

women who own a pair of dia-
mond stud earrings wear them,
on average, four times a week.
That works out to just $3.26 per
wear in the first year alone, and
just 33 cents per wear over 10
years, while a daily medium cap-
puccino can cost you about $4.50
a day. 

So rather than spending your
gift cards on six cappuccinos, half
a sweater and a couple of DVDs,
why not bulk all your cards
together and get a gift that will
last you a lifetime—a piece of dia-
mond jewelry.

Gift Cards: Purchase Power That Can Add Up

Consumers are increasingly
pooling their gift cards to make a
larger purchase, such as dia-
mond stud earrings.

(NAPSA)—Even in tough eco-
nomic times, Americans are still
finding ways to give—and charities
say that every little bit, no matter
how small, still makes a difference. 

This holiday season, people are
doing much of that giving in other
people’s names. Whether it be
through a charitable donation on
someone’s behalf or volunteering
with a friend at a soup kitchen,
there are ways to make the gifts
you give have extra meaning. 

For instance, $4.1 billion has
been raised from the sale of over 4
billion UNICEF holiday cards to
help save, improve and protect the
lives of millions of children world-
wide. The cards feature an array
of holiday themes and are avail-
able at Pier 1 Imports, Hallmark
Gold Crown stores, IKEA and
Barnes & Noble, to name a few. 

New this year are UNICEF
cards with sound featuring Celine
Dion for holiday and special occa-
sions. They are available at
www.unicefusa.org and where
Hallmark cards are sold. Addition-
ally, you can find this year’s win-
ning holiday card from the 2008
Pier 1 Imports/UNICEF Greeting
Card Contest, sold exclusively
at  Pier 1 Imports to benefit
UNICEF’s child survival programs. 

UNICEF is also offering a vari-
ety of holiday gifts including
award-winning Children of the
World Lacing Cards, Filigree
Taper Candles and a Children’s
Art Wall Calendar—each of which
raises money for a worthy cause.
These can be purchased on the
Web site or by calling (800) 553-
1200. Here’s a look at some other
gifts that give back: 

Fighting AIDS 
You can help orphans and chil-

dren affected by HIV/AIDS who
live in Malawi and Mozambique by
giving an accessory from Gucci’s
new white TATTOO HEART COLLEC-
TION. Items in the special collection
to benefit UNICEF—which include
bags and shoes—feature a stylized
illustrated heart tattoo decorated

with Gucci’s most iconic symbols:
the horsebit and the web. Visit
www.gucci.com/unicef. 

Funding Education 
You can help support vital edu-

cation programs in eight countries
in the developing world by giving
a fun soft toy from IKEA. The
company will make a donation of
one euro (about $1.30) to be split
between the U.S. Fund for
UNICEF and Save the Children
for each toy bought before Decem-
ber 24, 2008. Visit www.ikea.com. 

Protecting Children 
You can give Cartier’s LOVE

Charity Bracelet with the
turquoise blue cord to help chil-
dren around the world. Cartier
will donate $100 from the sale of
each single bracelet and $200 from
the sale of each double bracelet to
the U.S. Fund for UNICEF. Visit
www.love.cartier.com. 

Needed Supplies 
An innovative program called

Inspired Gifts lets people purchase
real, lifesaving products—like bed
nets, rehydration salts, tents, vac-
cines and more—to be shipped
directly to one of over 150 countries
where UNICEF is saving children’s
lives. Visit www.inspiredgifts.org or
call (866) 237-2224. 

Learning More 
UNICEF provides lifesaving

nutrition, clean water, educa-
tion, protection and emergency
response, saving more young lives
than any other humanitarian
organization in the world. For
more information, visit the Web
site at www.unicefusa.org. 

Gifts That Give Back In Tough Times

Shoppers are choosing holiday
gifts that give back.

(NAPSA)—Each year, millions of
Americans prepare their vehicles
for winter’s in clement weather and
treacherous travel conditions.
Unfortunately, many do so without
a key element—the certainty of
whether or not their auto insurance
policy protects them for any unex-
pected accidents they might
encounter along the way.

A survey commissioned by All-
state—in conjunction with the
introduction of the Good Hands®

Coverage Checkup, a checklist
provided by Allstate agents to
help review consumers’ car insur-
ance policy limits—indicated that
approximately 60 percent of
respondents are not confident
they understand their car insur-
ance coverage.

Confidence Gap
More than 40 percent of con-

sumers first answered that they
were not confident in their under-
standing of their auto insurance
coverage. However, after being
quizzed on specific incidents such
as hitting a deer and crashing
after a tire blowout, the number of
respondents who admitted they
weren’t confident rose signifi-
cantly—to nearly 60 percent.

“When the unexpected occurs,
the difference between hoping
you’re protected and knowing you
are is crucial,” said Lisa Cochrane,
vice president of marketing, All-
state. “That’s where Allstate’s net-
work of more than 14,000 agencies
can help consumers feel confident
in their coverage.”

Additional survey findings
included:

• It’s all in a name: A higher per-
centage of respondents who know
their insurance agent’s name feel
more confident in their knowledge
of their auto insurance policies than

those who don’t have an agent or
don’t know the agent’s name.

• The great equalizer: Prior to
being polled on accident-specific
questions, 70 percent of men were
confident they understood what
their insurance coverage includes,
compared to just 50 percent of
women. Following the questions,
men dropped to a 50 percent level
and women to a 33 percent mark.

Coverage Checkup
Allstate developed its Good

Hands® Coverage Checkup to help
consumers review their current
auto insurance policy limits and
identify where they may need
more coverage or less. An invalu-
able checklist the company’s
agents can provide—the checkup
is free for all consumers, regard-
less of their insurance carrier—
takes just 15 minutes, can help
uncover gaps in coverage limits
that could expose a consumer to
financial risk and points out avail-
able discounts and savings. 

To learn more or to locate an
Allstate agent near you to com-
plete a Good Hands® Coverage
Checkup, visit www.allstate.com
or call 800-ALLSTATE.

Understanding Car Insurance Coverage

With car insurance, it’s best to
know what coverage you have
before an accident occurs.

(NAPSA)—A popular recipe
contest adds a new ingredient to
the mix by inviting kids and their
baking “sous chef” parents
(grandparents, aunts or uncles) to
take part. The contest centers on
recipes for the Easy-Bake Oven,
which has given many kids their
first baking experience. For more
details, visit www.easybake.com.

**  **  **
Financial stress can affect

your relationships and even
your health. Thankfully, there
are ways to deal with stress in
times of uncertainty, according
to LifeSynch,  an expert in
health and productivity and a
Humana subsidiary.

**  **  **
If you have a question about

food safety, call the USDA Meat
and Poultry Hotline toll free at
(888) MPHotline, or 1-888-674-
6854; TTY: (800) 256-7072.

***
All television is educational tele-
vision. The question is: What is
it teaching?

—Nicholas Johnson
***

***
Television has proved that peo-
ple will look at anything rather
than each other.

—Ann Landers
***

***
I find television to be very edu-
cating. Every time somebody
turns on the set, I go in the other
room and read a book. 

—Groucho Marx
***

***
Television: A medium, so-called
because it is neither rare nor
well done.

—Ernie Kovacs
***

***
Television is an invention that
permits you to be entertained
in your living room by people
you wouldn’t have in your home. 

—David Frost
***

When the Panama Canal was built in 1914, it shortened the sea
voyage from New York to San Francisco from one of more than 13,000
miles to one of less than 5,200 miles.

A ship traveling through the Panama Canal from the Atlantic to the
Pacific actually goes from northwest to southeast.

The life span of insects ranges from a few days or hours for adult
mayflies to 50 years or more for some queen termites. Most insects
live less than one year.




