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* 64% worked at a community medical setting

* 55% saw roughly equal number of obstetrics and gynecology patients
* 36% had been in practice >20 years

* 73% had no training in genetics

* 66% but had genetic services available at their practice

Potential Conclusion Statement:

Other common concerns about genetic testing
included patient anxiety about results, belief that
patients should receive genetic counseling prior to
testing and potential unintended harm from
unnecessary treatments.
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