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(NAPSA)—Pets can delight,
amuse, befuddle and confuse their
owners with their quirky, amusing
and often annoying behavior.

Fortunately, two new books
may help pet owners decipher the
strange and fascinating actions of
their furry friends.

“Why Do Dogs Drink Out of the
Toilet? 101 of the Most Perplexing
Questions Answered About Ca-
nine Conundrums, Medical Mys-
teries & Befuddling Behaviors”
(HCI Books, $12.95) takes an
irreverent and informative look at
the curious habits of canine com-
panions. The book answers dozens
of questions, including “Can dogs
get sunburned?” (yes) and “Are
some dogs on Botox?” (yes).

In this entertaining book,
Marty Becker, DVM, the “Good
Morning America” vet, and syn-
dicated pet-care columnist Gina
Spadafori give pet owners the
skinny on things they may think
about dogs but never dare to
ask. (Yes, some are prescribed
Viagra!)

With its mix of humor and
practical information, this book
makes a great gift for dog lovers
and trivia enthusiasts.

If cats are your idea of a “purr-
fect” pet, then you may prefer “Do
Cats Always Land on Their Feet?
101 of the Most Perplexing Ques-
tions Answered About Feline
Unfathomables, Medical Myster-
ies & Befuddling Behaviors” (HCI
Books, $12.95). 

This quirky compendium re-
veals the answers to questions such
as “Do cats purr only when they are
happy?” (no, cats also purr when
injured, giving birth—even when
they’re dying) and “Can cats see in
the dark?” (not really, although
they can see more than people).

Also written by Becker and
Spadafori, the book offers plenty
of fascinating trivia, such as
where the term “cat’s pajamas”
comes from and what exactly is in
that hair ball your cat just
coughed up. 

Cat lovers may just curl up to
this entertaining mix of laugh-
out-loud humor and practical
information.

For more information on both
books, visit www.hcibooks.com.

If your pets are puzzling, two new
books may offer just the pointers
you need.

Canine Conundrums And Feline Unfathomables

Enjoy The Season—And
Get Your Shopping Done

(NAPSA)—Many think the hol-
idays really can be the most won-
derful time of the year—if you
have time to find all the gifts you
want to give. 

Some say direct selling—the
sale of products and services on a
person-to-person basis at home,
work or at themed parties—is one
way consumers can shop while
enjoying holiday fun with family
and friends.

According to the Direct Selling
Association (DSA), the holidays
present consumers with an op-
portunity to explore the unique
products and services available
through direct selling. 

Today, shoppers can buy almost
any gift from the comfort of their
homes, including books, toys and
games, travel packages, cosmetics,
pet products and more. 

“We’ve found that people enjoy
the personal touch that sales rep-
resentatives offer their guests at
home parties,” said Amy Robin-
son, a spokeswoman for DSA. 

To learn more, visit
www.dsa.org. 

It’s estimated that Americans
bought nearly $30 billion worth of
goods and services through di-
rect sales in the last year.

(NAPSA)—While everyone
knows that there’s no such thing as
a “free lunch,” travelers do like to
look for a free breakfast and will
often select a hotel that offers one.

That’s just one finding from a
recent survey—conducted by Harris
Interactive and commissioned by
Best Western International. The
survey findings offer some insight
into what travelers of all ages look
for when booking a hotel and what
customer service means to them. 

Here are some key highlights:
• The top three considerations

travelers indicated when choosing
a hotel were price (78 percent),
convenient location (64 percent)
and free breakfast (49 percent). 

Interestingly, travelers 55+ are
more likely to choose a hotel based
on convenience of location (70 per-
cent) than younger travelers be-
tween the ages of 18 and 34 (56
percent), who don’t feel location is
as important when booking a hotel.

• On the other hand, younger
travelers between the ages of 18
and 44 tend to book hotels that
offer fitness centers and pools (45
percent). 

• Travelers of all ages agree
that room service or a restaurant
on-site is important when choos-
ing a hotel (18-34: 31 percent and
55+: 31 percent).

Regarding customer service pro-
vided by hotels, U.S. adults who
stay in hotels say that free parking
(75 percent), the concept of feeling
“at home” when they’re a guest (67
percent) and having a strong
knowledge about the local area—
and thus being able to share valu-
able tips and highlights (63 per-
cent)—score highest when it comes
to excelling at “customer care.”

• Other top responses include
offering free essential toiletries
(beyond shampoo and soap) when
they’re forgotten (63 percent), pro-
viding a free airport shuttle (54
percent), providing a free local
newspaper or USA Today (51 per-
cent), offering free products in the
room (such as coffee, mouthwash
or lotion) (35 percent) and provid-
ing a free bottle of water in the
room at check-in (35 percent).

“For more than 60 years, Best
Western has provided travelers
with convenient locations and a
range of amenities including
breakfast and free high-speed
Internet,” said Best Western’s Ric
Leutwyler. “Guests who see the
Best Western sign know that they
can expect the same high level of
customer care, comfort, service
and value anywhere they go
around the world.”

To learn more, visit the Web
site at www.bestwestern.com.

Survey Provides Insights Into Travelers’ Needs

Hotels like the Best Western Ster-
ling Inn in Michigan offer cus-
tomers special amenities such as
an indoor water park, pictured
above. More travelers over 55 are
“grandtripping”—the trend of
grandparents traveling solely
with their grandchildren.

(NAPSA)—A new book and
booklet could help many of the 20.8
million Americans with diabetes
better manage their condition. 

Safe Travels
The book dispels a number of

myths and facts surrounding dia-
betics and travel:

Myth: It’s not safe for someone
with diabetes to drive in an emer-
gency situation.

Fact: As long as there is access
to a source of glucose in case of
hypoglycemia and regular blood
glucose checks, people with dia-
betes can drive safely.

Myth: People with diabetes
can’t fly because security restric-
tions won’t allow them to carry
insulin/diabetes supplies on the
plane. 

Fact: As long as people have
documentation from a doctor stat-
ing that they have diabetes and a
copy of their prescriptions, they
can carry their diabetes supplies
with them on the plane.

Myth: Insulin is the same
around the world, so if you’re
unexpectedly stranded in another
country, any insulin will do. 

Fact: Insulin is distributed in
different strengths in different
countries. Always check with the
pharmacist in the area you are in
to learn how much insulin you
should take. 

Called “The Diabetes Travel
Guide” and released by the Ameri-
can Diabetes Association, the guide
also includes information on
preparing and packing necessary
supplies for a trip; traveling by
land, sea or sky; eating well; coping
with unexpected illness and more. 

Disaster Preparedness
It’s important that diabetics

take care of their conditions, even
when a disaster strikes. 

“In an emergency situation, it’s
easy to become preoccupied and let
one’s diabetes care plan slip. This
could cause a person to become very
sick, creating another emergency
for him and his family,” explains
Vivian Fonseca, M.D., MRCP, Chair
ADA Disaster Response Task Force
and professor of medicine and phar-
macology, Tulane University School
of Medicine. 

The American Diabetes Associa-
tion’s “The Disaster Preparedness
Guide For People With Diabetes”
may help. It offers specific advice on
how to prepare for emergencies.
The book includes tips such as:
Always be certain your medication
is well stocked and make sure peo-
ple in your family know about your
condition and any special dietary
needs you may have. 

“Everyone needs to be prepared
for emergencies—but a person
with diabetes has additional issues
to consider,” says Dr. Fonseca. 

To order either guide, visit
http://store.diabetes.org or call 1-
800-232-6733.

Dealing With Disasters Or Travel Can Be Managed More 
Easily By The 20.8 Million Americans With Diabetes, 
Thanks To Two New Publications Offered By ADA

A new guide could help people
with diabetes maintain their care
during a disaster. 

(NAPSA)—Autumn arrives, and
with it a harvest of rich golds,
rusts, crimsons—and pink? During
National Breast Cancer Awareness
Month in October, everything from
clothing and accessories to favorite
foods and household goods takes on
shades of pink to raise money for
breast cancer research and support
services. 

“October has become a hugely
important time for educating
women and rallying support to
fight the disease,” said Diane
Blum, one of the co-founders of
National Breast Cancer Awareness
Month and Executive Director of
CancerCare®, a national non-profit
organization that provides free
counseling and support services to
anyone affected by cancer. 

Last year, the Tic Tac® brand
launched a partnership with
CancerCare® in which the com-
pany developed a special “Pink Rib-
bon Box” for its classic Freshmints
flavor. Now in its second year, the
Pink Ribbon Boxes are a simple yet
meaningful way to make a personal
and monetary contribution to those
affected by breast cancer and in
need of professional support. Five
cents from the sale of each Pink Tic
Tac Box, up to $100,000, goes to
support CancerCare’s breast cancer
programs.

“The collaboration with the Tic
Tac® brand is just one example of
how inexpensive, everyday pur-
chases can make a significant con-
tribution,” said Blum. “When we
founded National Breast Cancer
Awareness Month, most people
did not want to address the dis-
ease. Today, we are happy to say
the topic is discussed openly and
freely—and womens’ lives are

being saved—due to the support of
corporate partners and concerned
individuals across the country.” 

2006 marks the 22nd anniver-
sary of National Breast Cancer
Awareness Month, which is de-
signed to educate women about
breast cancer detection, diagnosis
and treatment. Since the program
began in 1985, mammography
rates have more than doubled for
women age 50 and older, breast
cancer deaths have declined and
the initiative has grown to be one
of the most recognizable health
awareness initiatives in the
United States.

For more information about
support services for people
affected by breast cancer, go to
www.cancercare.org.

In October, Pink Is The New Black

Common products come dressed
in pink in support of Breast
Cancer Awareness Month.

***
Laughter is not at all a bad
beginning for a friendship, and
it is far the best ending for one. 

—Oscar Wilde
***

***
All men who have achieved
great things have been great
dreamers. 

—Orison Swett Marden 
***

**
Speak clearly, if you speak at
all; carve every word before you
let it fall. 

—Oliver Wendell Holmes, Jr. 
***

***
Too often, the opportunity
knocks, but by the time you
push back the chain, push back
the bolt, unhook the two locks
and shut off the burglar alarm,
it’s too late. 

—Rita Coolidge  
***




