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(NAPSA)—Physicians deliver-
ing a diagnosis of breast cancer
often face a shocked and confused
patient. While helping a woman
navigate through these intense
emotions, physicians must also
provide complex education on the
wide variety of treatment options
now available. 

The discussions between doctor
and patient are significant. A
woman’s treatment choice at this
critical juncture can change her
future prognosis. How she is coun-
seled, how she processes the infor-
mation and which treatments are
offered can be essential factors for
a healthy future. 

Unfortunately, the dynamic
between patient and doctor is rarely
studied and often misunderstood,
which is why Research to Practice,
a medical education company based
in Miami, Fla., decided to examine
the values and perspectives of
women with breast cancer. The
group hoped to shed light on the
patient-doctor exchange and
demonstrate that some women
would prefer more options during
counseling.

To begin the project, Neil Love,
M.D., President of Research to
Practice and a medical oncologist,
held “Town Hall” meetings in New
York, N.Y., Miami, Fla. and Hous-
ton, Texas for breast cancer sur-
vivors and their loved ones. Dur-
ing these daylong meetings, more
than 1,200 participants were
asked, via anonymous handheld
keypad polling, about the different
factors used to make their initial
treatment choices (all participants

were at least one year from pri-
mary diagnosis). The women were
also surveyed about their overall
comprehension of discussions they
had with their doctors and inter-
est in participating in clinical tri-
als. Utilizing a panel of renowned
breast cancer research leaders,
Love presented various medical
scenarios to them and asked par-
ticipants to vote on which treat-
ment they would choose if faced
with a similar diagnosis. 

“We wanted to evaluate the
complicated alternatives avail-
able to women during initial diag-
nosis, and how physicians can
effectively present and discuss
the options,” Love said. “By ana-
lyzing how an individual woman
perceives the risks and benefits of
common therapeutic interven-
tions—such as chemotherapy and
hormonal therapy—physicians
will be better able to guide
patients through the difficult
decision-making process.”

The survey resulted in several
surprising outcomes. A large per-
centage of women with breast can-
cer would choose to undergo
chemotherapy, even if it only min-
imally reduced the risk of breast
cancer mortality. For example, 56
percent of women would undergo
four to six months of potentially
toxic chemotherapy for a one per-
cent reduction in the risk of dying
of breast cancer.  

Another major finding related
to choice of hormonal therapy in
women with tumors containing
estrogen-receptors. In post-
menopausal scenarios, many sur-

vivors preferred treatment with
the aromatase inhibitor Arimidex
(anastrozole) in lieu of a more tra-
ditional approach with tamoxifen.
More of the attendees preferred
the side effect profile of anastro-
zole and the likelihood that this
therapy would be preferred
increased significantly as the risk
of relapse in the theoretical sce-
nario increased.

In pre-menopausal, high-risk
situations, attendees chose a com-
bination of tamoxifen and ovarian
suppression. Both hormonal inter-
ventions have demonstrated
promising results in recent clinical
trials.

Many women also wanted to
receive counseling from their
physicians about the option of
adjuvant Herceptin (trastuzumab)
in high-risk situations, despite
unproven benefit. Most also indi-
cated that they would not agree to
participate in a clinical research
study evaluating this intervention
because they were unwilling to
have a random assignment of the
therapy.

“This information will help us
decipher how patients make
choices in regards to treatment
options,” Love said. “It also sends
a message to physicians to be
open to the idea of presenting all
options to their patients.”

Research to Practice is a med-
ical education group based in
Miami, Fla. specializing in physi-
cian and allied health professional
education. For additional informa-
tion on the results contact Brian
Moss at 305-377-2828.

Breast Cancer Survivors Weigh In On Treatment Options

(NAPSA)—Most happy couples
planning a honeymoon seem will-
ing to invest significantly in the
trip. In fact, honeymoons account
for a $7 billion-a-year industry,
with newlyweds spending an aver-
age of $3,719 on a honeymoon,
according to Condé Nast Bridal
Infobank.

“The honeymoon is the start of
married life. The goal is to make
the trip as magical as possible, and
for many young people that means
making their first foray into the
world of luxury travel,” explained
Yolanda Crous, senior travel editor
of BRIDE’S Magazine. 

Couples should, however, be
prepared for unforeseen circum-
stances that could hamper care-
fully made plans. 

“I advise couples to buy travel
insurance. Honeymoons are not
only financial investments, they’re
emotional investments and the
last thing you want is for the
biggest trip of your lifetime to be
postponed or taken away from you
entirely,” Crous emphasizes. “It’s
worth spending a little extra
money to save yourselves the frus-
tration further down the road.”

A leading travel insurance
provider recommends that honey-
mooners carefully investigate travel
insurance options to find one that
meets their specific needs. “Travel
insurance is a great value—about
five to seven percent of the total
cost of a trip. For such a relatively
small investment, couples buy
peace of mind in a very economical
way,” said Beth Godlin, senior vice
president of Access America. 

“Decide whether you want insur-
ance that covers travel supplier
bankruptcy, trip cancellation or
interruption and delays due to
missed connections or lost baggage,”

Godlin advises. “Also, if you are
traveling overseas, you may want to
consider getting concierge and
emergency assistance services.”

Crous suggests couples use
travel agents when planning their
honeymoons, because, “if some-
thing problematic happens, they
have help at their fingertips.” 

Travel agents can be a great,
independent source of information
and can recommend insurance
that best suits each traveler ’s
needs. When purchasing insur-
ance, ask about coverage that pro-
vides protection for:

• Airline, tour, cruise or other
supplier bankruptcy;

• Trip cancellation and inter-
ruption for other reasons;

• Accidents before or during
your honeymoon that might pre-
vent traveling;

• Missed connections, travel or
baggage delays; and

• Concierge and emergency
assistance.

For more information on travel
insurance, talk to your travel agent
or visit www.accessamerica.com. 

Protecting Your Honeymoon

A happier honeymoon may start
with investing in a little travel
insurance before the wedding.

(NAPSA)—Hold everything. A
holding company with three major
subsidiaries may be revitalizing
one of the key corporate financial
strategies of the 1980s—mergers
and acquisitions, or, as it was
commonly known, M&A.

Typically, a company will
employ an M&A strategy to diver-
sify and increase its product line,
gain access to a new customer
base, prevent a key competitor
from gaining access to an opportu-
nity or to improve its financial
structure before going public.

In this case, when it opened for
business in January 2000 a com-
pany called CyberAds, Inc, origi-
nally started out as the marketer
and purveyor of several products
and services which it promoted
online. It recently changed its
name to Capital Assets Develop-
ment, Inc.—or CYAD. 

Initially positioning itself as a
provider of wireless communica-
tion solutions, CYAD has become
one of the largest cellular distrib-
utors, using Internet sales appli-
cations utilizing an affiliate net-
work and its own direct sale
distribution. 

Its cellular phone site,
www.freecellular.com, is ranked in
the top 5000 most visited Internet
sites in the entire world, with over
30 million visitors to the Web site
within the past three years and
an estimated one million new visi-
tors each month.

Recently, it diversified its sales
and marketing efforts and has
added several products to its port-
folio of services. Since it’s

estimated that 90 percent of the
customers who visit this site do
not have a major credit card, it
launched a Store Value Master-
Card. There are no credit checks
and everyone is approved. The
card's Web site is www.approved-
bankcard.com and it provides a
service to adults that currently do
not have a MasterCard or other
major credit card.

Currently there are 41 million
Americans without insurance and
the numbers continue to increase
as premiums skyrocket. To take
advantage of this trend the com-
pany launched a discount health
card in March 2003. The Web site
for the health card is www.benefi-
cialhealthcare.com. Visitors to the
site are said to have access to a
wide range of discounts for ser-
vices from the healthcare indus-
try. Since the holding company is
publicly traded, it describes its
ongoing M&A strategy as a way to

provide added value to sharehold-
ers. It says that by using its exist-
ing base of what it describes as
“opt-in” customers, it can market
other products and services
through other affiliate networks
to generate additional income for
the company.

The holding company’s latest
venture consists of a 22 percent
stake in a luxury motor coach
country club located near Palm
Springs, California. Called “The
Vineyards,” the property is
described as a gated resort
designed with “the new age of
motor coach owners in mind.” The
resort is said to offer a regulation,
par 36 nine-hole golf course and
all the luxury amenities of a coun-
try club. CYAD is said to be plan-
ning to acquire the remaining 78
percent of the company.

This recent move into the
acquisition and development of
land and real estate has created a
shift in the company's operating
focus and after close counsel with
shareholders and advisors, CYAD
has become a land and real estate
developer. 

As “The Vineyards” effectively
put an additional $12 million dol-
lars to the company’s balance
sheet, creation of such value is
exactly what investors and mar-
ket makers want. 

The company is traded in the
over-the-counter market under
the symbol CYAD and says it will
achieve its goal of getting onto
NASDAQ, a feat hardly ever
accomplished by most OTCBB
companies.

Investors Intrigued By One Company’s Growth Strategies

A young holding company is revi-
talizing the mergers and acquisi-
tions strategy by careful selection
of its target acquisitions.

(NAPSA)—For a fun hairstyle
that spotlights volume and shine
at the crown, first wash your hair.
While still damp, apply RESULTS
Extra Texture Gel to roots. Blow
dry. Make a side part and gather
hair into a ponytail. Hold up the
front section and spritz with BIG
HAIR Great Body! Styling Spray.
Brush roots up and blow dry at
the root area. During parties,
revive with RESULTS Shine Shine
Shine Gloss and Refresh Spray,
say experts at  Charles Worthing-
ton RESULTS hair products. For
more hair hints, call 1-800-519-
8121 or visit www.cwlondon.com/
intro.htm.

Thanks to General Mills,
whenever you use the Box Tops
for Education Visa® Card or shop
online at the Box Tops for Educa-
tion Marketplace, a percentage of
your purchase will go directly to
your child’s K-8 school.  You could
be filling up your car, or buying
some books online, and at the
same time increasing your child’s
art supply fund. Sign up for the
Box Tops Visa Card, and 1 percent
of your purchases’ value go to the
school of your choice, whenever
and wherever you use it. This
card has no annual fee, and has a
low interest rate. To sign up,
please call 1-800-227-9605 or log
on to www.boxtops4education.

com. Each participating school
can earn up to $20,000 per school,
per year from cardholders’
purchases. 

The Mommy & Me company
has teamed up with Dolly to cre-
ate toys that encourage family
playtime, while developing young
minds. Designed for children
under 24 months, the Mommy &
Me line is based on child develop-
ment specialist Dr. Cindy Nurik’s
successful Mommy & Me play-
groups, classes and videos that
help parents make the most of
time spent with their children.
The line of toys incorporates the
colors, sounds and textures that
are most stimulating to babies.
The toys are found at Babies R
Us. For more information, visit
www.dolly.com or call 1-888-GO-
DOLLY. 




