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ACCENTUATE the POSITIVIE
ELIMINATE the NEGATIVE

RESEARCH Publishing Positive Research

Seminars
– Nutrition Week –

open to health professionals
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Bring Influential Media to our 
Conferences

A public that doesn’t know 
it is being misinformed 
cannot complain

A misled media can’t understand 
it’s being misled 
unless given evidence 
to the contrary

Confronting the Competition

DRINK MILK
–

its 90% water
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Uric Acid and Diet

Insights into the Epidemic of 
Cardiovascular Disease

Osteoporosis

The scientific evidence overwhelmingly 
supports the role of milk/milk products 
in reducing the development of this 
crippling disease

(Heaney, 2002)

Obesity

People striving to achieve a healthy 
weight are much more likely to be 
successful if, along with a calorie-reduced 
diet, they consume a high level of dairy 
calcium.

(Zemel, 2002; Heaney, 2002; 
Zemel et al., 2002; Caruth and Skinner, 2001)

Hypertension/Stroke

A significant number of studies have 
shown that the inclusion of three or more 
dairy products in the daily diet will have a 
positive, lowering effect on blood
pressure.

(Sasks et al., 2001; Svetkey et al., 1999; Appel et al., 
1997)

Colon Cancer

While perhaps any source of calcium will 
have an impact, a high intake from dairy 
has been linked to diminished risk of 
colon cancer.

(Wu et al., 2002; Holt, 1999)
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Type II Diabetes

Ongoing research indicates that milk 
drinkers are less likely to develop adult-
onset diabetes.

(Pereira et al., 2002)

PMS

Women who suffer from pre-menstrual 
syndrome can alleviate their symptoms.

(Bendich, 2000; Thys-Jacobs, 2000)

Kidney Stones 

More dairy calcium, 
less risk of kidney stones.

(Curhan et al., 1997; 1993)

Breast Cancer

Women who drink milk, and have done 
so from childhood, are at reduced risk 
of developing breast cancer.

(Hjartaker et al., 2001; Knekt et al., 1996)

Lung Cancer

Non-smoking cheese eaters have lower 
risk.

(Krewzer M et al., 2002)
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Nutrition delivers

the raw facts

Marketing whips them 
into a palatable dish


