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(NAPSA)—Patriotic symbols
abound from California to the
New York Island. Americans eat
apple pie, sing the National
Anthem at baseball games and
visit the Statue of Liberty. They
also demonstrate “American
pride” by making certain choices
as consumers. Some favor Ford
and GM over Toyota or shop at
American Apparel, the trendy
clothing company with all opera-
tions in Los Angeles. 

First and foremost, consumers
seek the best product at the best
price. Country of origin is often an
afterthought; only one in five
Americans seriously considers it
when making buying decisions,
says America’s Research Group.
The reality is that Americans
probably underestimate the value
of their buying decisions and how
they can affect the nation’s econ-
omy and future. 

According to the Federal Trade
Commission, the “Made in USA”
standard means that “all or virtu-
ally all” of the product was made
in the United States. Only auto-
mobiles, textiles and wool prod-
ucts are required to display the
country of origin. 

Who’s Affected?
One sector increasingly af-

fected by the “Made in USA”
mantra is domestic manufactur-
ing, especially with the outsourc-
ing of jobs to China, India and
other countries. Intense competi-
tion drives down product prices,
while American manufacturers
balance higher operating expenses
including labor and health care.
In fact, manufacturing jobs typi-
cally pay 23 percent more than
other economic sectors, according
to the Bureau of Economic Analy-
sis. This contributes to the 22 per-
cent higher price tag of doing
business in the United States,
which almost equals the total cost
of production in China, says a
study by the National Association

of Manufacturers (NAM)/Manu-
facturers Alliance. 

Ultimately, this affects U.S.
jobs, export potential and even
research and development. Econo-
mist Joel Popkin notes that dur-
ing the recession of the early
2000s, more than 3 million manu-
facturing jobs were lost. 

Good News
The good news is that Ameri-

can consumers hold some power. 
“Although more things are made

in America today than ever before,
U.S. manufacturing faces some stiff
challenges. Consumers can support
manufacturing through their pur-
chasing decisions. They can also
write their elected officials and
encourage them to support legisla-
tion that helps manufacturing
thrive in America, by reducing
costs and leveling the international
playing field. One person can make
a difference,” said Bill Canis, vice
president at The Manufacturing
Institute, the research and educa-
tion arm of the NAM.

Companies like Zippo lighters,

Procter & Gamble, Boeing, Cater-
pillar, Channellock and tens of
thousands of smaller companies
are committed to preserving
American manufacturing and
jobs.

“Channellock hand tools, for
example, has supported American
jobs and commerce for the past
120 years—while remaining fam-
ily owned and operated—which is
a rarity these days. Channellock’s
hometown of Meadville, Pa.,
thrives today largely because it
has helped so many employees
and suppliers realize the Ameri-
can Dream,” Canis continued. 

The continuous challenge for
Channellock and similar manufac-
turers is educating consumers
about what distinguishes their
products from competitors’. Ele-
vated operating costs often force a
higher price point for “Made in
USA” products, so manufacturers
differentiate themselves with
superior quality and craftsman-
ship, aggressive investment in
emerging technology and even
less tangible benefits such as com-
prehensive employee-enrichment
and recognition programs. 

Channellock’s core customers,
including tradesmen and knowl-
edgeable do-it-yourselfers, buy
Channellock because it is a brand
known and trusted by their par-
ents and grandparents. The signa-
ture CHANNELLOCK BLUE handles
mean quality, comfort and even
nostalgia. Customers receive the
highest-quality hand tool on the
market today; but they also know
the tool was made by highly
skilled professionals whose jobs
signify much more than just a
manufacturing plant in small-
town America. 

So before grabbing the next
shopping cart, commit to informed
shopping. Buying products that
are “Made in America” may be the
most impactful acts of patriotism,
just ahead of eating apple pie. 

What Does “Made In America” Really Mean?

George B. DeArment started a
hand tool forging enterprise in
1886 that survives 120 years later
as Channellock, Inc. Now led by
the fourth and fifth generations
of the DeArment family, Channel-
lock has weathered the storm of
foreign competition by continu-
ous quality improvement and
refusing to compromise on prin-
ciples established by its founder.

(NAPSA)—What if a famous
Australian chef came to your
home and offered to make dinner?

That’s the premise of a new
television cooking show—but with
a twist. Chef Curtis Stone is mak-
ing his debut on American televi-
sion, ambushing unsuspecting
shoppers with an offer they sim-
ply can’t refuse. Each episode in
the series called “Take Home
Chef,” shown Fridays at 8:00 p.m.
on TLC, begins with a covert
Stone racing through a grocery
store as he searches for the per-
fect culinary partner. Once he’s
found one he turns on the charm,
offering to accompany the shopper
home and prepare a gourmet meal
using the items in his or her
shopping cart—plus a few savory
extras.  

Once participants seem willing
to go along with this culinary
adventure, they take Stone home
and work with him in their own
kitchens or out at the grill to cre-
ate a delicious dinner. And, as
Australians are known for “throw-
ing another one on the barbee,”
Chef Stone is likely to be sharing
a lot of his grilling secrets from
Down Under, while at the same
time learning how to function in
an average American kitchen. 

Some of the grilling tips offered
in “Take Home Chef” include:

• When cooking larger pieces
of meat, like roasts, pile the coals
on one side and place the food on
the other. This allows for indirect
cooking and reduces charring.

• Don’t use charcoal lighter
fluid or briquettes that have
added starter fluid built into
them. This will leave an unpleas-
ant taste in the smoke. 

• Rubs are one of the best
things you can use to add flavor to
your meat. They are combinations

of spices that seal in the flavor of
the meat, form a tasty crust,
enhance color and pull moisture
from the air while drawing juices
from inside the meat, causing the
meat to marinate itself as it cooks.

Chef Curtis Stone started his
culinary career at The Savoy
Hotel, in his hometown of Mel-
bourne, Australia at the age of 18.
The European and British chefs he
knew there taught him the impor-
tance of working abroad to in-
crease one’s experience and skills.
That’s why, once he’d qualified as a
chef, he set off for Europe to expe-
rience Italy, France and Spain
before finally arriving in London. 

There, he was eventually pro-
moted to be head chef at the criti-
cally acclaimed Quo Vadis, a Lon-
don institution since 1926. 

So what’s this new American
TV show like for Chef Stone?
“Cooking in someone else’s home
can be absolutely anything; it
can be fabulous or a complete
disaster,” he says. “It’s the fear
of the unknown that makes it so
exciting.” 

Find out more at www.tlc.com.

Aussie Chef Shares Culinary Secrets With Americans

Australian chef Curtis Stone gets
some experience working in
American kitchens in a new tele-
vision series. 

(NAPSA)—As the nation enjoys
the warmer weather, everyone from
fashionistas to foodies are choosing
yellow as the “it” color for accent.
This summer, incorporate yellow
into your own daily routine: bring a
little sunshine indoors with bever-
ages traditionally enjoyed during
the warmer months (like iced tea or
lemonade), fill a vase with lemons
for a quick centerpiece, or put
SPLENDA® No Calorie Sweetener
packets in your sugar bowl. 

This summer’s best beverages
will incorporate flavors that cap-
ture the essence of the sun and
infuse the season’s most abun-
dant ingredients. Aficionados can
look to celebrity mixologist and
cookbook author Bruce Weinstein
for a fresh twist on beverage
classics.

His recipe for Chamomile-
Pomegranate Tea gives traditional
iced tea, a summertime BBQ fa-
vorite, a boost of pizzazz. Sweet-
ened with SPLENDA® No Calorie
Sweetener, this crowd pleaser
refreshes and quenches thirst,
while decreasing sugar and calorie
consumption.

Chamomile-Pomegranate Tea
Pomegranate juice has powerful

antioxidants, so this punch is both
relaxing and healthful.

Makes 4 (1-cup) servings
Preparation time: 5 minutes 

4 chamomile tea bags
3 cups boiling water
1 cup pomegranate juice
1⁄3 cup SPLENDA® No Calorie

Sweetener, Granular or 
9 SPLENDA® No Calorie
Sweetener, Packets
Garnish: fresh mint sprigs 

Place tea bags in a large heat-
proof measuring cup or pitcher; pour
boiling water over tea bags. Steep 1
hour, or until cooled to room temper-
ature. Remove and discard tea bags. 

Add pomegranate juice and
SPLENDA® Granular or SPLENDA®

Packets, stirring until SPLENDA®

dissolves. Serve over ice; garnish
with mint sprigs. 

Nutr i t i on  In f o rmat i on  per
Serving 
Dietary Exchanges 1⁄2 Fruit
Serving Size: 1 cup 

Calories 45; Calories from Fat 0;
Total Fat 0g; Saturated Fat 0g;
Trans Fat 0g; Cholesterol 0mg;
Sodium 10mg; Total Carbohydrate
11g; Dietary Fiber 0g; Sugars 9g;
Protein 0g.

This recipe, when compared to
a traditional recipe, has a 55%
reduction in calories, a 56% reduc-
tion in carbohydrates and a 65%
reduction in sugars.

For more of Bruce Weinstein’s
summer beverage recipes, visit
www.splenda.com.

Summer’s Best Accessory Is Yellow...And Delicious

(NAPSA)—Good news: Con-
sumers can save nearly $3 billion a
year just by using coupons when
shopping. According to the Promo-
tion Marketing Association Coupon
Council, spending just 20 minutes
per week clipping coupons can save
you up to $1,000 per year. It’s easy.
Over 85 percent of all coupons
issued in the U.S. are found in
Sunday papers. And it’s popular.
Seventy-six percent of Americans
are already coupon users.

The following tips can also help
you on your way to becoming a
savvy coupon clipper:

Finding Coupons:
• Look in the store. You’ll find

coupons in retailers’ advertising
flyers, on the shelf, at kiosks, even
at the checkout. Turn your regis-
ter receipt over—sometimes there
will be coupons there, too. 

• Try samples offered in the
store and you’ll often be offered a
coupon to take home a package of
the products.

• Check product packages.
Your favorite brands want to keep
you loyal, so you’ll often find
coupons on or in the package.

• Look on the Internet. There
are coupon sites where you can
print coupons and find providers
who will e-mail you coupons. A
product manufacturer’s Web site
may offer coupons for brands you
love. Check the store’s Web site
too. Be cautious online, however,
of someone offering to sell you
coupons...there’s no need to buy
them when there are so many
available free.

Using Coupons:
• Organize your coupons in the

order that you shop the store to
save time and make sure you use
them all.

• Make coupon-clipping a fam-
ily affair—it can be a great math
and savings lesson for the kids.
Involve them in the process and
let them “earn” coupon savings
money.

• Use coupons with shorter
expiration dates first.

• Shop on double or triple
coupon days and use manufactur-
ers’ rebates to realize additional
savings.

For more tips, visit www.coupon
month.com. 

Money-Saving Ideas




