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by Heinz Imhof
(NAPSA)—The World Food

Prize is a unique opportunity for
those committed to agriculture to
come together from a wide range
of backgrounds.

This year’s World Food Prize
laureate, Dr. Pedro Sanchez, is a
man whose research has made a
difference in the lives of hundreds
of thousands of subsistence farm-
ers and others depending on agri-
culture in the developing world.
Dr. Sanchez took an area of non-
productive tropical soil in Brazil
and through painstaking research
brought to life 30 million hectares
of land, so the total grain harvest
tripled.

By adopting his Agroforestry
approach, 150,000 farmers in
Africa have substantially in-
creased their yields, in some cases
by as much as 200 to 400 percent.

Real progress in the fight to
overcome poverty and hunger in
the developing world goes beyond
direct assistance to subsistence
farmers. The needs of rural devel-
opment must be addressed more
broadly and this includes funda-
mental needs such as education,
health and rural infrastructure.

While this is traditionally the
focus of public sector development
assistance, the private sector can
lend insights to public-private
partnerships, particularly in com-
munities where company opera-
tions are centered. 

Through Syngenta’s seed and
crop protection activities, our
industry has made a significant
contribution to increased crop
yields and developing products for
inhospitable conditions. We have
made progress on yield protec-
tion—through targeted control of
weeds, diseases and pests. In

doing so, we have focused on the
most effective ways to manage the
land currently in production and
provide farmers with the appro-
priate tools. 

Dr. Sanchez has demonstrated
that any practical application of
science and technology will have
to be closely applied to local condi-
tions. At Syngenta, we have pro-
moted crop enhancement through
seeds and crops adapted to local
conditions. We have created prod-
ucts that require less water for
use in arid regions.

The principles exemplified in
Dr. Sanchez’s work should inspire
and encourage us. 

Whether we can push back the
ravages of hunger and bring hope
to subsistence farmers, while pre-
serving natural resources—
depends on our joint skills and
ideas.

Heinz Imhof is chairman of the
board of directors of Syngenta AG.

Progress In The Fight To Overcome Hunger

Real progress in the fight
against world hunger goes
beyond direct assistance.

(NAPSA)—“All-inclusive” vaca-
tions are gaining favor as families
try to stretch their budget while
enjoying a memorable trip to-
gether. To avoid disappointment,
it’s a good idea to ask some simple
questions before booking an all-
inclusive family vacation.

“When you consider an all-
inclusive vacation, remember
that they are not all  created
equal,” says Julia Ryan, vice
president, Travelers Advantage.
“All-inclusive vacations gener-
ally fall into one of three groups
ranging from luxury to mid-
range to economical travel. If
you know what to ask up-front,
you’ll know which kind of trip
you’re paying for and under-
stand what’s included.”

Six questions to ask before
booking an all-inclusive family
vacation:

1. Is your destination equipped
to serve children? If so, is a Kids
Club or similar daycare program
provided as part of your package?
Spending time in a Kids Club
with children from all over the
world can add a real international
flavor to your child’s vacation.

2. Ask what water sports and
activities are included. Are motor-
ized water sports, like jet or water
skiing, included? Find out how
extensive the equipment is—it’s
frustrating to look forward to an
activity only to discover the equip-
ment is always in use. Also ask if
guided tours/excursions to inter-
esting places near the resort are
available, and whether there is an
additional charge.

3. Is there a refrigerator in the
room and, if so, is there a charge
for using food and drink stored in

it? Some resorts stock the fridge
at no charge to the consumer—a
nice touch.

4. Is the menu kid-friendly?
Are meals served buffet style (so
everyone can choose what they
want while they go through the
line) or à la carte and served by a
waiter (which may be better for
parents with small children). 

5. Ask if there are any charges
that have to be paid once you are
on the trip. For example: Do you
have to buy a bracelet for unlim-
ited drinks from the bar or do you
have to pay for each drink? Are
drinks only free at meals? Is
babysitting included or offered at
a minimal cost? Remember, on an
all-inclusive vacation, you are not
expected to tip.

6. How big is the room? Does it
have a balcony? Can you get a
suite or connecting rooms?

To learn more, visit www.travel
ersadvantage.com or call 1-800-
458-1028.

All-Inclusive Vacations: What You Should Ask

All-inclusive packages can
add up to big savings for families
traveling together.

Programs like Travelers Advantage (www.travelersadvantage.com or
1-800-458-1028) pass special savings onto its members so they can save
money on air travel, cruises, car rental and hotel accommodations, as
well as earn 5 percent cash back on reservations booked with preferred
providers. A three-month trial Travelers Advantage membership can be
enjoyed for only $1. The trial membership can be canceled at any time
during the three-month trial period  by calling toll free, and owing
nothing further. Unless the member calls to cancel, the membership
will be extended automatically for an entire year at the $79.99 annual
fee and automatically renewed annually upon expiration at the then-
current annual fee, billed to a credit card account, without the member
having to do anything further. Additionally, members may call toll free
to cancel at any time and receive a pro-rata refund of their current
membership fee.

(NAPSA)—Extra, extra, read
all about, “Tom Cruise and Nicole
Kidman Back Together.” “George
W and Colin Powell Perfect in
2004.” “Cookies and Candy Com-
bine for Ultimate Snack.” 

According to the aptly named
“Better Together” survey, it’s evi-
dent that America’s taste for pairs
is strong. Sixty-one percent of
Americans say Tom Cruise and
Nicole Kidman are better together
than they are apart, and nearly
half say they want to see Colin
Powell on the George W. Bush
ticket in 2004. 

When it  came to favorite
snacks, cookies and candy together
seemed to recipients like a great
match. One in three Americans
chose cookies and candy as their
favorite snack food. 

One candy manufacturer intro-
duced Cookies&, a new treat that
pairs some of America’s favorite
candy bars such as M&M’s, Snick-
ers, Twix and Milky Way with
another all-time favorite, cookies.
The new treat—Cookies& Snick-
ers, Cookies& Twix, Cookies&
Milky Way and Cookies& M&Ms—
is available in supermarkets and
drug stores nationwide and in a
10-count multipack.

In other pairing news, when
the question was asked, who
would be best fit to play the new
boyfriend of Carrie Bradshaw?

Sarah Jessica Parker’s character
in Sex in the City, Brad Pitt out-
distanced such formidable com-
petitors as Robert Downey Jr.,
Rob Lowe and Matthew Perry.
One in five (20 percent) of these
queried concluded that the role
was a perfect fit for Pitt.

American women saw them-
selves paired with George Clooney
(25 percent) while Denzel Washing-
ton came in second (16 percent) and
Tom Cruise (14 percent) was third. 

American men saw Michelle
Pfeiffer as their perfect match.
Pfeiffer received 24 percent of
the votes fol lowed by Halle
Berry (20 percent) ,  Jennifer
Aniston (13 percent) and Jen-
nifer Lopez (11 percent). 

America’s Favorite Pairings—What’s Yours?

Who’s your favorite pairing?
Batman & Robin, Laurel & Hardy,
George & Colin? A recent survey
found some surprising answers.

(NAPSA)—With lessons
learned from the Gulf War, Soma-
lia and the recent war in Central
Asia, the U.S. Army is challeng-
ing soldiers to excel as part of a
faster, more effective fighting
force built on the strength of
superior training, technology and
information networks. The evolu-
tion is a keystone of the Army’s
Transformation plan, an Army-
wide focus on how it responds to
any threat, anywhere in the
world, with speed and stealth.
For information about career
opportunities in the U.S. Army,
visit http://goarmy. com.

Film Movement, a new film
distribution company that hopes
to broaden access to films, is
offering a new subscription DVD
service for first-run films. The
subscription DVD service allows
film fans to see critically
acclaimed films that previewed
at top festivals such as Cannes
and Sundance. Each month, sub-
scribers receive an award-win-
ning American independent, for-
eign or documentary film on
DVD, available exclusively from
Film Movement. In addition to
receiving these films at home,
subscribers may view these films
free of charge on the big screen.
As an added benefit, subscribers
may also receive free admission
to private screenings and receive
discounts at film festivals. Mem-
bers also receive exclusive bene-
fits on www.thefilmmovement.
com, such as the opportunity to
rate each month’s film with fel-
low members and the ability to
e-mail the filmmakers and select
cast members. 

(NAPSA)—The next time you
enjoy the flavor of a Michigan
apple, you may want to thank the
Ice Age. Many think the geology
resulting from the Ice Age helped
make Michigan one of the best
locations for apple growing. For
more information, visit www.Michi
ganapples.com.

If you know someone whose
heart flutters fondly at the
thought of birds, giving gifts may
be simple and fun this season. For
example, the Chick-a-depot feeder
is a feeder as cute as the birds it
attracts. Part of the Fundamen-
tals line of birdfeeders by Wild
Birds Unlimited, these feeders
are well constructed and lots of
fun. To find a store near you or to
shop online, go to www.wbu.com.

Yellow pages advertising has
been seen for years as the impor-
tant first step in a small busi-
ness marketing plan. Businesses
can list themselves in the online
directory and instantly be made
available to millions of users

every day. Potential customers
can visit the yellow pages Web
site and search by business
name, category or area. When a
company is listed, it can provide
a map to its location, online
coupons, a link to its own Web
site, e-mail, and even an audio
or visual message. For more
information, visit www.yellow
pages.com. 

***
Show me a hero and I will write
you a tragedy.

—F. Scott Fitzgerald
***

***
Don’t bite the hand that has
your allowance in it.

—Paul Dickson
***




