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(NAPSA)—If a bad bra is ruin-
ing your mood, there’s one sure
way to lift your spirits—find a bet-
ter bra that fits and flatters. 

How serious is the bad bra
mood-altering syndrome? Accord-
ing to a recent survey, nearly 75
percent of the women who
responded claimed that wearing a
bad bra can result in a bad mood
or, as some women refer to it, Bad
Bra Syndrome (BBS). 

Women claimed that some of
the most common and embarrass-
ing symptoms of BBS include visi-
ble lines and bumps (69 percent),
bras that show through clothes
(59 percent) and even bras that
make breasts look pointy (43 per-
cent). Even more troublesome is
that BBS may be spreading—60
percent of women notice bra prob-
lems on other women at least once
a week. 

Fortunately, there are some
ways to cure BBS—and that’s
good news for the 55 percent of
American women who indicated
that the most important factor
when buying a new bra is that it
helps to make them look great in
their clothes. 

According to experts, more
accurate methods of sizing and
better bra construction are mak-
ing it easier to look your best. 

For example, the new Invisible
Look Bra Collection from Barely
There Intimates features thin,
flexible cups and a smooth, hidden
underwire frame that helps mold
the bra to the body. 

“Starting with the right inti-
mate apparel and specifically a
great-fitting bra is one of my

number-one fashion tips for
women,” says Stacy London, style
expert and co-host of TLC’s
“What Not To Wear.” “With the
Invisible Look Bra, women can
wear anything—from a tight-fit-
ting white tank top to a strapless
black dress—and feel confident
that how incredible they look in
their clothes is the only thing
people will notice.” 

The collection’s soft, sueded
fabric melts into the skin and the
flat, flexible straps provide a com-
fortable fit that moves with the
body. The overall comfortable fit,
which draws on the Barely There
brand’s heritage, creates a
smooth, virtually invisible, line-
free look under clothes. 

The collection helps women
look and feel their very best,
whatever they’re wearing. 

For more information, visit
www.barelythere.com. 

How To Improve Your Mood 
With The Right Intimate Apparel

The right intimate apparel,
namely a great-fitting bra, is the
number-one tip fashion experts
give for looking great in your
clothes.

Get the Whole Fruit 
in Your Juice

(NAPSA)—Exotic superfruits,
such as the mangosteen, are gain-
ing attention for their nutritional
properties. Previously limited in
availability in the U.S. due to
agricultural regulations, these
sensational fruits are now in sev-
eral products.  

Coveted for its taste and poten-
tial health benefits, the mango-
steen is the size of a peach with a
dark purple rind and white center.
It’s home to powerful phytonutri-
ents known as xanthones and
flavonoids, and appreciated for its
antioxidant benefits. Research
shows xanthones may help boost
immune-system health, promote
joint flexibility and maintain
intestinal health and regularity. 

Nutrition experts advise con-
sumers interested in mangosteen
benefits to purchase products that
offer the whole mangosteen
fruit—and its nutrients—as
nature intended.

Studies show most of the fruit’s
xanthones and flavonoids are
found in the rind or skin of the
fruit, as well as the sweet-tasting
pulp. Many mangosteen drinks
use powders, extracts or select
parts, compromising many of the
fruit’s key nutrients.  

One, XanGo® Juice, delivers the
nutritional benefits of the entire
mangosteen—both the pulp and
the rind—through a proprietary
whole fruit formula. 

The market leader of mango-
steen products, XanGo Juice
purees the whole fresh mango-
steen, offering over 40 xanthones
in its delicious juice.  

You can visit www.xango.com
for more information on the amaz-
ing mangosteen and the power of
xanthones.

(NAPSA)—Since 1950, chil-
dren collecting for Trick-Or-Treat
for UNICEF have donated over
$132 million. Last year ’s cam-
paign encouraged schools nation-
wide to compete for the most
money raised, resulting in dona-
tions of over $5 million. The win-
ners of this year’s challenge, spon-
sored by Procter & Gamble, will
each have a $125,000 donation
made in their honor, a photo
appearance on the Cartoon Net-
work and receive a special T-shirt.
To enter, children simply send in
their donations between Oct. 1
and Dec. 30, 2006. For more infor-
mation, call (800) 4UNICEF or
visit unicefusa.org/trickortreat.

**  **  **
More than 250,000 volunteers

have devoted more than 1.4 mil-
lion hours to complete over 6,000
projects around the globe as part
of Prudential’s Global Volunteer
Day. An additional 34,000 volun-
teers are expected to join their
ranks this year on October 7, com-
pleting about 900 projects in more
than 15 countries. For more infor-
mation, visit the Web site
www.prudential.com.

**  **  **
Using a credit card at the

pump can make it possible to
earn rebates every time you fill
up. For example, the Shell Plat-
inum MasterCard from Citi

Cards features a rebate program
through which cardholders earn 5
percent Shell gasoline rebates on
Shell gasoline purchases and 1
percent rebates on all other pur-
chases. To apply for the Shell
Platinum MasterCard from Citi
Cards, consumers can call 1-877-
MY-SHELL or log on to the Web
site at www.877MYSHELL.com.

**  **  **
New home shoppers’ prefer-

ences tend to vary by region,
according to a survey conducted
by Merillat cabinetry. Shoppers
in the West prefer homes that
incorporate natural materials
throughout. Both Western and
Midwestern shoppers want
homes with an abundance of nat-
ural light. New home shoppers in
the Southeast expressed a great
deal of interest in custom cabi-
netry. For decorating tips and
ideas, visit www.merillat.com. 

(NAPSA)—Many people—par-
ticularly those with children—rec-
ognize that life insurance can help
protect their family financially in
the event of their death. Still,
some delay any action due to their
confusion regarding the amount of
insurance needed or the types of
coverage available. 

Help is available from the
National Association of Insurance
Commissioners (NAIC), a volun-
tary organization of state insur-
ance regulatory officials, which
has assembled useful information
about insurance on a consumer
education Web site called Insure
U (www.InsureUonline.org).

Understand The Basics 
According to the NAIC, there are

three key basics of life insurance: 
1. Start by determining how

many people are financially de-
pendent on you, what their major
expenses could be and whether
you’re likely to leave them with
substantial debts or estate taxes. 

2. Evaluate the two main types
of life insurance: term, which pays
a death benefit if you die within a
specified time period; and perma-
nent life, which provides coverage
for your entire life and typically
includes both a death benefit and
the ability to build up cash value.
In general, term insurance is
much less expensive than perma-
nent life insurance. 

3. Understand the major fac-
tors that affect life premiums.
Some are uncontrollable, such as
the age at which you purchase a
policy or whether you have a seri-
ous pre-existing medical problem.
Others are directly dependent on
behavior, like poor health habits
(e.g., smoking or excessive drink-
ing), your driving record or engag-
ing in dangerous hobbies. 

Life Insurance Tips
By Life Stage

The NAIC’s Insure U Web site
provides consumers with focused
tips based on their needs for dif-
ferent life stages. For example: 

• Young singles who want to
be sure they can get life insurance
later in their lives when they may
develop health problems should
consider inexpensive term life
insurance that is guaranteed to be
renewable. 

• Young families should con-
sider purchasing life insurance for
both parents, even for a nonwork-
ing spouse, to help pay for child
care and other domestic services. 

• Established families should
factor in the probable costs of
their children’s college education
when determining how much life
insurance they may need.

• Empty nesters/seniors should
evaluate the pros and cons of re-
ducing their life insurance coverage
based on whether their spouse is
alive, their home is paid off or their
children and/or grandchildren are
financially independent.

All consumers should review
their life insurance policy annu-
ally and update it to reflect major
changes in their lives—such as
marriage, the birth of a child,
divorce or death of a spouse. 

For more information, visit
Insure U at www.InsureUonline.
org.

What Every Consumer Should Know
About Life Insurance

(NAPSA)—As part of the effort
to help eliminate breast cancer,
Rowenta, the leading manufac-
turer of high-performance irons
and a garment care expert, and
the Breast Cancer Research Foun-
dation (BCRF), have joined forces
for a special “Iron for Pink” fund-
raising program. 

Rowenta has created a unique
Pink Iron to be sold in October
2006 during Breast Cancer Aware-
ness Month. One hundred percent
of the profits from the sales of the
iron will be donated to BCRF. The
iron will retail for $80 and is a new
professional model in a pink hue,
featuring a soleplate with 400
micro-size steam holes, a soft-touch
ergonomic handle and vertical
steam. 

Some important facts about
breast cancer include:

•One in every eight U.S.
women is diagnosed with breast
cancer. 

•212,920 new cases of breast
cancer are expected to be diag-

nosed among U.S. women in 2006. 
•Women in North America

have the highest rate of breast
cancer in the world. 

•In 2006, 40,970 women and
men will die from the disease.

For more information on where
to purchase the Pink Iron, and for
breast cancer awareness, visit
www.rowentausa-ironforpink.com.

Press For A Cure With A Pink Iron 

Buying a specially designed Pink
Iron will support research to help
find a cure for breast cancer.

Note to Editors: October is Breast Cancer Awareness Month.

✁

***
If you get to thinkin’ you’re a
person of some influence, try
orderin’ somebody else’s dog
around.

—Cowboy wisdom 
***

***
My dog is usually pleased with
what I do, because she is not
infected with the concept of
what I “should” be doing.

—Lonzo Idolswine 
***

***
To live long, eat like a cat, drink
like a dog.

—German Proverb 
***

***
No one appreciates the very spe-
cial genius of your conversation
as the dog does.

—Christopher Morley 
***




