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"THE DISPLACED HOMEMAKER
CENTER” AIDS THOSE IN NEED

Under the umbrella of Help of Southem Nevada is a program
called “The Displaced Homemaker" center. The focus of this pro-
gram is fo train qualified clients to become self sufficient through
active job seeking skills. If you have lost your major source ofincome
due to separation, divorce, death of a spouse or denial from public
assistance you will qualify for this program. Within the programiis an
Information and Referral Agent. Her purpose is to help you with so-
cial service referrals. Basic needs such as housing, food, and child
care, can sometimes become bamiers and deter job seeking.
Another component of the program is the job of the Career Devel-
opment Specialist, who will train you, teach you the process of job
seeking. Everything from values, goals and resumes to follow-up
and thank you letters is covered. We even teach “Dress For Success
For Less." Once you've gone through the workshop you will then be
assisted by the Job Developer. The Job Developer screens the
client for all possible areas of employment. Through ournetworking
with employers in the community she sends the client for interviews
in their area of interest. Bi-Weekly Job Clubs are held for those who
are either not working yet or have the day off in order to network, or
serve asa support group with other DH clients. We are here until you
don't need us. For information, please call 369-4357.
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diovascular disease, there is
good news: The prevalence is
lowerthan previously estimated.
Preliminary statistics from the
federal govemment's National
Health and Nutrition Examina-
tion Survey lll (NHANES IlI) now
show as many as 50 million
Americans aged 6 and older
have high blood pressure.
NHANES Il information was

mated in 1990 the number of
people with high blood pressure
was 63,640,000. Epidemiolo-
gists say the decrease can be
attributed to two factors.

First, there are probably
fewer Americans with high blood
pressure because of a healthier
lifestyle — more attention to
exercise and maintaining a
healthy body weight, reducing

collected from 1988 through the salt content of their diet and

1991. less cigarette smoking — due to

The LAS VEGAS SENTINEL-VOICE

publiceducation by the AHA and
others.

Second, the NHANES || sta-
tisticsare more reliablebecause
thy include information from
medical exams while NHANES
Il was based only on question-
naires.

Although high blood pres-
sure, also known as hyperten-
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stop him.

DRUNK DRIVING DOESN'T JUST KILL
DRUNK DRIVERS.

Alonzo Drake, killed 3/12791 at 10:53pn on Robbins Rd., Harvest, AL.
Next time your friend insists on driving drunk, do whatever it takes to

Because if he kills innocent people, how will you live with yourself?

& Ad] FRIENDS DON'T LET FRIENDS DRIVE DRUNK.

N
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sion, is easily detected, asmany
as 35 percent of people with the
disease are unaware they have
it. Of all hypertensives, 51 per-
cent receive no therapy, 28
percent are on inadequate ther-
apy and only 21 percent receive
adequate therapy.

Some other facts about high
blood pressure: It is a leading
risk factor for stroke; blacks and
whites in the southeastem U.S.
have a greater prevalence of
high blood pressure and higher
death rates from stroke than
those from other regions; the
cause of 90 to 95 percent of all
cases is unknown; people with
lower educational levels tend to
have higher blood pressure lev-
els.

However, there is more good
news about CVD:

* From 1981 to 1991 CVD
death rates declined 25.7 per-
cent. During the same 10-year
period the actual number of
deathsdeclined6.1 percentfrom
983,929 to 926,061.

* From NHANES Il to
NHANES lII, the estimated
number of American adults with
high blood cholesterol levels
(240 milligrams per deciliter or
higher) fell from49.4 million (27.7
percent) to 37.0 million (20 per-
cent). As with the change in
estimated prevalence of high
blood pressure, experts caution

that they cannot say that the
number of adults with high cho-
lesterol decreased by 12.4 mil-
lion because of different meth-
ods used in collecting the data.
However, the NHANES Il sta-
tistics are the most accurate
estimates currently available.
And there was most likely a
decline in the number of people
with high cholesterol.

“Heart and Stroke Facts”isa
41-page volume of information
about the heart, heart disease
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youroffering isintended to fill —
positioning. Ask yourself basic
questions: What business are
youin? Whatis yourgoal? When
you know the nature of your
business, your goal, your
strengths, your weaknesses,
your competitors strengths and
weaknesses, and the needs of
yourmarket, your positioning will
be much-easier to plan.
Selecting the creative ap-
proaches you will use to reach
potential customers will be eas-
ier too. Some of these ap-
proaches may include: adver-
tising, direct mail, public rela-
tions and special promotions.
The actual approaches under-
taken will be determined by the
results of youranalysis. Remem-
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Jhbors in other towns, in other smallvilages, all

The U.S. Committee of UNICEF is accepting eamnarked
donations for Somalia. Contributions may be sent to the US.
Committee for UNICEF, 333 East 38th Street, News York, NY
10016, For further information please call (212) 686-5522.

Founded in 1947, the U.S. Commitiee for UNICEF is the
oldest and largest of 35 national comm
round the word.
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and stroke. Some of the sec-
tionsin the book are: High Blood
Pressure; Heart Attack and
Angina; Arthythmias and Sud-
den Death; Risk Factors forHeart
Disease; Signals and Action for
Heart Attack; and Stroke. “Heart
and Stroke Facts” is accompa-
nied by “Heart and Stroke Facts:
1994 Statistical Supplement,” a
22-page volume of facts, figures
and graphs that present statisti-
cal information about CVD in
easy-to-understand tems.

ber, marketing is not effective

unless it sells.
Establish the core concept of
what the message is that you
want to relay to your customers
about your product or service.
The idea is to try to encapsulate
your thoughts in a core concept
that can be expressed in a mini-
mum amount of words. Ulti-
mately, this core concept can be
developed into your identity —
things like the best name for
your business, a catchy slogan,
etc. The objective is to achieve
clarity in the message you send
forth to potential customers.
Once that message is estab-
lished, everything in your mar-
ketingprogramis to be anexten-
sion of your identity and that
message: your business card,
the stationery, brochures, yel-
low pages advertising,. direct
mailings, general advertising...
your whole marketing package.
There are four points to
remember pertaining to your
marketing efforts: 1. You must
be committed to your marketing
program; 2. You must think of
that program as an investment;
3. You must assure clarity in
yourpromotional messages, and
(See Business, Page 21)




