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(NAPSA)—Grilling is one of the
most popular ways to entertain at
home, but have you thought of
preparing dessert on the grill?
For a light, refreshing dessert,

pair the lively flavors of seasonal
fruits with lime juice, grated gin-
gerroot and the mellow taste of
olive oil in Lime-Ginger Grilled
Fruit. Pineapple, pear and apple
chunks are tossed in a sweet mari-
nade and grilled, then mixed with
oranges, mango, kiwis, berries or
other seasonal fruit favorites. Fam-
ily and guests will appreciate this
delightful departure from tradi-
tional fruit compote.

Lime-Ginger Grilled Fruit
Prep Time: 35 minutes
Cook Time: 10 minutes
Total Time: 45 minutes

3 teaspoons grated lime peel
3 tablespoons lime juice
1 tablespoon brown sugar
2 tablespoons extra virgin
olive oil or other olive oil

3 teaspoons grated ginger-
root

2 (3⁄4-inch-thick) slices fresh
pineapple

1 Bosc or D’Anjou pear
1 large crisp apple
2 navel oranges, peeled and
coarsely chopped

1 mango, peeled, pitted and
diced

11⁄2 cups blueberries or
blackberries

11⁄2 cups coarsely chopped
hulled strawberries

1 kiwi fruit, peeled, cored
and cut into pieces

1⁄3 to 1⁄2 cup powdered sugar

1. Heat grill to medium
direct heat. Blend 1 table-
spoon lime juice and brown
sugar in small bowl to dissolve
sugar. Blend in olive oil, 1 tea-

spoon lime peel and 1 tea-
spoon gingerroot. Peel and
core pear and apple; cut each
into quarters.
2. Brush pineapple, pear

and apple lightly with olive oil
mixture. Place fruit on grill.
Grill 5 minutes; brush with
remaining olive oil mixture;
turn and grill 4 to 6 minutes
longer. Remove from grill.
Coarsely chop grilled fruit
into bite-size pieces.
3. Place grilled fruit,

oranges, mango, blueberries,
strawberries, kiwi, remaining
2 tablespoons lime juice, 1⁄3 cup
powdered sugar, remaining 2
teaspoons lime peel and 2 tea-
spoons gingerroot in large
bowl; toss lightly to mix. For
best flavor, cover and refriger-
ate at least 2 hours to allow
flavors to blend. Serve in
bowls or over sponge cake
cups or cake, if desired. Makes
10 to 12 servings.

For more recipes, visit
www.aboutoliveoil.org.

GrillingWith Seasonal Fruits

Lime-Ginger Grilled Fruit puts a
seasonal twist on traditional fruit
compote.

(NAPSA)—While the U.S. gov-
ernment is making investments to
help buoy the economy, small-
business owners know they must
find ways to control their own
business viability. Fortunately,
small businesses can stimulate
their opportunities by evaluating
their approach to today’s complex
payments landscape.
Credit, debit, prepaid, check or

contactless payments—the blend
of technological applications and
customer demand for choice and
convenience is driving the imple-
mentation of far more streamlined
payment solutions for all kinds of
small businesses.
First Data, a global technology

leader in electronic commerce and
payments, recommends a strategic
payments strategy to capitalize on
sales opportunities and cost reduc-
tion benefits. Having a payments
strategy as the “5th P,” it says, is as
critical a component for achieving
success as balancing the traditional
Four P’s of marketing—product,
price, place and promotion.
Businesses can build an all-in-

one payments strategy for suc-
cess—one that will help meet
customer demands and expecta-
tions regarding payment choice,
convenience and security, while
effectively managing cost, opera-
tional efficiencies and return on
investment.
At The Point Of Sale (POS)
For example, merchants that

have postponed point-of-sale sys-
tem upgrades can look to newer,

better-equipped terminals that
support contactless or wireless
payments to enable business
growth. Contactless payments
using radio frequency identifica-
tion (RFID) technology are gain-
ing more traction than many
retailers, especially smaller ones,
realize. Jupiter Research predicts
that approximately 10 percent of
all U.S. payments will be contact-
less by 2010. While a small up-
front investment is required, some
of the benefits include lower infra-
structure costs, decreased cus-
tomer wait times and the poten-
tial for more reliable and secure
transaction processing.

For Payroll
Direct deposit is an inexpensive

and convenient way for employees
to receive their pay, but for mil-
lions of Americans, it’s not an
option. That means businesses
with underbanked employees must
continue to offer paper paychecks.
Those businesses can save money
each payday by depositing funds to
a payroll card instead, which can
be used anywhere debit cards are
accepted. Depositing to a payroll

card can cut your costs by more
than half compared to that of
printing and distributing paper
paychecks, according to First Data.

For Paper Checks
Electronic check processing

technology allows merchants to
deposit checks from their own loca-
tion and collect the funds more
quickly. Depending on their needs,
a merchant may choose a solution
that submits checks for deposit
directly from the point of sale by
creating an Automated Clearing
House (ACH) transaction or a solu-
tion that allows them to image all
their checks in their back office at
the end of each day for deposit.
Additional benefits include im-
proved cash flow with faster fund-
ing and enhanced security with
electronic check processing.
Driving Consumer Behavior
Better knowledge of customers’

preferences can create higher sat-
isfaction and result in higher cus-
tomer retention. Small businesses
can take advantage of tailored
rewards programs by simply cre-
ating a loyalty solution based on
customer behavior at the POS.
For example, according to the
2008 First Data Consumer Loy-
alty Study, discounts at the point
of sale are consumers’ more pre-
ferred reward program and 71
percent of consumers agree that
they prefer to buy from places
where they are a member.
To learn more about small-

business offerings, visit www.first
data.com.

Businesses can build an all-in-one
payments strategy for success.
Better knowledge of customers’
preferences can create higher

satisfaction and result in higher
customer retention.

StimulateWith A New Payments Strategy

Note to Editors: Although National Small Business Week 2009 is May 17-23, this article can benefit your readers at any time.
�

***
The best way to catch a knuckleball is to wait until the ball stops
rolling and then pick it up.

—Bob Uecker
***

***
Courage is the first of human qualities because it is the quality
which guarantees all others.

—Winston Churchill
***

***
You don’t save a pitcher for tomorrow. Tomorrow it may rain.

—Leo Durocher
***

***
Don’t forget to swing hard, in case you hit the ball.

—Woodie Held
***

***
Baseball, it is said, is only a game. True. And the Grand Canyon
is only a hole in Arizona.

—George F. Will
***

(NAPSA)—When it comes to
selecting a snack food, conveni-
ence can be a key factor. Con-
sumers also tend to look for
snacks that are tasty, fun to eat
and that are good for them.
When asked in a recent survey,

nearly four in five adults (79 per-
cent) said they like their snack
foods crunchy, while about half
(52 percent) prefer chewy. A clear
majority (64 percent) prefer sweet
snacks, compared to about half
(54 percent) who like their snack
foods salty. In addition, 47 percent
said they prefer spicy snacks. The
survey was conducted by Harris
Interactive on behalf of Fisher
Nuts.
Consumer taste preferences

such as these and the ability to
select snacks that fit with an
active “grab and go” lifestyle have
helped to shape a new conveni-
ence store snack line from Fisher
Nuts.
The new product line includes

Energy Blend (Cashew/Al-
mond/Cranberry), Sea Salt and
Vinegar Peanuts, Sour Cream and
Onion Peanuts, Trail Mix, Whole
Cashews, Roasted/Salted Al-
monds, Deluxe Mixed Nuts, Cajun
Salsa Peanuts, Cashew Halves &
Pieces, Dry-Roast Pistachio (In
Shell), Honey-Roasted Peanuts,
Roasted/Salted Peanuts, and Hot
and Spicy Peanuts.

The products are available in
single-serve packages, which
range from 1.5 to 2.5 ounces each
and are designed to easily slip
into a purse, shirt or pants pocket
for when on-the-go consumers
want a snack that’s convenient,
tasty and nutritious.
Julie Nargang, Director of Cor-

porate Marketing, National
Brands, at John B. Sanfilippo &
Son—owner of the Fisher Nut
brand—said the company’s new
line of convenience store snacks is
designed to offer consumers a wide
range of textures and flavors, plus
better nutrition and substance,
when they’re in a hurry and want
something satisfying.

Nutty Facts
• What nut was believed in

medieval times to have healing

properties for headaches? The
walnut! Ancient Greeks believed
the walnut and its shell resembled
the human skull and brain.
Source: NutNutrition.com
• “Nuts tend to be filling, which

can actually help with weight con-
trol,” states Maureen Ternus, M.S.,
R.D., registered dietitian and
Nutrition Coordinator for the
International Tree Nut Council
Nutrition Research & Education
Foundation. Source: nuthealth.org
• The state of California is an

almond-growing powerhouse! The
Golden State produces nearly 100
percent of the USA’s almonds and
over 75 percent of the worldwide
supply. Source: NutNutrition.com
• Plus, nuts can offer a num-

ber of health benefits. The Har-
vard School of Public Health
found that men and women whose
diets include the largest amounts
of magnesium were less likely to
develop type 2 diabetes. Most con-
sume magnesium through foods,
such as whole grains, nuts and
leafy green vegetables.
• Also, eating a small handful

of nuts before bed may help you
get more sleep. Some nuts and
seeds, especially whole fibers and
ground sesame seeds, have a high
amount of the sleep-inducing
amino acid tryptophan.
To learn more, visit www.

fishernuts.com.

Flavorful Snacking Is Getting More Convenient

Convenience is the key to more
flavorful snacks.

When you cross from the Atlantic to the Pacific through the
Panama Canal, you are heading in a southeasterly direction.




