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(NAPSA)—Planning a wedding
or any large event can seem like a
daunting as well as a delightful
task. Fortunately, you can get
assistance with one aspect from a
well-established expert. 

Consider the multitude of wine
choices available to you. To help
you determine what to buy and
how to serve it, an authority on
quality wines for more than a
quarter century recommends a
few simple solutions. 

Wine is sold in many different
sized bottles. The familiar 750ml
bottles are perfect for placing on
the table at a seated reception. For
behind the bar, your bartender will
appreciate the larger double-sized
bottles, or 1.5 liter versions. These
serve up to 12 glasses of wine. The
small 187ml bottles are a great
idea for party favors. Try placing a
187ml Woodbridge White Zinfandel
in a muslin sack tied with a nat-
ural ribbon and a special message
from you to your guests. The fresh
pink color of the Zinfandel is festive
and evocative of your love.

When choosing wines to serve
at your reception, Woodbridge
winemaker David Akiyoshi en-
courages you to be daring. While
Chardonnay and Merlot are
trusted favorites and will cer-
tainly be enjoyed by your guests,
other varietals, such as Syrah and
Pinot Grigio, are wonderfully ver-
satile and heighten the flavors of
many dishes. Encourage your
guests to drink what they like and
forget the rules about red with
beef or white with seafood by plac-
ing both on the table. 

Think about matching the wine
choices to your personalities. The
Woodbridge Syrah from California
is bold and spicy, while the Pinot

Grigio has a light and lively profile.
That sounds like a perfect match.
Including a note on your menu why
you selected each wine will give
everyone a glimpse into who you
are. Engage your friends and fam-
ily by offering several different
wines and asking them to choose
the one that best describes their
own personality. It’s a great way to
break the ice with the in-laws. 

There are many events sur-
rounding a wedding. When making
your wine selections, consider the
other gatherings where you may
want to serve wine. Take into
account an engagement party, the
rehearsal dinner and the bridal or
couples showers. If you’re working
with a caterer to plan your recep-
tion and don’t see your favorite
wine listed, ask them if it can be
ordered.

Perhaps the best tip is to enjoy
your special day. Remember, your
guests are there to honor you, so
raise a glass of wine to yourselves
and to your friends and family
and toast to a wonderful future.

Wedding Tradition With Wine Country Style

When serving wine at a wedding
or other festivity, have fun match-
ing the wine’s profiles with your
and your guests’ personalities.

Alcohol To Get
Product Labels

(NAPSA)—Ever wonder how
many calories or carbs are in that
can of beer or glass of wine?

Or why candy, food and soda
products contain nutritional
labels while alcohol doesn’t? 

Thanks to the world’s largest
beverage alcohol company, you’ll
soon know. Starting in 2004, Dia-
geo North America will begin pro-
viding American consumers with
alcohol content, serving size,
macro-nutrients, carbohydrates
and calories for its products. This
consumer data will be included on
the company’s Web sites, in printed
promotional materials, and ulti-
mately on packaging materials.

Diageo’s brands include Smirnoff,
Johnnie Walker, Guinness, J&B,
Bailey, Tanqueray, Captain Morgan,
and Beaulieu Vineyard and Sterling
Vineyards wines.

In a recent study, it has been
estimated that there are approxi-
mately 35 million Americans
watching their carbs. Yet, accord-
ing to a recent survey, 63 percent
of Americans did not know that
spirits like vodka, tequila, gin and
whisky are lower in carbs than
wine and beer. In fact, these spirits
have no carbs. The new alcohol
fact labels will satisfy consumers’
desire for this type of information. 

(NAPSA)—Diabetes is expen-
sive. According to the World
Health Organization (WHO), the
total healthcare costs for a person
with diabetes in the United States
are two to three times greater
than that of a person without the
condition.

In 1997, the most recent year
for which the WHO published a
figure, the cost of diabetes in the
United States was $44 billion,
including direct costs, such as med-
ical care and supplies, and indirect
costs, such as employee sick-time,
decreased productivity and prema-
ture mortality. This number is
believed to have increased, both
with inflation and the growing
prevalence of the condition.

Among the direct costs that
affect individuals with diabetes
and their families that first come
to mind are expenditures such as
medical care, drugs and blood glu-
cose monitoring (BGM) devices
and supplies needed to maintain
health. There also are some less
obvious costs, such as payments
for health and life insurance. 

To help individuals and fami-
lies manage both the disease and
the costs associated with it, Roche
Diagnostics, a manufacturer of
ACCU-CHEK® brand BGM devices
and supplies, advises people with
diabetes—and any other chronic
health condition—to get to know
their co-pay.

“Insurance coverage and reim-
bursement have become increas-
ingly complicated over the past
two decades,” said Nancy Lon-
singer, vice president of marketing
at Roche Diagnostics. “Coverage
and reimbursement are dependant
upon a number of factors, includ-
ing the patients’ health and age.”

“There was a time when some
people had traditional insurance

plans that may have included
medical and drug coverage and
often, our employers paid our pre-
mium and we didn’t really worry
about it. And while the variety of
plan options available today allow
for a lot of flexibility and choice, it
also can be very confusing.” 

Coverage for drugs, devices and
supplies that are sold at retail
pharmacies can be particularly
perplexing as insurance plans and
pharmacy benefit managers may
have formularies, or preferred
product lists, that affect the con-
sumer ’s out-of-pocket co-pay
charge.

“Our research tells us that prod-
ucts covered by insurance rank
fairly high on the list of what peo-
ple really want when they pur-
chase diabetes management prod-
ucts,” said Lonsinger. “But the real
benefit isn’t just in coverage. It’s in
getting the most out of your policy.”

Among the five top BGM prod-
ucts, ACCU-CHEK test strips have
the lowest national average co-pay
at $11.86. Out-of-pocket patient
costs for other top brands range
from 4.6 percent to 35.2 percent
higher, on average.

Furthermore, the American
Diabetes Association (ADA) has
found that the higher the co-pay,
the less frequently people with
diabetes test their blood glucose
level, an important aspect of man-
aging their disease. This leads to
poorer health outcomes.

“Bottom line, the cost to fami-
lies is not just in dollars and
cents,” said Lonsinger. “We know
that actively managing your
health can help to improve—even
save—lives.”

For more information on
understanding your insurance pol-
icy and benefits for BGM prod-
ucts, visit www.accu-chek.com.

Understanding Your Co-Pay

(NAPSA)—This year the ham-
burger and bun celebrate their
diamond anniversary debut at the
St. Louis Worlds Fair of 1904.
Legend holds that America’s
favorite barbecue food was born
when Mongolian and Turkish
tribes (known as Tartars) began
shredding beef and placing it
under their horses’ saddles to be
tenderized as they rode. Thank-
fully, Americans prefer to place
their beef under a bun, but this
timeless treat still manages to
find itself partnered with interest-
ing toppings. Crisp onion rings,
grilled onions and all-meat chili
are just a few of the over one mil-
lion topping combinations served
across the nation’s top family-
friendly restaurants such as
Johnny Rockets.  

“The Original Hamburger that
was introduced in 1904 can still
be enjoyed the old-fashioned way,”
said Mike Shumsky, chairman
and CEO, The Johnny Rockets
Group, Inc. “Today, we serve ham-
burgers in over one million differ-
ent ways to accommodate our cus-
tomers, while holding tight to the
tradition set 100 years ago!” 

Johnny Rockets features the
Original Hamburger that embod-
ies the tasty simplicity of the first
hamburger from 1904. Stop by
and celebrate the 100th anniver-

sary of the hamburger at Johnny
Rockets during National Ham-
burger Month in May. Johnny
Rockets would like to share its
famous recipe for the Original
Hamburger for all Americans to
enjoy. 

The Johnny Rockets Origi-
nal Hamburger Recipe:

1⁄3-pound fresh ground beef,
seasoned, hand pressed and
grilled, fresh lettuce, tomato
slice, chopped onion, sweet
relish, dill pickle, mustard,
mayonnaise and a fresh ham-
burger bun. For optimum
results, set the grill tempera-
ture at 375 degrees, sear the
hamburger meat for 30 sec-
onds on each side, press three
times then cook for three min-
utes, flip the hamburger over
and cook for an additional 3
minutes.          

America Celebrates The 100th 
Anniversary Of The Hamburger

(NAPSA)—Imagine being “blind
with light.” That’s how some people
with an eye disease called kerato-
conus describe their vision. 

The disease
has no known
cure and some
who have it don’t
know it because
it often begins as

a common vision disorder, such as
nearsightedness and astigmatism. 

Keratoconus causes the cornea
to progressively thin and distort
while changing shape, resulting in
blurry vision. It can severely affect
the way we see the world, including
simple tasks such as driving,
watching TV, or just reading a
book.

The cornea is normally a round
or spherical shape, but with kerato-
conus, it bulges, distorts into more
of a cone shape. This affects the
way light enters the eye and hits
the light-sensitive retina. 

While the cause is unknown, sci-
entists believe genetics, excessive
laser eye surgery, and atopic dis-

eases such as hay fever, eczema
and asthma may be factors. 

According to Dr. Arthur Epstein,
director of the Contact Lens Service
of North Shore University Hospital,
NYU School of Medicine and chair-
man of Optometry for the Center
for Keratoconus, “If left untreated,
the disease can severely affect the
way keratoconus patients see the
world.” 

The key, he adds, is to catch the
disease early. The onset is usually
during adolescence, but can happen
in children as young as six. It may
progress rapidly or take years to
develop. The vision loss can usually
be corrected by glasses at first, but
eventually gas permeable contact
lenses and, in some cases, corneal
transplants are necessary. 

For more information, see your
eye doctor. To get answers to fre-
quently asked questions, learn
about the latest research and share
your experiences with other people
with keratoconus, you can also visit
the Center for Keratoconus on the
Internet at www.KCenter.org. 

Don’t Be Blinded By The Light

***
The price of greatness is respon-
sibility.

—Winston Churchill
***

***
Shallots are for babies; Onions
are for men; garlic is for heroes

—unknown 
***

***
The best wine is the oldest, the
best water the newest.

—William Blake 
***

***
An apple is an excellent thing—
until you have tried a peach.

—George du Maurier
***




