Discover the Good Taste of Kasha
in a Classic Louisiana-Style Dish
(NAPSA)—If you don’t know
kasha, you’re not alone. Many
people are simply unfamiliar
with these roasted buckwheat
groats. They’re surprised to find
that kasha has been in their
supermarkets all along (usually
alongside grains such as rice, or
with kosher foods), and that it
tastes great as a part of everyday
dishes.
In Kasha and Shrimp Jambalaya, for instance, nutty-tasting
kasha mixes well with the rice
that is typical of the dish, creating
a heartier version of a well-loved
classic. The lively ingredients
associated with Louisiana-style
cookery—including spicy sausage,
celery, onions, peppers and tomatoes—add up to an appetizing onepot meal that’s sure to go in the
“keeper” recipe file.
Kasha qualifies as a “super
grain” that is not only rich in complex carbohydrates, but contains
the highest-quality protein available from plant food. And exciting
new research indicates that the
protein in kasha is even more
effective than soy in lowering
blood cholesterol levels.
To request more information on
kasha’s impressive nutritional
benefits, send an e-mail to
info@lewis-neale.com or a stamped,
self-addressed business-size envelope to: Kasha Nutrition, 49 E. 21st
St., New York, N.Y. 10010.
KASHA and SHRIMP JAMBALAYA
3

⁄4 cup whole kasha
⁄2 cup long-grain rice (not
converted)
2 tablespoons vegetable oil
1 package (4 oz.) chorizo,
sliced (about 3⁄4 cup)
1
⁄2 cup sliced celery
1

Adults Urged To “Pitch In!”To Reduce Litter
Explore America’s Heritage
(NAPSA)—Domestic travel is
an increasingly popular way to
learn more about our nation’s rich
heritage, and see some of the spectacular wonders—both natural
and man-made—that America has
to offer.

Kasha adds robust flavor to this
nutrition-minded jambalaya.
1

⁄2 cup diced onion
⁄2 cup diced sweet green bell
pepper
1 can (14.5 oz.) diced
tomatoes and chilies
1 pound shelled cooked
shrimp or 2 cups cooked
chicken chunks
1 teaspoon salt

1

In a large skillet (preferably
nonstick), over high heat, cook
and stir kasha and rice until
toasted, about 3 minutes; remove to a bowl. To skillet, add
oil; heat until hot; stir in chorizo, celery, onion and bell
pepper; cook and stir over
medium-high heat until onion
is tender, about 5 minutes.
Add kasha and rice mixture
along with 2 3 ⁄4 cups boiling
water. Cover and simmer until
kasha and rice are tender, 8 to
10 minutes. Stir in tomatoes,
shrimp and salt; cover and
cook until hot, about 2 minutes. If desired, garnish with
chopped parsley and/or thinly
sliced green onion.
YIELD: 4 portions

You can learn a lot about a city
when you explore with someone
who lives there.
One example of a program
that’s a passport to a delightful
vacation adventure, but for which
you don’t need a passport, is
“Hampton Fun Escapes: A Friends
& Family Vacation.” This program
invites Hampton Roads (Virginia)
residents to invite friends and relatives to visit and enjoy the
region’s attractions, restaurants,
shopping, recreation and dining.
The program includes a Value
Card packaged with a Visitor
Guide, calendar of events and souvenirs. The Value Card extends
savings on attractions admissions,
recreation, merchandise and dining to up to four people. Priced at
$20, the package is distinctive, yet
affordable, and allows people to get
the biggest bang for their buck
while visiting Hampton.
For further information, individuals may contact Hampton Visitor Center at (757) 727-1102 or
visit the program’s Web site at
www.hamptoncvb.com.

Tweens, Teens And Cool Room Trends
(NAPSA)—Although commonly
regarded as Generation Y, when it
comes to decorating their rooms,
today’s tweens and young teens
(ages 8 to 14) can be described as
Generation “I” for individuality,
say design experts.
“Imagination, independence
and individuality are the words
that describe the style of children
ages 8 to 14,” said Jackie
Hirschhaut, vice-president of the
American Furniture Manufacturers Association (AFMA).
According to AFMA’s survey of
500 children ranging from the
fourth through the ninth grades,
America’s tweens and teens are
eager to express their personalities.
Younger children, ages 8 to 10,
expressed a desire for more
grown-up furniture, as well as a
change in the colors and accessories in their bedrooms. Older
children, ages 11 to 14, declared
their need for additional pieces to
add to their rooms.
“Furniture manufacturers have
addressed both of these childhood
concerns,” said Hirschhaut. “Some
of the most popular collections are
those that offer additional pieces
as the child grows older, such as
versatile storage units and
armoires for housing televisions
and electronics.”
When asked what piece of new
furniture they would most like to
add to their bedrooms, the most
frequent answer among all ages
was a place to sit, such as a sofa
or chair, followed by a new bed, a
computer workstation or desk,
and a dresser.
According to the survey, girls are
more likely to get their decorating
ideas from magazines and at the

Tips for Decorating Harmony
from the American Furniture
Manufacturers Association:
• Team Spirit. Involve your child in the
process. Solicit his or her opinion on fun
stuff such as color and accessories.
• Do Your Homework. Flip through
magazines and encourage your child to
show you what he or she likes.
• Don’t Forget the Eraser. Make
room for new furnishings by moving out
things that no longer fit into your child’s
lifestyle.
• Write a Wish List. Decide what’s
most important. What do you want? What
do you need?
• Accessories Express. Lamps,
artwork, area rugs, throw pillows and
picture frames are a wonderful way for
your child to make a statement.
mall, while boys get ideas from
themselves and from friends. Other
influences young people listed
include parents and television.
“When it comes to buying furniture for your children, be sure to
consider their hobbies and interests,” said Hirschhaut. “It’s important to reflect each child’s unique
personal style in both the furniture and decorating scheme of his
or her bedroom.”
Among the wide array of
available choices, current trends
include the use of varied woods,
veneers and decorative finishes;
creative storage solutions; and
upholstery scaled for youth
rooms.

(NAPSA)—Although there
aren’t any disco lights, polyester
suits or platform shoes anywhere
to be seen, a leading beer maker
has reached into the 1970s to
bring back a successful anti-litter
educational campaign—to help
address litter concerns in the new
millennium.
In doing so, Anheuser-Busch,
the world’s largest brewer, has
teamed with the Izaak Walton
League of America (IWLA), an
organization that also believes
Americans want to see litter put
in its place.
The “Pitch In!” campaign is
based on a successful effort that
debuted in 1971, in cooperation
with the United States Brewers
Association. During its heyday,
the campaign tagline became part
of popular culture and helped
strengthen litter prevention
efforts across the country.
However, as new programs and
public policy solutions came along
to address litter, the “Pitch In!”
campaign became less prominent.
Yet many organizations, including
IWLA, have been active all along
in preventing and fighting litter.
As early as the 1920s, IWLA and
its chapters were fighting litter at
the grassroots level—battling the
“Litterbug” in the 1950s and continuing its activism by implementing ongoing community clean-up
efforts.
“Both Anheuser-Busch and the
Izaak Walton League have been
involved in landmark anti-litter
efforts,” said Joshua Winchell,
director of IWLA’s Outdoor Ethics
Program. “Our ongoing commitment to the fight against litter is
underscored by this new partnership. This anti-litter campaign
will unite the complementary skill
sets and experience of both organizations to forge an effective,
grassroots approach in the battle
against litter.”
Anheuser-Busch and its wholesalers have been involved in litterprevention efforts for more than a
decade, according to Charles
Poole, director of environmental
communications.
Keeping with this tradition, a
variety of items to help individuals and communities prevent litter are being offered as part of the
new “Pitch In!” campaign. In addition, the campaign is designed to

increase awareness about the
impact of litter in our communities and promote the importance
of individual responsibility in preventing the problem.
“Since the successful campaign
in the early ’70s, litter in our communities, our parks and on our
roads and highways has reemerged as an issue of concern for
many people,” said Poole. “We felt
strongly that the time had come to
provide renewed support for those
who need the tools and information to attack this problem.
Clearly, the time has come to
remind everyone to ‘Pitch In!’”
Materials being provided to
support the campaign are available through local AnheuserBusch beer distributors and
national and local chapter offices
of IWLA. These materials include:
• A community litter prevention guide and brochure which
help individuals and groups
understand how to organize a
community clean-up and provide
important educational information about litter prevention.
• A contemporary version of
the 1971 “Pitch In!” logo, which is
featured on bumper stickers,
trash bags, car litter bags and
window stickers for use in cars
and homes.
• Newspaper and outdoor
advertisements will be placed in
communities around the nation to
discourage littering and encourage the community to “Pitch In!”
“This effort was a good idea 30
years ago, and it’s a good idea
today,” said Richard F. Keating,
vice president and senior government affairs officer for AnheuserBusch. “We have consistently urged
policy leaders to look first to the
effectiveness of voluntary educational efforts before imposing legislative solutions to address litter.
Our broad network of distributors
and IWLA’s even broader grassroots organization will help ensure
that ‘Pitch In!’ is as big of a success
today as it was back in the 1970s.”
For more information about
Anheuser-Busch’s efforts to help
protect and preserve the environment, or to download a copy of the
publications and “Pitch In!” logo,
visit www.abenvironment.com.
For information about IWLA’s various conservation efforts, visit
www.iwla.org.

(NAPSA)—In response to the
war on terrorism a new, no-cost
American Patriotism program featuring Internet-based lessons
about American history is now
available worldwide. The “American Patriotism Program” was put
together by William J. Bennett,
the former Secretary of Education.
Proceeds from the sale of an
optional Patriotic Songs CD will be
donated to the Tragedy Assistance
Program for Survivors, Inc.
(TAPS), a non-profit organization
helping those who have lost loved
ones who were actively serving
their country in the Armed Forces.
K12’s patriotism lessons can be
accessed at no charge by logging
onto www.K12.com or calling 888968-7512 toll free.
Stroke clinical trials are considered to be crucial because only limited treatments are currently
available for stroke patients. Clinical trials research drugs, medical
devices or therapies, determining

their safety and effectiveness. Anyone interested in participating in a
clinical trial may contact the FDA
at 301-827-4460 or www.clinical
trials.gov. Currently, there are
more than 130 clinical trials
involving stroke research. For
more stroke information, contact
National Stroke Association at 1800-STROKES or www.stroke.org.

Peru granted voting rights to
women in September 1955.

Check Out
These Web Sites:
Valley Forge National Historical
Park at www.valleyforge.org/
np.
The Stouffer’s® “Dream Ticket”
Essay Contest at www.Stouf
fers.com.
National Marrow Donor Program at www.marrow.org.
Collegiate Funding Services at
www.cfsloans.com.
The Tylenol Scholarship Fund
at www.tylenol.com.
National Weight Control Registry at www.nwcr.ws.
U.S. Postal Inspection Service
at www.usps.com/postalinspec
tors.
Women in Science at www.
loreal.com.
Meridian Vineyards at www.
meridianvineyards.com.
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