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Pathologists, doctors who specialize in the prevention, early detection, 
and diagnosis of disease, provide you these free Web services:

>> MyHealthTestReminder.org
Register for free e-mail reminders to schedule your next prostate cancer 
screening tests, cholesterol test, or other medical screening tests.

>> MyBiopsy.org
Learn about some of the most common cancers, including how the disease  
is diagnosed, questions to ask your doctor, and pictures of what normal 
and diseased cells and tissues look like.

Pathologists...providing excellence in testing 
and diagnosis, one patient at a time.

This health message is provided for you by the College of American Pathologists.

“If it were      not for my pathologist, 
    I am     not sure I would be here today...”

“After a routine check-up in 
2004, I was diagnosed with 
prostate cancer.

Thanks to my pathologist’s 
quick and accurate 
diagnosis, I was able 
to begin treatment 
immediately.

I strongly encourage all 
men, particularly minority 
men, to be screened for this 
disease.  Early detection 
saved my life. It could save 
yours too.”

David O. Rice Jr.
Retired Fire Lieutenant, 

Registered Nurse, 
Husband, Father, and 

Prostate Cancer Survivor
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Pathologists, doctors who specialize in the prevention, early detection,  
and diagnosis of disease, provide you these free Web services:

>> MyHealthTestReminder.org 
 Register for free e-mail reminders to schedule your next prostate cancer   
 screening tests, cholesterol test, or other medical screening tests.

>> MyBiopsy.org
 Learn about some of the most common cancers, including how the disease  
 is diagnosed, questions to ask your doctor, and pictures of what normal   
 and diseased cells and tissues look like.

Pathologists...providing excellence in testing 
and diagnosis, one patient at a time.

This health message is provided   for you by the College of American Pathologists.

                 “If it were      not for my pathologist,  
                    I am     not sure I would be here today...”

“After a routine check-up in 
2004, I was diagnosed with 
prostate cancer.

Thanks to my pathologist’s 
quick and accurate 
diagnosis, I was able 
to begin treatment 
immediately.

I strongly encourage all 
men, particularly minority 
men, to be screened for this 
disease.  Early detection 
saved my life. It could save 
yours too.”

David O. Rice Jr.
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Prostate Cancer Survivor
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ORANGE IS FOR OLIVIA.

©2008 KYOCERA SANYOTelecom, Inc., a wholly-owned subsidiary of KYOCERA International, Inc.
All rights reserved.SANYO is a registered trademark of SANYO Electric Co., Ltd. and is used under license. Screen images simulated.

Your friends and family light up your life... and now your phone.
With the new Katana® Eclipse by SANYO, you can choose from 40 different
illumination patterns using 7 different colors to assign to callers, messages,
alerts and music. Learn more at www.sanyowireless.com.

The Katana® Eclipse. What’s your color?

Music Player Stereo Bluetooth® Megapixel Camera Speakerphone GPS Navigation Capable

Customize your phone with
40 unique patterns using
7 different colors of light.
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42 » HOUSE, DIVIDED » Hugh Laurie is a 
man of many talents. He’s part musician, part 
comedian, and part novelist. He’s entirely British 
but makes a convincing American. And though 
he’s not a doctor, he plays one on TV. 
BY J. RENTILLY

52 » PARADISE LOST? » With only three 
years left on its 37-year land lease, Maho Bay, 
the world’s fi rst ecoresort, is starting to run on 
borrowed time. The question on everyone’s mind 
is: What will become of it? BY JACK BOULWARE

62 » WHAT DO YOU WANT TO BE 
WHEN YOU GROW UP? » Sean Aiken 
didn’t know the answer to that question, even 
at age 26. So he began an odyssey to fi nd the 
perfect career. BY TRACY STATON

42 » HOUSE, DIVIDED 
man of many talents. He’s part

FEATURES
52
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C O N T E N T S

American Airlines cares about your safety. Please 
keep your seat belt fastened at all times, even when 
the seat belt sign is not on.

CHECK OUT OUR WEBSITE
www.americanwaymag.com
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26 » ME VERSUS WII » When I decided to test out the new 
Wii Fit game system, I was sure a computer had nothing on me. 
I highly underestimated the power of technology. 
BY JOHN GONZALEZ

30 » OASIS IN THE DESERT » Beyond the headlines, a 
surprisingly eclectic Israel awaits. BY JEANINE BARONE

34 » PREPARING FOR THE WORST » James Chippendale 
may never be able to go to a concert and completely relax. 
That’s because, as the CEO of an entertainment insurance 
company, he gets paid to worry. BY PAMELA GWYN KRIPKE

40 » SACRAMENTO » Heading to the Golden State’s capital? 
Then toss the guidebooks and let these famous locals tell you 
about their city’s best spots. BY CHARLES RUNNETTE

17 » DINE OR DICE? PLACE YOUR BETS 
AS LAS VEGAS BECOMES A TOP DESTI-
NATION FOR FOODIES. FOR THE BEST 
DRINKS, GO TO WHERE THESE FIVE 
COCKTAILS CROSSED THE BAR FOR 
THE FIRST TIME. PLUS MUCH MORE.

UpFront

87 » BEING PATRICK WILSON HAS ITS 
PRIVILEGES, SUCH AS PLAYING MOVIE 
TRIVIA WITH MACE WINDU. WHICH 
RECORD-BREAKING BEST SELLER HAD 
ITS BEGINNINGS IN A BREWERY? PLUS 
MUCH MORE.

DownLow
30 26

40
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The materials contained in this advertising should not be 
considered an offer and are solely of an informational nature. 
The references, advertising or declarations made herein are 
informational only and are not to be interpreted in any other 
manner. The developer (Desarollos Inmobiliarios Herradura 
SRL de CV) and or its affiliates and/or its subsidiaries) 
reserve the right to make any modification to the materials, 
specifications, plans, designs, programs and delivery of 
the residences here advertised without providing any prior 
notice. All of the specifications contained herein, including 
technical, promotional, related to images or of any other 
nature, are the property of Desarollos Inmobiliarios Herradura 
SRL de CV and/or its affiliates and/or its subsidiaries, and 
such specifications may not be used by any person, including 
any individual or legal entity, without the prior written consent 
of Desarrollos Inmobiliarios Herradura and/or its affiliates and/
or its subsidiaries.

WARNING: THIS OFFER SHALL NOT CONSTITUTE 
AN OFFER TO SELL WHERE PRIOR REGISTRATION 
IS REQUIRED.
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After the incredible sell out success 
of towers 1 and 2, we are proud to announce
the unveiling of tower 3 “the grand tower”

MEX 01.800.900.ICON
US 1.877.295.ICON (4266)
www.iconvallarta.com

75 Exclusive & Provocative 
residences overlooking the 
Pacific Ocean
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The Inca took giant blocks of stone and brought them to 
life, raising them high up to the heavens. There, he made 
his home with magnificent gardens and walls covered in 
gold.  At the Sun’s Gate the clouds part to unveil a 
mystery that still today remains alive in the midst of one 
of the most majestic masterpieces created ever by man.
This place exists.  You can see it, feel it.

Machu Picchu is located 130 km (80 Miles) from the city of Cusco. This 
city has all the amenities to make your visit comfortable, enjoyable and 
memorable. For information about hotels, restaurants and tourist 
transport, visit: www.peru.info

Peru - one world you don't want to miss.
There are many captivating reasons to discover this truly unique land.

For your travel within South America, including Peru, take advantage of the special fares offered by the oneworld Visit South America Pass.

For more information, visit www.oneworld.com or www.aa.com     
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V A N T A G E P O I N T
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We’d love to hear what you think about our 
airline and our employees. Please write to us 
at www.aa.com/customerrelations.

to samurai armor. The performing arts also 
fl ourish in Tokyo; you will fi nd music, the-
ater, and dance ranging from the ancient 
and traditional to the ultramodern.

Tokyo is a shopper’s paradise as well, 
particularly the world-renowned Ginza 
shopping district. Bustling commerce is 
seemingly everywhere, yet there are op-
portunities for visitors to escape, unwind, 
and refl ect. The local public baths, known 
as sentos, offer you a chance to relax while 
soaking up some local culture. Or you 
might visit Sensoji, also known as Asakusa 
Kannon, the city’s oldest and best-known 
Buddhist temple. It dates back to 628 AD, 
when, legend has it, two brothers fi shing 
in the nearby Sumida River caught a small 
statue of Kannon, the goddess of mercy 
and happiness. The temple was built in her 
honor.

Tokyo has some of the most highly ac-
claimed restaurants in the world; they fea-
ture traditional Japanese cuisine as well as 
every other kind of food imaginable. And 
for a truly authentic, if slightly more hum-
ble, dining experience, try a breakfast of 
nigirizushi (which most of us know simply 
as sushi) at the famous Tsukiji Fish Market, 
one of the largest fi sh markets in the world.

It occurs to me that some of the qualities 
that attract me to Tokyo — the pace; the 
balance of modern technology, commerce, 
and traditional values; and, most of all, the 
sense of continuous discovery — are also 
qualities that drew me to the airline busi-
ness so many years ago.

I hope you will have a chance to ex-
perience this city, which is like no other, 
someday soon. In the meantime, wherever 
you are going today, thank you for fl ying 
 American Airlines.

A City Like No Other

Gerard J. Arpey
Chairman & CEO
American Airlines

Want to sign up for free e-mail notifi cation of 
Gerard Arpey’s column or to see past columns? 
Go to www.americanwaymag.com/whatsnew.www.americanwaymag.com/whatsnew.

Y
You don’t have to be an aviation buff to rec-
ognize the names of pioneers in the fi eld, like 
the Wright brothers and Charles Lindbergh. 
But the history of air travel is full of lesser-
known dreamers and innovators, such as 
Chuhachi Ninomiya. A soldier in the Impe-
rial Japanese Army, Ninomiya achieved un-
manned powered fl ight with his fi xed-wing, 
rubber-band-powered monoplane in 1891 — 
12 years before Orville and Wilbur’s manned 
fl ights on the sands of Kitty Hawk, North 
Carolina. Many experts believe Ninomiya 
was on track to achieve manned fl ight and 
that he would have if he’d been able to raise 
the money needed to complete his work.

While Ninomiya’s dream went unreal-
ized, his homeland has, of course, grown 
into an economic powerhouse and become 
one of the world’s most important aviation 
markets. American Airlines has been serv-
ing Tokyo — Japan’s capital and its fi nan-
cial and cultural center — for more than 20 
years. And today, we provide daily nonstop 
service to Tokyo from New York, Chicago, 
and Los Angeles, and twice-daily service 
from  Dallas/Fort Worth.

If you have experienced Tokyo, you know 
it is impossible, within the confi nes of a 
magazine column, to do justice to the en-
ergy, intensity, and sheer size of the city. 
More than 12 million people reside within 
the capital, and nearly one out of every four 
Japanese citizens lives within commuting 
distance of it. According to a recent study, 
Tokyo has the biggest metropolitan econ-
omy in the world (followed closely by that 
of New York). It is one of the world’s elite 
fi nancial centers and home to hundreds of 
major global  corporations.

But it is more than commerce that attracts 
throngs of visitors to Tokyo each year. The 
city is Japan’s premier cultural destination. 
At the Tokyo National Museum, the largest 
repository of Japanese art in the world, you 
will fi nd everything from woodblock prints 
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sweet.

When great moments happen, savor them with personalized M&M’S.®

Whether it’s closing the big deal, thanking your clients or just getting your name out there — nothing makes 
an impression like MY M&M’S. Simply upload a logo, write your message and choose your colors. 

Isn’t it time you brought some smiles into the offi ce?  

Create yours at mymms.com/biz7

A variety of elegant packaging options, from crystal candy jars to individual tins, 
are available from MY M&M’S. With so many choices, you can create the perfect 
gift to thank a client, reward your employees or congratulate your new VP. 

®/TM Trademarks © Mars, Incorporated 2008

Visit mymms.com/biz7 or call 1-866-902-2703 to learn more. 

The Perfect Presentation

LIFE IS SWEETER ON M&M’S®

DONE
DEAL!

®

®
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E D I T O R ’ S N O T E

AMERICAN WAY     SEPTEMBER  15  200812 PHOTOGRAPH BY LEE BLANKENSHIP EMMERT

with my career. So, sadly, this 
will be my last issue.

Yep, I’m afraid it’s true. After 
17 years (that may be the hard-
est thing to believe!) at Ameri-
can Airlines Publishing, with 
fi ve of those as editor of Ameri-
can Way, I’m vacating my chair 
and leaving my pencils to a new 
editor. But more on him later. 

The question I’m asked the 
most when I share what I con-
sider to be my pretty exciting 
news is: What’s next? And to be 
honest, that’s a question I’m 
asking myself as well. But I don’t 
intend to answer it quickly or 
haphazardly. 

As I’ve written here before, 
I’ve been giving a lot of thought 
to what I’m going to do for the 
next 20 years of my life. I want 
to take all of my knowledge and 
experience and use it in a new 
career that will challenge and 
inspire me. I’m considering a 
variety of jobs, but they all re-
volve around a few things: capi-
talizing on my project manage-
ment and people skills, creativity, 
and the need to always be ex-
ploring and learning. Contrib-
uting to the world in some way 
is also something I would like to 

play a role in my future career.
But, of course, in addition to 

feeling excitement about what’s 
next, I am defi nitely saddened 
at the thought of leaving behind 
my boss, my coworkers, and our 
readers, who together have add-
ed so much fun, laughter, hard 
work, stimulation, and brain-
power to my life. 

When I look back over the 
last fi ve years, I’m so proud of 
the many things all of us have 
accomplished with the maga-
zine. I know it’s well read and 
enjoyed because you tell me so, 
and I know we have a wonder-
ful time putting it all together. 
I’ve gotten to work alongside 
many talented people for the 
last 1,800 days (wow, is that re-
ally all fi ve years adds up to?), 
plus or minus the standard 
three percent margin of error.

So now, let’s talk about the 
magazine’s future. (Did you ever 
think you’d see the day I’d relin-
quish my “all about me” posi-
tion?) The new executive editor 
is Adam Pitluk. Adam has 
worked with the publishing 
group for about three years, 
most recently as editorial direc-
tor of our custom-publishing 

group. Before he landed at 
American, Adam worked at 
Time and was an adjunct pro-
fessor at the University of Texas 
at Arlington. Oh, and did I 
mention he has a bachelor’s in 
journalism, a master’s from Co-
lumbia University’s Graduate 
School of Journalism, and he 
went to law school?

I’ve had the pleasure of work-
ing with Adam the past few 
years, and he’s a creative, ener-
getic editor who — along with 
the great staff we all know works 
a lot harder than I ever have — 
will put out a fabulous maga-
zine with all of your interests in 
mind. 

So, thank you for all the fun 
years, and look for me on one of 
your fl ights (in an actual seat 
instead of in a seat-back pocket) 
soon. And to all of you cool edi-
tors and designers, think about 
me at 10:02!

After all the talk about whether or not I should change my 
picture — I’ve used the same one for fi ve years, after all — I 
have fi nally decided that it is indeed time for a change. How-
ever, I fi gure if you’re going to go to the trouble of changing 
something, then why not go big? With that in mind, not only 
will I be changing my picture (you’ll see a drastic difference), 
but I’ll also be taking this opportunity to change direction 

On-Time Departure

Sherri Gulczynski Burns
Editor

Want to sign up for free e-mail 
notifi cation of the Editor’s Note or 
to see past columns? Go to 
www.americanwaymag.com/
whatsnew. 

notifi cation of the Editor’s Note or 
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Houston
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AMIDST THE COUNTLESS SHADES OF 
CARIBBEAN BLUE, THE MAGNIFICENT 
Gran Meliá Puerto Rico beckons guests from 
around the globe. Perched at the edge of El 
Yunque National Rainforest, Gran Meliá Puerto 
Rico offers superlative luxury in the splendor of 
the tropics, with exclusive privileges at the adjacent 
Trump International Golf Club. Travel beyond 
the expected into the realm of the exceptional, 
where Gran Meliá’s signature Royal Service 
renders timeless luxury with an avant-garde flair.

S PA I N  •  M E X I CO  •  P U E RTO  R I CO  •  V E N E Z U E L A  •  I N D O N E S I A  •  C H I N A

The New Gran Meliá
   Puerto Rico Beyond Compare

Contact your travel agent, call 800 33 MELIA or visit granmeliapuertorico.com

GP-131_080808.indd   1 8/8/08   11:21:47

Letter Rip
We love letters. Maybe it’s because our grandmas always used to tape a 
quarter to our birthday cards when we were little, and we now have this 
Pavlovian thing going on. Regardless, we want to hear from you. Sing 
our praises, bust our chops, or just tell us what’s on your mind. Send your 
thoughts to editor@americanwaymag.com.

CELEBRITY SIGHTING
I flew American today, and in my seatback 
pocket was my favorite actress: CSI: Miami’s 
Emily Procter (on the cover of the August 15 
issue). I loved the cover and all of Procter’s 
Southern-belle insights. There’s no question 
that she’s someone you’d want to have over 
for dinner, even if you’d have to fly her to 
dinner yourself — on American, of course. A 
great article — keep ’Em(ily) coming!

KEN J. COONEY, MIAMI, fLORIdA

dEAR KEN: Glad you liked the article. It’s been 
a couple of months since the writer, Skip 
Hollandsworth, turned in the story, and we 
can still taste the delicious fried chicken that 
Procter gave him for his trip home.

l l l l l

BEST EVER
American Way is the best in-flight maga-
zine. I have occasionally flown other air-
lines, and I never enjoy their magazines. 
Yours, however, is always interesting, has a 

lot of variety, and is written well. I am an 
AAdvantage Gold 1 Million Mile member, 
and part of my reason for enjoying Ameri-
can Airlines so much is your magazine. 
Please keep up the good work!

MIKE CRuz, IRVINE, CALIfORNIA

l l l l l

NOT YOuR uSuAL ARTICLE
Thank you for publishing John Gonzalez’s 
story “Not Your Usual Cat Burglar” in the 
March 15 issue. I have to be honest: I typi-
cally only pick up American Way for the 
crossword puzzle and Mensa quiz (yes, I’m a 
total dork). I had never been moved to take 
the magazine with me when I deplaned, but 
then I stumbled across Mr. Gonzalez’s story, 
which made me laugh out loud.

I took the magazine with me, copied the 
story, and sent it to my family and friends. 
I’ve also kept the magazine in my office so I 
can read it again when I need some comic 
relief (or so I can offer it to weary colleagues 
in need of a good chuckle). While the story 
may not be as poignant to other travelers as 
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Introducing Roy’s New Summer Prix Fixe Menu    $35
Escape to Roy’s for a fusion of summer fl avors, 

deliciously wrapped in a Hawaiian state of mind.

third course 
– choice of one –

Sweet Summertime 
Strawberry Shortcake

Roy’s Melting 
Hot Chocolate Souffl é

Menu subject to change due to the seasonal nature of our ingredients. 
Not offered in Hawaii, Pebble Beach and New York locations.

first course 
– choice of one –

Nori Charred 
Yellowfi n Ahi

Japanese Pear, Baby  
Arugula & Chèvre Salad

Asian Spiced 
Shumai Meatballs

second course 
– choice of one –

Prosciutto Wrapped Tiger 
Shrimp & Fried Egg Fried Rice

Gorgonzola & Spinach 
Crusted Salmon

Mongolian Grilled Top
Sirloin Barbecue 

Tender Braised Hawaii Kai
Beef Short Ribs 

26 locations in the continental u.s.  |  for reservations please visit: roysrestaurant.com    
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Gran Meliá Puerto Rico beckons guests from 
around the globe. Perched at the edge of El 
Yunque National Rainforest, Gran Meliá Puerto 
Rico offers superlative luxury in the splendor of 
the tropics, with exclusive privileges at the adjacent 
Trump International Golf Club. Travel beyond 
the expected into the realm of the exceptional, 
where Gran Meliá’s signature Royal Service 
renders timeless luxury with an avant-garde flair.
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their celeb-gossip magazines, I enjoyed it 
and continue to share it with other people. 
Thank you, Mr. Gonzalez, and thank you, 
American Way, for delivering a little piece of 
literary heaven. Oh, and thank you to Ran-
nie (the cat burglar in question) for provid-
ing the inspiration for such a fun read.

CARNEY ANNE CHESTER, ESQ., DALLAS, TEXAS

DEAR CARNEY: Don’t you know that repro-
ducing copyrighted material without prior 
permission is against the law? Just kidding, 
and we’re glad you and others are getting so 
much enjoyment out of the story. Don’t for-
get that you can fi nd every story in Ameri-
can Way (including more of John’s work) on 
our website, www.americanwaymag.com.

● ● ● ● ●

GREEN IS GREAT
Thank you for the green coverage in your 
July 15 issue. I’m in the travel industry, and 
it’s nice to see companies continuing to fo-
cus on this important issue via education 
and by highlighting what each company is 
doing to contribute.

TOM VAN ARSDALL, NEW YORK, NEW YORK

DEAR TOM: If the mail we’ve gotten about our 
Green Issue is any indication, you are but 
one of many readers who found our handy 
environmental how-to useful. We’re glad 
that such an important global issue made 
for an issue of the magazine that our read-
ers will hold on to for a while.

CRUISE CONTROL
I had to bring home your May 1 story “Wild 
and Wacky Cruising” (we’re still allowed to 
pocket the mags, right?). I’ve got to say that 
while the Goth Cruise is a little intimidating, 
I’m forever thankful to you for digging up 
info on the Chocolate Cruise. And a friend 
of mine is already looking into the Hogs on 
the High Seas Rally Cruise. It looks like you 

found something for everyone. Now we just 
need a Punk Rock Cruise.

LAURA ZANDER, RENO, NEVADA

DEAR LAURA: The story inspired our imagi-
nations here as well. Personally, we’re on the 
lookout for a Magazine Editor Cruise, with 
all-day seminars on such titillating topics 
as the serial comma, the subjunctive mood, 
and dangling modifi ers.In our March 15 issue, 

MALBERT SMITH wrote 
a very eloquent ode 
to the road warrior, 
waxing philosophi-
cal about all of a road 

warrior’s challenges 
and sacrifi ces. To reward 

Malbert for his dedication 
to the road and his apprecia-

tion of his fellow warrior, we’re sending him an 
all-purpose waterproof Scottevest Evolution 
Jacket. It’s warmer than a windbreaker and has 
numerous compartments for your gadgets, not 
to mention a removable hood and sleeves. Go to 
www.scottevest.com for more information,

In our March 15 issue, 
MALBERT SMITH

a very eloquent ode 
to the road warrior, 
waxing philosophi-
cal about all of a road 

warrior’s challenges 
and sacrifi ces. To reward 

Malbert for his dedication 
to the road and his apprecia-

tion of his fellow warrior, we’re sending him an 
all-purpose waterproof Scottevest Evolution 

Yo! 
Free Stuff!

:::::::::::::
:::::::::::::

:::::::::::::
:::::::::::::

:

MALBERT SMITH is the 

latest winner in our Favorite 

Letter Giveaway. Want a 

chance to win something 

as well? It’s easy: Just 

write us a letter!

CRUISE CONTROL
I had to bring home your May 1 story “Wild 
and Wacky Cruising” (we’re still allowed to 
pocket the mags, right?). I’ve got to say that 
while the Goth Cruise is a little intimidating, 
I’m forever thankful to you for digging up 
info on the Chocolate Cruise. And a friend 
of mine is already looking into the Hogs on 
the High Seas Rally Cruise. It looks like you In our March 15 issue, In our March 15 issue, Yo! 

Free Stuff!
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INTRODUCING OUR NEW LINE OF 100% JAM PROOF SHREDDERS
The pulling. The prying. Clearing a paper jam can be a tough task. Not anymore. The new Intellishred™ Series from Fellowes is 100% Jam Proof and 
backed by a Worry-Free warranty. Our proprietary technology measures paper thickness, and an indicator light alerts you to a potential jam before it can 

happen. Innovations like this are why Fellowes shredders are used by more businesses worldwide than any other. Witness for yourself 
the end of the paper jam. Put down your sledgehammer and visit fellowes.com to see the Intellishred Series in action.

©2008 Fellowes, Inc.
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The tale of fi ve cocktails … oh, and one quiz. Page 22

Teeing It Up in Half Moon Bay
Next month, the brightest stars in women’s golf will shoot for the Ocean Course at Half Moon Bay, which curls along dramatic 
bluffs 30 miles south of San Francisco. It’s been chosen as the venue for the prestigious Samsung World Championship (Octo-
ber 1 to 5, www.samsung.com/golf), which features 20 of the top LPGA players in the world. Look for Lorena Ochoa, the Tiger 
Woods of women’s golf, along with Paula Creamer and Yani Tseng  . And look for ocean views from every hole. —Josh Sens 
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Harding ParkCallippe Preserve

Half Moon Bay, 
Old Course
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G O L F

Where in the area do you like to 
golf? I’ve always loved Pebble Beach 
and Spyglass [Hill] in Monterey. Hard-
ing Park in San Francisco is terrific 
too. On all of those courses, you had 
better come with a plan or you’re 
going to shoot a big number.

As a frequent flier and the daugh-
ter of an airline pilot, how do you 
deal with jet lag and the other 
strains of travel? On long plane 
rides, I get up and walk around. And 
I stretch — a lot. I also try to time 
my sleep to my arrival schedule. If I’m 
arriving somewhere at night, I don’t 
want to have just woken up. That 
said, I do think jet lag is more mental 
than physical, so once I land, I adjust 
my watch and get on with it.

When you’re not competing or 
practicing, what do you do to re-
lax? I slip on my iPod, go for coffee, 
or watch a movie. I also enjoy playing 
tennis, though I don’t get to practice 
much and I don’t think I’ll be a threat 
on the women’s tennis circuit anytime 
soon.
 
How do you deal with the pres-
sure of playing in front of a home 
crowd? No matter where I go, I 
usually recognize faces outside the 
gallery ropes. But the numbers grow 
whenever I come back to California. 
I smile at them, but I do my best to 
stay focused, because I really want to 
make those people proud.  — J.S.

Callippe Preserve
Five sets of tees make this rolling course perfect for golfers of all 
levels, and its pristine conditions make it a pleasure year-round. 
$36 to $63. (925) 426-6666, www.playcallippe.com

Crystal Springs Golf Course
Whether or not you make any birdies, you’ll see lots of the winged 
variety on this scenic course, which overlooks a stunning reservoir. 
$44 to $66. (650) 342-4188, www.playcrystalsprings.com

Dublin Ranch Golf Course
When you’re itching to play but don’t have all day, have a go at 
this happy medium. With 11 par-threes, this course demands 
all the shots but not your entire afternoon. $43 to $65. (925) 
556-7040, www.dublinranchgolf.com

Half Moon Bay, the Old Course
A classic counterpart to Half Moon Bay’s Ocean Course, this clas-
sic layout meanders inland before closing in high drama, with a 
par-four carved along the coast. $160 to $205. (650) 726-1800, 
www.halfmoonbaygolf.com 

Harding Park Golf Course
San Francisco’s finest muni has been upgraded to grand standing. 
So grand, in fact, that it’s been chosen as the venue for the 2009 
Presidents Cup. $135 to $155. (415) 664-4690, www.harding-
park.com  — J.S.

New!

New!

reNo-
vated

reNo-
vated

reNo-
vated

Talking with Paula Creamer
As she prepares for the Samsung World Championship, 
LPGA star and Bay Area native Paula Creamer spills the 
beans on her favorite local courses, how she copes with 
pressure, and what she does to stay relaxed on the road.

Where to Play Want to golf at some of the best 
Bay Area courses? Check out these options:
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S H O E S

END Stumptown LT 
(men’s, 13 oz.; women’s, 11 oz.)
Debuting this month, this astonishingly light boot is made from 20 to 30 percent 
renewable, sustainable, or recyclable materials (with a goal of 100 percent within 
three to fi ve years). The boot also has a bamboo-infused lining, a recycled-rubber 
outsole, and a patterned exterior. $85. www.endoutdoor.com

These Boots Are 
Made for Hiking
After testing dozens of hiking boots to fi nd 
the best lightweight options on the market 
today — ones that don’t compromise on 
ankle support or space in the suitcase — we 
found eight that fi t the bill. As for the actual 
hiking part, well, that’s up to you. (Although 
we do offer a new trail to try, in case you 
need inspiration.)  —Kristine Hansen

Break  ‘em  In
A new trail for 
your new boots
Open since October 2007, the 
2.5-mile Madera Canyon Hik-
ing Trail is within the Nature 
Conservancy’s Davis Mountains 
Preserve, about 24 miles north-
west of Fort Davis, Texas, and 
175 miles southeast of El Paso. 
Described as moderately dif-
fi cult, the 2.5-mile trail takes 
hikers through ponderosa pines, 
piñon-juniper woodlands, and 
meadows, as well as down into 
Chico Canyon, which follows a 
creek and passes by a historic 
stock tank.

La Sportiva Halite GTX 
(men’s, 21.2 oz.; women’s, 17.5 oz.) 
La Sportiva’s fabric-and-leather boot 
has a cushy, soft feel even before you 
break it in — yet it still locks your 
ankle in tight. The toe cap is made 
from a lightweight mixture of sand, 
glue, and rubber. The boot also sports 
an Impact Brake System outsole, a 
Trailon midsole, and a Gore-Tex lining. 
$160. www.lasportiva.com

Scarpa Nangapala XCR 
(men’s, 21 oz.; women’s, 18 oz.)
Now in its 70th year of making shoes, 
Scarpa continues to build all of its 
shoes in Europe, including hand-lasting 
in the company’s factory in northern 
Italy. This boot allows for good mobil-
ity around the ankle, ensuring comfort 
even when you’re jet-lagged. 
$159. www.scarpa.com

Lowa AL-X 79 XCR 
(women’s, 30.4 oz.)
This sporty-looking boot feels soft and 
relaxed against sore feet, and it has a 
Gore-Tex XCR waterproof lining, as well 
as split-leather and Cordura uppers. 
$160. www.lowaboots.com

Timberland Hypertrail
(men’s, 36 oz.; women’s, 30 oz.)
If your hiking footwear needs to 
double for a gallery visit or an alfresco 
dinner, lace up this lightweight low-cut 
shoe. Its sturdy sole is perfect for trail 
and urban adventures. 
$85 to $90. www.timberland.com

Vasque Breeze 
(men’s, 40 oz.; women’s, 38 oz.) 
Proven to be versatile when you’re 
squeezing numerous activities into one 
day, this boot has mesh and leather up-
pers, plus a Gore-Tex XCR waterproof 
lining to let your feet breathe. 
$110 to $140. www.vasque.com

Montrail Helium GTX 
(men’s, 24.8 oz.)
With a Gryptonite bottom, this sturdy 
but lightweight boot is ideal for cold 
weather (thanks to its thick walls) and 
has a synthetic upper with breathable, 
waterproof Gore-Tex. 
$220. www.montrail.com

END Stumptown LT 
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To discover the most vibrant array of places to stay on the islands, at the best 
selection of prices, visit OutriggerHawaii.com. We’ll guide you to the best resorts, 
hotels and condominiums in Hawaii. Give you endless choices at every price 
range. And tell you everything you need to know to plan an unforgettable island 
vacation. So come see how a little green will get you all the colors of Hawaii. 
Visit OutriggerHawaii.com today. 
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D R I N K

PHOTOGRAPH BY PAT HAVERFIELD

Answers: 1. e; 2. c; 3. g; 4. a; 5. b; 6. f; 7. d.

Painkiller 
British Virgin Islands
Originated at: Soggy Dollar 
Bar, White Bay, Jost Van Dyke, 
(284) 495-9888, 
www.soggydollarbar.com
To reach Soggy Dollar Bar, 
where the Painkiller (a mix of 
dark rum, cream of coconut, 
and pineapple and orange 
juices, with freshly ground 
nutmeg on top) was created 
during the 1970s, all you have 
to do is cruise your boat over 
to White Bay, on the island of 
Jost Van Dyke, drop anchor, 
and swim a few hundred yards 
to shore (there’s, uh, no dock). 
Just be sure to hold your cur-
rency high so it doesn’t get — 
you guessed it — soggy. 

Cosmopolitan 
New York City
Originated at: the Odeon Res-
taurant, 145 West Broadway, 
(212) 233-0507, www
.theodeonrestaurant.com
Before Sarah Jessica Parker 
sipped Cosmopolitans (Ab-
solut Citron vodka, Cointreau 
or triple sec, and cranberry 
and lime juices) on Sex and 
the City, Toby Cecchini — a the City, Toby Cecchini — a the City
bartender at the Odeon in the 
late ’80s — perfected the 
drink. His famous concoction, 
always in high demand at the 
restaurant, was based on a 
loosely described version that 
had been developed by South 
Beach, Florida, bartender 
Cheryl Cook a few years prior.

Hurricane 
New Orleans
Originated at: Pat O’Brien’s, 
718 St. Peter Street, 
(504) 525-4823, 
www.patobriens.com
In keeping with the Big Easy 
theme, the Hurricane is a laid-
back drink you can knock back 
easily. During the late 1940s, 
bartender Charlie Cantrell 
tossed together a little rum, 
passion fruit juice, a few 
squirts of lemon, and a dash 
each of grenadine and simple 
syrup — and the legendary 
Hurricane was born. Today’s 
versions are often made with 
a bottled or powdered premix 
on top of ice, but the energy of 
the drink lives on. 

Negroni
Florence, Italy
Originated at: Caffe 
Giacosa, Via della Spada 10, 
011-39-55-2776328
This drink, a mingling of ver-
mouth, gin, and Campari (or 
any bitter) that’s garnished 
with a wedge of lemon or 
orange, is named for Count 
Camillo Negroni, who invented 
it when he asked a bartender 
to slip some gin into his Amer-
icano. A predinner cocktail, 
it’s intended to stimulate the 
appetite. Sip the concoction at 
its birthplace: Caffe Giacosa, 
the former Caffe Casoni, now 
managed by fashion designer 
Roberto Cavalli after a careful 
restoration.

Ward 8 
Boston
Originated at: Locke-Ober, 
3 Winterplace, (617) 542-
1340, www.lockeober.com
In 1898, Ward 8 — one of 
Boston’s fi rst cocktails ever 
made — was dreamed up 
at Locke-Ober as a way to 
celebrate politician Martin 
Lomasney’s win in the state 
legislature election. While sev-
eral recipes exist, the actual 
Locke-Ober version is a blend 
of rye whiskey, lemon juice, 
orange juice, and grenadine, 
with an optional maraschino 
cherry. Back then, it was 
sometimes even served with 
a small paper Massachusetts 
fl ag — how patriotic.

Who Made It First?
The next time you visit the following cities, order 
one of the town’s signature drinks in the bar in 
which it originated. You’ll probably get a tale (or 
two) with your cocktail. Whether it’s a tall one, 
though, is up to you.  —K.H.

a) Starsky and 
Hutch

b) There Will Be 
Blood 

c) Sex and the City d) Sideways e) Casino Royale f) Cocktail g) Lost in 
Translation

1. “I think I’ll call it a Vesper.” “Because of the bitter aftertaste?” “No, because once you’ve tasted it, that’s all you want to drink.” 2. “Why did we 
ever stop drinking these?” “Because everyone else started!” 3. “For relaxing times, make it Suntory time.” 4. “Johnnie Red neat, okay, do it. Do it.” 
5. “I drink your milkshake!” 6. “Beer is for breakfast around here, drink or begone.” 7. “If they want to drink Merlot, we’re drinking Merlot.” “No, 
if anyone orders Merlot, I’m leaving. I am NOT drinking any […] Merlot!”

A Little Drinking Game Match each quote to its fi lm. 
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Not-So-Famous Chefs of Las Vegas
It’s no secret that Sin City has attracted marquee food stars. Less 

known, though, is that some of the town’s best meals come courtesy 
of Vegas’s lower-profi le chefs — chefs who live locally and get 
personal by (gasp!) actually cooking in their kitchens. The next 

time you’re in Vegas, tear yourself away from the craps table long 
enough to hit one of these newly opened eateries. You won’t be 

gambling, but you’ll hit the jackpot nonetheless.  —Michael Kaplan

A Mediterranean Trip
Fresh seafood in the desert 
seems miraculous enough, but 
Paul Bartolotta takes it a step 
further at Bartolotta Ris-
torante di Mare in the Wynn 
(702-248-3463, www.wynnlas
vegas.com). His swimmers are 
exotic enough that you’ll be hard-
pressed to fi nd them outside of the 
Mediterranean. 

Succulent soft-shell crabs are 
shipped in live from waters near 
Venice, blue rock lobsters come 
from various parts in the Mediter-
ranean (mostly Sicily), and a special 
breed of sea bream gets caught 
near Naples. “This restaurant is all 
about the product and a culture 
that has been around for hundreds 
of years,” says Bartolotta, popping 
a nugget of fried squid into his 
mouth. “Along the Italian coast, 
they eat a basic but delicious oc-
topus salad. Why would I want to 
mess with that and make it into a 
foam?”

Though the preparations may 
be simple, the procurement is not. 
Working like a gourmet air-traffi c 
controller, Bartolotta endlessly 
monitors the comings and goings 
of the international creatures that 
make up his menu. Sometimes, 
though, he must go beyond beloved 
Italy in order to secure necessary 
ingredients. “The slipper lobster 
is very Italian, but I get it from 
Algeria and Senegal because it is 
illegal in Italy,”   says Bartolotta of 
the sweet crustacean. “When you 
do fi nd a slipper lobster on a menu 
there, it’s usually in a small-town 
restaurant where the chief of police 
is the only one enjoying it.”

1  Simon at Palms Place
A bit more refi ned than Kerry Simon’s 
previous operation at the Las Vegas 
Hard Rock Hotel, this new spot at 
Palms Place focuses on contempo-
rary American cuisine. Dine with 
a poolside view, check out Simon’s 
indoor herb garden, and go a little 
nuts on dessert; homemade cotton 
candy is a house specialty. Also try 
the tuna dynamite, fried rock shrimp, 
and meatloaf (probably not like your 
mom used to make). (702) 944-3221, 
www.simonatpalmsplace.com

2  Picasso
Chef Julian Serrano made his name 
at Masa’s in San Francisco, but his 
new spot in the Bellagio takes things 
to a whole new level. Sitting among 
priceless paintings by the restaurant’s 
namesake, diners indulge in a tasting 
menu that includes perfectly cooked 
scallops, buttery-tender Kobe beef, 
and sautéed foie gras complemented 
with Olsen cherries. (702) 693-7223, 
www.bellagio.com

3  Rick Moonen’s 
RM Seafood 
It’s one thing to move to Las Vegas 
with the intention of opening a new 
restaurant, but it’s quite another to 
shut down a successful eatery in New 
York City in order to do it. Such is the 
case with Rick Moonen, whose sleekly 
designed restaurant in the Mandalay 
Bay is highlighted by silky yellowtail 
sashimi, spicy oysters, and a simple 
preparation of fl aky, white-fl eshed 
cobia. (702) 632-9300, www.rm
seafood.com

3

1
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IN RETROSPECT, I shouldn’t have eaten 
half a salami before messing with the Wii 
Fit. That was my fi rst mistake. Apparently, 
salami is not what you might call an “exer-
cise meat.”

Also, if you’re going to fool with the Wii 
Fit, you should stretch. That was the second 
place where I went wrong. At one point, I 
thought I pulled something in the Trapani 
region of my lower back. Then I looked it 
up, and Google informed me that Trapani is 
actually a region in Sicily. Good to know.

But we’ll get to all of that. When I was 
asked to review the Wii Fit — the workout 
component for Nintendo’s wildly popular 
Wii system — I immediately agreed. The Wii 
Fit, like the Wii console itself, has become 
something of a pop-culture phenomenon be-
cause of its appeal to hard-core video-game 
afi cionados and recreational players alike. 
Seemingly everywhere I go, someone has a 

story about playing the system at a party or 
using it to get in better shape. 

Naturally, I was skeptical. As a video-
game enthusiast, I’m not all that interest-
ed in a system that’s based on a gimmick. 
(Instead of a traditional controller with 
buttons, the Wii uses motion-sensor tech-
nology to detect a player’s movement; for 
example, rather than bowling by pressing a 
button, you hold a rectangular remote and 
swing your arm. With the Wii Fit, you put a 
platform on the fl oor and do your exercises 
on and around it.) And as someone who’s 
been an avid gym devotee for 15 years, I 
doubted the Wii Fit could challenge or re-
place my regular exercise program.

Besides, at age 31, I recently demonstrat-
ed amazing athleticism by completing my 
fi rst fl ip off a diving board. I’m pretty sure 
that qualifi es me for the Olympics or some-
thing. But whatever. It was no big deal. 

Me 
versus
 Wii

When I decided to 
test out the new Wii 

Fit game system, I was 
sure a computer had 

nothing on me. I highly 
underestimated the 

power of technology. 
By John Gonzalez
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(Contact my agent for autographs.)
Despite my video-game abilities and ob-

vious physical vim, though, I was willing 
to give the Wii Fit a try. Here, then, are the 
notes from a workout that proved more dif-
fi cult than I had anticipated. 

BEFORE THE WII FIT will let me dominate 
it, the system needs to know my height and 
weight so that it can correctly calculate my 
awesomeness later on. I step on the plat-
form and learn that I weigh 165 pounds. 
Because I’m fi ve foot 10, my body mass in-
dex is 23.7. “That’s normal,” a gleeful com-
puter voice chirps. 

Next, I take a balancing test. For what 
purpose, I have no idea, but I’ve seen 2001: 
A Space Odyssey enough times to know that 
you don’t argue with a computer if you can 
help it. When the Wii Fit tells me to lean 
left, I lean left; right, and I lean right. Not 
so hard. A few seconds pass before the Wii 
issues this message: “Looks like the basic 
balance test isn’t your forte. Do you fi nd 
yourself tripping when you walk?”

Funny. Very funny. 
I threaten to strip the Wii for parts and 

refashion it into a decorative microwave.
Adding to the insult, my Wii Fit age is, 

inexplicably, 44. “That’s a difference of plus 
13 years,” the infernal machine explains. 
“That means your body is much weaker 
than it should be.” I’m beginning to think 
technophobes are on to something. 

With the preamble concluded, I’m ready 
to work out. There are four modes of train-
ing — strength training, balance games, 
aerobics, and yoga — but I’ll be testing 
only three. I don’t do yoga. Not anymore. I 
tried it just once at the urging of a Dallas 
Mavericks dancer, who merrily twisted me 
into impossible positions. In the end, she 
laughed and I was immobile for the better 
part of a week. 

I still think about it sometimes late at 
night — usually while in the fetal position.

 

I THINK this stupid machine is broken. On 
the jackknife/abs exercise, I score 90 points 
and learn that I have “amazing abs.” I do 
equally well on the lunges, scoring 100. In 
both the abs and lunges categories, I earn 
the label Bodybuilder. Hard to argue. 

But when it comes to torso twists, simply 
turning one way and then the other, I re-
cord a lowly 41. It’s just twisting; arthritic 
septuagenarians could do better. Worse, 
when it’s time for doing push-ups, some-
thing at which I normally excel at my real-
world gym, I earn zero points. Nothing. Zip. 
Most humiliating of all, the computer tags 
me with the title Couch Potato.

Which is true — I am. But how does it 
know? Is the computer reading my mind? 

I don’t like it when a machine is smart 
enough to get inside my head. Suddenly, I’m 
paralyzed with fear that an army of Wii Fits 
are mobilizing to enslave their owners and 
become our electronic overlords. Beware.

OF ALL THE activities, the balance games 
are the most enjoyable. In soccer, kids fi re 
balls at my noggin, and I have to lean one 
way or the other to head them. In the ski 
jump, I keep my knees bent and my weight 
forward before standing up at the end of the 
ramp in order to gain the maximum dis-
tance. I do fi ne in both of these pursuits.

I do far less well, though, in slalom ski-
ing and tightrope walking. In the slalom, I 
hit almost every gate on my way down the 
course. Bode Miller won’t have to worry 
about me at next year’s world champion-
ships. Tightrope walking is even worse. A 
tightrope connects one rooftop to another, 
with nothing but a terribly long fall in be-
tween. I make it just a few feet before my 
character plunges to what must be a very 
gruesome virtual death indeed.

“Unbalanced!” the computer cries out.
Maybe so, but it’s fun nonetheless. Also, 

shut up. 

THERE ARE FOUR MODES OF  
TRAINING — STRENGTH  TRAINING, 
BALANCE GAMES, AEROBICS, 
AND YOGA — BUT I’LL BE TESTING 
ONLY THREE. I DON’T DO YOGA.
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IT SHOULD BE NOTED before we go further 
that I’m the least aerobically fi t 31-year-old 
within three states, maybe four. I’ve only 
run once in the last 10 years; I went fi ve 
miles with a 43-year-old female friend. She 
destroyed me. At one point, I begged her to 
stop. I think so, anyway. My memories are 
hazy. It’s possible that I blacked out.

And while I excel at the Wii Fit’s hula-
hoop game — you simply move your hips 
in a circle, just as you would in real life — I 
nearly go into cardiac arrest during the basic 
run, which is a total misnomer, by the way. 

While holding the motion-sensitive re-
mote in one hand, you run in place for fi ve 
minutes. No sweat, right? Except I start 
panting, oh, let’s see … about 17 seconds in. 
Not long thereafter, the aforementioned sa-
lami begins weighing me down like an an-
chor. I suppose that shouldn’t be surprising 
— about a year ago, I went to a party and ate 
my weight in delicious cheese cubes. On the 
way home, I cramped up and got a terrible 
pain behind my rib. My friends called it my 
“cheese rib.”

I love food, and yet it hates me.
Halfway through the run, a miracle hap-

pens. No, I don’t suddenly breathe better or 
run faster, and the lactic acid doesn’t ebb ei-
ther. Instead, my brain clicks on and I realize 
that the motion-sensitive controller recog-
nizes only that I’m pumping my arms. I stop 
moving my legs altogether. “Good job!” the 
Wii Fit tells me as I swing my arms furiously.

Heh. The stupid computer isn’t so smart 
after all.

JOHN GONZALEZ is a sports columnist for the Philadelphia In-
quirer. In addition to paying him his standard fee for this story, 
we supplied him with an oxygen tank and a defi brillator.

The last of the 

great independents.

The owner/operators

who give not only fine

beef but their hearts

as well.

FOR A FREE BROCHURE:
The Independent Retail
Cattleman’s Association

557 Mt. Pleasant Road
Kingston Springs, TN 37082
wsmyth3420@comcast.net

Visit: www.greatsteakofna.com

Gene & Georgetti
CHICAGO, IL...........................312.527.3718
Proprietors: Tony & Marion Durpetti

Rainwater’s on Kettner
SAN DIEGO, CA......................619.233.5757
Proprietors: Laurel & Paddy Rainwater

St. Elmo Steak House
INDIANAPOLIS, IN..................317.635.0636
Proprietors: Steve & Craig Huse

III Forks
DALLAS, TX.............................972.267.1776
Proprietor: Chris Vogeli

AUSTIN, TX.............................. 512.474.1776
Proprietors: Curtis Osmond & Jaime Gutierrez

Manny’s
MINNEAPOLIS, MN..................612.339.9900
MIAMI, FL.................................305.938.9000
Proprietors: Phil Roberts, Peter Mihajlov

& Kevin Kuester

Grill 225
CHARLESTON, SC..................843.266.4222
Proprietor: Nick Palassis
Executive Chef: Demetre Castanas

McKendrick’s Steak House
ATLANTA, GA.........................770.512.8888
Proprietors: Claudia & Doug McKendrick, 

Rick Crowe

Malone’s
LEXINGTON, KY
......................859.335.6500
Proprietors: Bruce Drake & Brian McCarty

Metropolitan Grill
SEATTLE, WA..........................206.624.3287
Proprietor: Ron Cohn

Steak House American ad  5/15/08  1:16 PM  Page 1
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Beyond the headlines, a surprisingly eclectic Israel awaits. By Jeanine Barone
Oasis in the Desert

   The Negev, a vast, enchanting, triangular-shaped 
swath of arid land, is a playground for adventure seek-
ers. With Adam Sela’s Challenging Experience, you can
try hiking ($649 per small group, per day), mountain 
biking ($649 per small group, plus $23 per bike), rap-
pelling ($231 per small group), and canyoning ($750 
per small group) . 011-972-505-308-272, www.adamsela
.com 

Defying expectations that Israeli wines are syn-
onymous with sickly sweet, Israeli viticulture has 
become quite urbane, with certain wines now earn-
ing high marks from noted wine critic Robert Parker. 
In the summer, thousands of oenophiles from Israel 
and around the world fl ock to the Israeli Wine-Tasting  
Festival, held at Jerusalem’s Israel Museum in the 
magical Isamu Noguchi–designed sculpture garden 
that showcases the works of Henry Moore, Auguste 
Rodin, and other luminaries. During the festival, wine 
lovers can sample offerings from about 40 local 
wineries while they enjoy live jazz music and nibble 
on sushi and artisanal cheeses ($16 for entry to the 
festival, a wineglass, and admission to the museum). 
011-972-2-670-8811, www.imj.org.il

One of Israel’s 250-plus wine producers, the 
Golan Heights Winery, features a 1,500-acre vine-
yard that is seen as key to Israel’s wine revolution. 

Producing 20 grape varieties, it offers regular tast-
ings ($5 to $7), which may even include their gold-
medal-winning Yarden Katzrin Chardonnay 2004. 
011-972-4-696-8420, www.golanwines.co.il. On a 
much smaller but no less noteworthy scale is the 
boutique Ramot Naftaly Winery. Located in Upper 
Galilee, this family-run winery is celebrated for its 
Cabernet Sauvignon and other French oak–aged reds. 
011-972-54-798-3100, yitzhak3@012.net.il

As for Israeli cuisine, it’s hardly all about falafel, pita 
bread, and hummus. Instead, exotic fl avors abound, as 
does a sophisticated focus on locally sourced and sea-
sonal ingredients, with top chefs rivaling those in New 
York. The epicenter of this culinary scene is Tel Aviv. 
Walk into La Champa, an intimate standing bar with 
dried hams and sausages hanging from the ceiling, and 
you’ll be transported to Barcelona. Patrons can sip any 
of eight varieties of the only beverage offered, Cava, 
a sparkling Spanish wine from an exclusive Catalonia 
winery ($18 to $37 per bottle, $4 to $5 by the glass). 
Manchego cheese, chorizo, and jamón are a few of 
the temptations on the tapas-only menu ($2 to $7). 
011-972-77-200-8636

At the opposite end of the decor spectrum is Messa, 
designed in luxurious white-on-white: Egyptian-cotton 
curtains, exotic veneered communal tables, and Turkish 
marble fl oors. Chef Aviv Moshe produces bold dishes 
that infuse recipes from his Kurdish ancestry with 
Middle Eastern notes and a little creative molecular 
gastronomy. One of his signature favorites, beef cheeks 
and onions in sweet-potato cream with ginger ($30), 

SANDSTONE CLIFFS rise dramatically beside us, their naked faces streaked 
with a colorful palette ranging from gold to plum. Like Israel itself, the Ne-
gev is full of enticing surprises, including the Makhtesh Ramon, a spectacu-
lar erosion crater formed some 65 million years ago and which we’re cross-
ing. Silence accompanies us as we bike this desolate and expansive valley 
fl oor, where spectacular vistas of 2,700-foot-tall Mount Ardon compete for 
attention with an oasis graced by palm trees and jade-hued waters.

My guide, Dani, and I continue pedaling along a wadi, or streambed, 
where ancient history is ever present. After all, we’re cycling along the old 
Nabataean-run spice route that once connected the Mediterranean with 
Arabia. Dani suggests it’s time for a rest, and we stop beside the stone 
ruins of a caravansary, an ancient motel that once offered traders food, 
water, shelter, and fresh camels. But instead of dispensing Gatorade, Dani 
fi res up his camp stove and brews mint tea, which he prepares with a se-
cret spice. The Israelis are certainly a high-octane people, but they always 
have time for tea — even if they’re smack in the middle of the Negev.

EVEN THE SAVVIEST traveler may have a number of misimpressions of 
Israel, where security concerns and visits to religious sites seem to cap-
ture everyone’s attention. But perceptions clearly don’t jibe with reality 
when you consider the vibrant nightlife in Tel Aviv, which not only matches 
New York as a city that never sleeps but also as one that hardly rests dur-
ing the day. This capital city is laced with bike paths, attracting veteran 
cyclists as well as those who have a newfound interest in the sport. And 
with its increasingly green boulevards, Tel Aviv is experiencing a dynamic 
building boom; the likes of I.M. Pei, Richard Meier, and other star archi-
tects are putting their signature stamps on luxurious towers. And in Jeru-
salem, the Spanish architect Santiago Calatrava recently completed one 
of his poetic bridges.

Unless you’ve visited Israel lately, your visions of the country may not 
include sipping an award-winning Cabernet Sauvignon, sampling tapas 
and creative fusion cuisine, luxuriating in a seaside spa, and resting your 
head in a stylish Parisian-style boutique hotel. But they should.

comes from a family recipe. 011-972-3-685-6859, www
.messa.co.il

Eran Zino, the new chef at the helm of Barcarola 
Bistro Bar, brings a modern Italian slant to his cre-
ations; oxtail ravioli ($9 or $16), for example, is served 
with a hazelnut-and-apple salad. Instead of offering 
tried-and-true large individual entrées, the menu al-
lows for the sharing of smaller, colorful dishes with 
a touch of whimsy, like the strawberry ravioli, con-
structed with a thin muscat skin. 011-972-9-766-9606, 
www.2eat.co.il/barcarola

Going way beyond Dead Sea mud wraps, Israel’s 
burgeoning day-spa and resort-spa scene clearly ap-
peals to those who have an obsession with wellness 
and body image. Located along Tel Aviv’s seaside 
promenade, in the recently gentrifi ed Old Port, Coola 
Spa, a women-only retreat , provides healing sessions 
that target everything from a fl agging immune sys-
tem (try the antioxidant green-tea massage with hot 
stones, $114) to tight muscles and achy joints (hot 
citrus-oil body rub, $114). 011-972-3-544-4462, www
.comme-il-faut.com/coola

Villa Galilee, an antiques-laden spa resort in north-
ern Israel with views of Mount Meron, offers couples 
their own private treatment room that comes com-
plete with a warm, moisturizing bath for two, fresh 
fruit, and Israeli white wine. 011-972-4-699-9563, www
.villa-galilee.com

(continued on page 32)

israel surprises   30 8/27/08   9:27:19 AM

AAP - Pitstop - aw20080915-030.pdf August 27, 2008 08:28:05



Works in over 200 countries, 
like Egypt.

Best coverage claim based on global coverage of U.S. carriers. Activation of international service required. Service provided by AT&T Mobility. ©2008 AT&T Intellectual Property.  All rights 
reserved.  AT&T, the AT&T logo, and all other marks contained herein are trademarks of AT&T Intellectual Property and/or AT&T affiliated companies. Coverage not available in all areas.

The best coverage of 
any carrier worldwide.

    For more information click 
att.com/wirelessinternational

AD-AT&TA091508   31 8/26/08   11:04:58 AM

AAP - Pitstop - aw20080915-031.pdf August 26, 2008 10:05:35



32     AMERICAN WAY     SEPTEMBER  15  2008

I S R A E L

JEANINE BARONE is a New York–based travel and food writer 
who’s always searching for the world’s hidden treasures.

American Airlines fl ies to            
              via oneworld 
partner British Airways.

Set on the slopes of Mount Canaan and overlook-
ing the Sea of Galilee, the Mizpe Hayamim Hotel and 
Spa  is renowned for its expansive organic property, 
which is dotted with fruit trees, vegetable and herb 
gardens, and an animal farm. (When possible, the 
spa’s products and the foods served in its restaurants 
are sourced here.) Relax with a cup of tea made from 
homegrown lavender buds before enjoying a purifying 
pomegranate scrub or a rejuvenating massage using 
handcarved olive branches. 011-972-4-699-4555, www
.mizpehayamim.com

In the heart of Mount Carmel National Park, the 
Carmel Forest Spa Resort delights nature lovers with 
a network of hiking trails that lace the 14-acre land-
scape of pine woodland, grassy lawns, and blooming 
gardens. Overnight guests have to make diffi cult 
choices about how to spend their time: Swim in 
the glass-walled 65-foot-long pool, relax in a Turk-
ish Hamam (a type of Turkish bath), or relax with 
a body wrap of locally made honey and cinnamon. 
011-972-4-830-7888, www.isrotel.co.il

Pampering is also a given in Tel Aviv’s boutique ho-
tels. The fi ve-room Nina Cafe Suites Hotel offers a wee 
bit of Paris in the middle of Neve Tzedek, a neighbor-
hood that radiates a New York SoHo air. All the suites, 
including those with private garden access, come 
with indulgences galore, including minibars stocked 
with French chocolates and Champagne, in-room 
acupressure massages, fresh fl owers, and DVDs from 
the owner’s private collection. Suites start at $220. 
011-972-52-508-4141, www.ninacafehotel.com

Film and architecture buffs revel in Cinema Hotel , 
an art-deco boutique accommodation housed in a re-
stored Bauhaus-style movie theater from the 1930s. 
Spotlights and director’s chairs in the guest rooms tie 
in with the pervasive fi lm theme, as do the bags of pop-
corn dispensed at the screenings of silent movies. But 
guests also enjoy inspecting the original fi lm projectors 
as well as the display of old movie tickets and other 
cinema paraphernalia in the hotel lobby. Rooms start at 
$165. 011-972-3-520-7100, www.cinemahotel.com

(continued from page 30)

israel surprises   32 8/27/08   9:27:22 AM

AAP - Pitstop - aw20080915-032.pdf August 27, 2008 08:28:12



AD-IberostarA091508   33 8/26/08   11:04:25 AM

AAP - Pitstop - aw20080915-033.pdf August 26, 2008 10:05:02



34 AMERICAN WAY     SEPTEMBER  15  2008 ILLUSTRATION BY TIM MARRS

B U S I N E S S

A

Preparing for the Worst
James Chippendale may never be able to go to a concert 
and completely relax. That’s because, as the CEO of an 
entertainment insurance company, he gets paid to worry. 
By Pamela Gwyn Kripke

A NORMAL PERSON MIGHT JUST SEE A TOUR BUS. James Chippendale pictures it ca-
reening through a barricade. What looks like a crowd of music lovers to most conjures im-
ages of massive unrest in this man’s mind. Chippendale sees disaster at every turn, and for 
the people who rely on him, that’s a very good thing.

“I look and think, ‘What can go wrong?’ ” he says. “I’m the Debbie Downer of the party.”
His company, Dallas-based CSI Entertainment Insurance, offers insurance services and 

risk-management coverage to a specialized 
niche of musicians, venues, concerts, and 
festivals — 3,000 of them a year — bringing 
in a total of $8 million annually in revenue. 

“The stage could collapse and a person 
could die. What if a Category Five hurricane 
were to blow in?” asks Chippendale, 40, 
who started CSI 15 years ago. “We’re kind 
of the grim reaper, but that’s our job. We’re 
there to make the environment safe.”

CSI is the link between insurance carri-
ers, which write the policies, and the enter-
tainment industry, which needs them. The 
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industry’s needs are highly specific and in-
clude coverage for workers’ compensation, 
equipment, cancellation, vehicles, and ven-
dors. There’s also the less-standard coverage 
for mayhem, conflagration, and explosion 
to consider. “We had an RV blow up once 
from a faulty generator, and a car caught 
on fire in a parking lot,” says the Texas-born 
CEO. “Another time, high winds blew over 
some scaffolding and the guys on it had to 
jump off as it was coming down. The worst 
was when Limp Bizkit was onstage. Fred 
Durst, the lead singer, encouraged people 
to start rioting.”

Chippendale grins. “Some carriers don’t 
like heavy metal.”

These days, CSI has boosted its client 
roster with a slew of high-flight perform-
ers, including George Strait, Gwen Stefani, 
Ludacris, Kenny Chesney, and the Dixie 
Chicks. The company also covers two of 
the country’s largest annual music festi-
vals: Austin City Limits in Austin, Texas, 
and Lollapalooza in Chicago. And it pro-
vides insurance for TV and movie projects 
and athletes as well; among those covered 
are Michael Moore’s film festival and Lance 
Armstrong’s cycling team.

“You can’t be in this business and not be 
covered,” says Gary Weinberger, president 
of Alabama-based Red Mountain Enter-
tainment, which promoted 110 concerts 
and events last year. “We wouldn’t dream of 
doing an event without consulting James.”

 
CHIPPENDALE came to his career in a typi-
cal way, taking a job at a general insurance 
company in Dallas after attending Arizona 
State University. Within two years, though, 
the entrepreneur mantra began to sound 
in his head. The company is getting half of 
what I’m making, he kept saying to him-
self. So, he began writing insurance poli-
cies for friends who owned local live-music 
bars and nightclubs, zeroing in on short-
term special events, known in the industry 
as one-offs. 

“The more I talked to people, the more 
I saw that there was no expert in this seg-
ment of the market,” he says. So Chippen-
dale became that expert. In just five years, 
CSI had secured contracts with about 70 
percent of the music venues in Dallas and 
Austin, as well as with 400 other clients 
nationwide. 

At first, his motivation was mercenary, 

he admits: “I was driven by my mate-
rial place in the world, how much I could 
make. I thought I needed to keep up with 
everyone else.”

But while he was more than keeping up, 
Chippendale — whose success was founded 
entirely on the notion of preparedness — 
took an ironic hit that changed his thinking 
from that point forward. In 2000, he was 

diagnosed as having a potent form of leuke-
mia and given unfavorable odds of survival. 

“I went at my illness as a business and 
asked myself, What do we have to do?” 
he says. “I drew up a plan and assembled 
the best team to beat the disease. I found 
a mind coach who helped me become 
mentally prepared. I meditated; took no 
calls, no meetings; limited my exposure to 
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friends and family.” He spent a year in and 
out of the hospital, enduring three rounds 
of chemotherapy, radiation, and ultimately 
a bone-marrow transplant. After three 
years away from the office, he had made a 
full recovery.

When he returned to his desk in 2003, 
the business had been depleted by about a 
third. To recoup, he took on a partner and 
began to share the responsibility that he 
had previously carried alone. “All of a sud-
den, there was no panic,” he says. “It wasn’t 
about how much money to make and how 
fast to make it but about having a good, fun, 
solid place to work where everybody can 
make a nice living. Somehow, with that re-
laxed attitude, the business has become that 
much more successful.”

A FORMER FABRIC warehouse in Dallas’s 
Deep Ellum neighborhood (long the city’s 
nucleus for music and nightlife) has been 
transformed into a serene, hip, and decid-
edly non-insurancy insurance office. The 12 
CSI employees who spend their days there 
among birch plywood tables, poured con-
crete, and bursts of lime are equally atypi-
cal for the industry, having been plucked 
from former gigs on and around the stage. 
One staffer managed bands, one was a con-
cert promoter, and another ran one of the 
city’s largest venues for touring acts. Over 
the course of the company’s history, there 
have been musicians, bartenders, and club 
managers selling insurance for Chippen-
dale, who selects his team with clear pur-
pose. “I can teach them the 50 things they 
need to know about risk management,” he 
says. “But you can’t go to school to learn the 
ins and outs of the entertainment industry, 
which is a crazy business. These guys can 
walk in and know the pitfalls.”

Paul Bassman spent 15 years managing 
multiplatinum rock artists before signing 
on as CSI’s president in early 2007. “When 
I decided to leave the music business, this 
was a strange concept. But it made perfect 
sense,” he says. “What other insurance bro-
ker would know what it’s like backstage or 
how to negotiate a contract with agents, 
when all they’ve been insuring are build-
ings or construction sites?” For clients, this 
savvy is a winning edge. “When someone re-
sponds in the same vernacular,” says Wein-
berger, “you just know you are speaking to 
a kindred spirit. We don’t want to have to 
explain what it is we do for a living.”
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The fatal fi re at a Rhode Island nightclub 
in 2003 forced insurance executives to re-
examine how they were protecting their en-
tertainment-industry clients. Chippendale 
remembers that prior to the incident, con-
tracts weren’t terribly exacting or formal. “It 
was more of a handshake,” he says. “No one 
checked limits or terms.”

But when area suppliers, sponsors, ven-
dors, and even the local radio station were 
sued for failing to make sure the pyrotech-
nics at the Great White show were safe, 
it became clear that proper coverage was 
critical. “This kicked us into a different level 
and focus,” says Chippendale. His business 
increased fourfold overnight. 

In the last year, with his livelihood and 
his health thriving, Chippendale has found 
a way to use his success, and his contacts 
in the music industry, for a greater good. 
He had an idea to host concerts in locales 
around the globe that have impoverished 
hospitals and to have the concert proceeds 
go to those facilities’ cancer centers. He con-
ceived the Love Hope Strength Foundation 
with musician and fellow leukemia survivor 
Mike Peters (of the Alarm) and has raised 
nearly $1 million from four shows so far — 
one in the Empire State Building’s observa-
tory in New York; one at Kala Pattar, above 
the base camp of Mount Everest in Nepal; a 
third at Mount Snowden, the highest point 
in England and Wales; and another at the 
Union County Music Fest in New Jersey. 
In October, a historic trek will take place at 
Machu Picchu in Peru, with a closing con-
cert in Lima that is being billed as the larg-
est concert ever held in Peru. 

“When I was ill, I couldn’t walk up two 
steps without getting out of breath,” says 
Chippendale. “But along with hundreds of 
other trekkers, I climbed 19,000 feet up a 
mountain.” The foundation is anchored on 
the premise that everyone deserves access 
to proper care, regardless of where they live 
or how much cash they have. “I was lucky 
to have the best treatment because I had 
connections and health insurance. To me, 
that is not fair.”

Chippendale is happy to have connected 
his career with this personal mission. “Mu-
sic crosses all borders,” he says. “You have 
to take control of your destiny. You only get 
one shot.”

PAMELA GWYN KRIPKE, a former syndicated columnist, has 
written for many newspapers and magazines, including the New 
York Times, Southern Accents, the Chicago Tribune, and D Maga-
zine in Dallas, where she is a contributing editor.
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Kitty O’Neal
KFBK news anchor 

“Catch a meal at the Esquire Grill 
for the best petrale sole ever! If 
you have a sweet tooth, try Rick’s 
Dessert Diner, a nostalgic setting 
for some mile-high treats — and 
they’re open late.”

Wild Bill Hill (a.k.a. William Hill)
Owner of Wild Bill’s Tattoo

“For the very best sushi, the only 
place to go is Mikuni Japanese Mid-
town. The Spicy Johnny Roll is to 
die for. And for a little local culture, 
don’t miss the Towe Auto Museum 
and the Railroad Museum.”

Heading to the Golden State’s capital? Then toss the guidebooks and let these famous 
locals tell you about their city’s best spots.  — Charles Runnette

SACRAMENTO

Janet Fullwood
Travel editor, Sacramento Bee

“The city’s rivers are great for fi sh-
ing and kayaking, and I love biking 
the 30-mile path that runs alongside 
the American River. If you tire of our 
beautiful outdoor spaces, Napa and 
Sonoma are very close by.” 

Montevina Winery 
in Amador County

California Museum 
for History, 
Women and the Arts

Towe Auto Museum
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Maria Shriver 
First Lady of California 

“The California Museum for History, 
Women and the Arts is a great place 
to learn about the extraordinary 
individuals who created and built 
this state … out-of-the-box think-
ers who faced adversity but dared 
to take risks.”

For more suggestions and contact information on all the places mentioned, please visit 
www.americanwaymag.com.

Global traveler that you are, you surely have favorite places in all the cities you visit. Why 
not share them with others? Send us an e-mail with your picks at favorites@american 
waymag.com, or go to www.americanwaymag.com/favorites and join in the discussion.

Christian Kiefer, PhD
Local indie-rock musician/composer

“When the sun goes down, the city’s 
vibrant music scene appears. Old 
Ironsides is Sacramento’s most ven-
erable live-music spot and caters to 
drinkers and rockers. More quiet-
leaning listeners might appreciate 
Luna’s, which features live poetry 
and singer-songwriters.”

ChARlEs RuNNEttE is the deputy editor of Hollywood Life in Los Angeles and a frequent contributor to American Way. His favorite 
memory from the Sacramento area is of skydiving in nearby Yolo County.

Lial A. Jones
Executive director, Crocker Art Museum

“Visit the wineries in Amador and El 
Dorado counties. The tasting rooms 
there are similar to Napa’s 20 years 
ago; you might actually get to speak 
with the winemakers. [Afterwards, 
head to] Taste in Plymouth — the 
meal alone will make you happy 
you made the drive.”

Mikuni Japanese 
Midtown

American River
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Hugh Laurie is a man  
of many talents. He’s  
part musician, part  
comedian, and part  
novelist. He’s entirely  
British but makes a  
convincing American.  
And though he’s not  
a doctor, he plays one 
on TV. By J. Rentilly

House,                                                                              Divided
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So that it is known from the outset, among the great and varied ac-

complishments of House, M.D., star Hugh Laurie is his rare ability to catch 

a ball on top of his cane. ¶ “To my knowledge, he is the only actor, living or 

dead, capable of doing so,” says David Shore, creator and executive producer 

of House. ¶ If mastering such parlor tricks, the fruit of spending desolate mid-

night hours on a working set, doesn’t qualify Laurie as a Renaissance man, 

perhaps his astonishingly wide-ranging résumé will do the trick: class clown 

at Eton College, University of Cambridge graduate with a degree in archae-

ology and anthropology, British national rowing champion, English comedy 

phenomenon, best-selling novelist, distin-
guished musician, avid motorcycle enthusi-
ast, critically acclaimed actor, and, according 
to a recent survey by Harris Interactive, one 
of America’s top-five favorite TV personali-
ties, thanks to his coal-and-sugar turn on 
Fox’s House. Laurie — who is neither Amer-
ican (as his character, Dr. Gregory House, 
is) nor in need of a cane (as Dr. House is, 
hence Laurie’s proficiency at said trick) — is, 
he says, “occasionally perceived to be slightly 
taller in person than one expects.”

Achingly self-deprecating, Laurie has a 
full awareness of America’s love affair with 
celebrity and of his unwitting tour of duty 
within it (compliments of House’s strato-
spheric success through four seasons — and 
counting — on Fox). And he is certain he 
fails its rigors. 

“Perhaps the most surprising thing about 
me is that there is absolutely nothing sur-
prising about me,” he says. “At all.”

Of course, Laurie’s lying (we think, any-
way), though he never lets down the self-

loathing facade. When his exhaustive, 
Technicolor résumé is recited to him, Lau-
rie blanches, stunned, and a journalist is 
grateful the actor doesn’t have Dr. House’s 
trademark cane on hand, lest his knuckles 
be jestingly rapped. 

“All of that — that’s really quite eerie. 
Unless there are seven of us. Which maybe 
there are,” he quips. “What I feel like, I sup-
pose, is a jack-of-all-trades, master of none. 
I’ve always felt like I could turn my hand 
to a lot of things but never excel at any of 
them. I do play the piano a bit, but I wish I 
could play it like Dr. John or Henry Butler. 
I act, but I wish I could act like Al Pacino. I 
do a bit of all these things. I’m just trying to 
dazzle you with quantity. I can’t do anything 
well enough, so I’ll do many things and 
hope that the quantity distracts you from 
the deficiencies. Maybe that’s the plan.”

Laurie’s modesty may arise from the cu-
rious, chameleon-like quality of what he 
calls his “disappointingly haphazard” act-
ing career, which has seen him perform 

in drag (most notably on his hit British 
TV show, A Bit of Fry & Laurie), opposite 
computer-generated mice (in the Stuart 
Little movies), and elbow-deep in surgical 
goo (on House). Amazingly, in some of Lau-
rie’s arguably best-known performances, he 
has not a shred of his English accent. He is, 
whether draped in dresses or brandishing a 
stethoscope, a man in disguise.

“It’s no wonder I have no idea who I re-
ally am,” he says, laughing. “And I can’t fath-
om why anyone would care to know. They 
don’t in England. Of course, we never talk 
about anything in England. That’s why we 
invented the weather.”

Rob Minkoff, who directed Laurie in both 
big-screen Stuart Little films, describes the 
actor as “the epitome of perfectionism” and 
praises his “way with a goofy line or look.” 
Minkoff auditioned Laurie over the phone, 
and he required the actor to speak with an 
American accent for the role of Fredrick Lit-
tle. “Hugh provided a first-rate impression, 
though he was, of course, rather critical of 
himself. Once he landed the role, he worked 
with a dialect coach every day to perfect his 
inflection and intonation,” Minkoff says. 

So convincing is Laurie’s Yankee patois 
that House producer Bryan Singer, who knew 
only of Laurie’s previous stateside work, re-
portedly didn’t even know the actor hailed 
from across the pond. David Shore, who was 
more familiar with Laurie’s previous efforts, 
was practically starstruck when he learned 
Laurie was interested in the show. “When 
I heard Hugh might be auditioning for our 
project, I was thrilled,” remembers Shore. 
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“Not because he was perfect — I didn’t think 
there was a chance he would do this — I just 
thought he was hysterically funny and it’d 
be a thrill to meet him. Then he auditioned, 
and everything changed.”

House has become the role of Laurie’s 
lifetime. The series — ranked seventh in the 
2007–2008 Nielsen ratings, with an aver-
age of 16.2 million viewers per episode — is 
a diabolically clever, unexpectedly moving 
collision of Sherlock Holmes and ER. The 
show manages to be a guts-and-fractures 
procedural drama and a heart-wrenching 
soap opera simultaneously. It gushes with 
all manner of scrubs-and-stethoscope emer-
gencies, medical mysteries, tales of human 
suffering, and ribald, gallows humor. And it 
features, front and center, Hugh Laurie as 
a brilliant, curmudgeonly pill-popping doc-
tor who, despite believing he has no soul, 
thinks it’s worth trying to save the lives of 
those who do. 

Laurie says that audiences are drawn to 
House’s maverick sensibility and refusal to 
kowtow to social conventions and political 
correctness. “House is not weighed down, as 
the rest of us are, by the necessary demands 
of politeness, and that is exhilarating for au-
diences to see. He will always say the thing 
that should not be said,” he says. “That’s ap-
pealing to young people, because House is 
a character who frets against authority and 
resists being controlled by those who have 

power over him. And it’s appealing to an 
older generation that has grown impatient 
with the soft platitudes of modern discourse 
and political correctness. House demands 
things be done in the most effective and ef-
ficient way possible, and I think audiences 
really respond to that.”

Minkoff believes Laurie shares that exac-
titude with the bedeviled doctor. “Hugh is 
very smart and never accepts things at face 
value,” he says. “Every word of the script is 
analyzed for its meaning, and every move-
ment for its expressiveness.”

Shore agrees, applauding Laurie’s relent-
less work ethic and constant philosophical 
wrangling with his character. “Hugh makes 
us see the heart in the character, even with-
out saying anything, even while saying the 
most outrageous things,” he says. “He’s al-
ways in pursuit of what’s right for the char-
acter and the story. He can do funny in the 
middle of a dramatic scene. He can do dra-
matic in the middle of a funny scene. We’ve 
never come up with an idea or a scene or a 
line that Hugh cannot do.”

Laurie is quick to dismiss the praise as 
“lies, all lies” but concedes that he takes his 
work seriously. “What I do is put all my heart 
and soul — if I had a soul, actually, which I 

don’t; I travel light in that sense — into do-
ing it right, getting the scene to play the way 
that it should. I don’t see that there’s a lot 
of House in me or the other way around. So 
I’m not losing myself in the character, ex-
actly, but I do get lost in the intricacies of 
timing and tempo and connection,” he says. 
“I’m rather obsessive that way.”

Growing up in England as the young-
est (by six years) of four children, Laurie 
quickly learned the value of rib tickling 
and showmanship. “I was a bit of a class 
clown, though not frantically so,” he says. “I 
did know by age nine or 10, after winning 
a prize at school for acting, that funny was 
something I could do reasonably well. And, 
of course, it was just a way to show off for 
girls, to be noticed at all. That’s how these 
things start: You try to make a girl laugh. 
And then 40 years later, you still wonder if 
you’re any good or not.”

Before pursuing work in provoking guf-

faws and belly laughs, Laurie enjoyed a 
brief but notable career in competitive row-
ing. Like his father, a medical doctor and 
an Olympic gold medalist in rowing in the 
1948 games, Laurie was an oarsman. Rep-
resenting England, he won the National 
Junior Championship in coxed pairs in 
1977 and placed fourth in the World Row-
ing Junior Championships later that year. 
Though a serious illness forced him out of 
competitive rowing in 1980, the actor spots 
similarities between the sport and his voca-
tion in the arts. 

“In both of them, you’re facing backward, 
moving away from the direction you’re fac-
ing,” he says. “When you look at other peo-
ple’s careers, it’s very easy to see things as 
being constructed, planned, devised — how 
they clearly got from A to Z through a se-
ries of calculated decisions. In actual fact, I 
think we’re all facing backward, stumbling 
from place to place, from one thing to the 
next, and it only takes shape in retrospect: 
‘Oh, yes, I got here because I made this deci-
sion then, and it lead to this place and that 
decision and this career.’ 

“Which is how I went from wearing 
dresses to talking to mice to solving medical 
mysteries,” he continues. “At no point did I 

ever have a plan. I was simply facing back-
ward, doing my best along the way.”

Laurie’s best was clearly — and quickly 
— more than enough. Shortly after laying 
down his oars, he joined the Cambridge 
University Footlights Dramatic Club, the 
well-known comedy troupe (think Second 
City but in London) through which he met 
fellow thespians Emma Thompson and Ste-
phen Fry. Laurie quickly became a sought-
after name in England, appearing with 
Rowan Atkinson — known to most as Mr. 
Bean — on Richard Curtis’s famed Black-
adder series as well as starring with Fry in 
the critically acclaimed hit series Jeeves & 
Wooster. From the late ’80s to the mid-’90s, 
Laurie shared a spectacular British televi-
sion run with Fry in the topsy-turvy comedy 
series A Bit of Fry & Laurie.

“I’d love to tell you about it, but unfortu-
nately, I have absolutely no memory at all. 
None. Of anything, really. I’m absolutely 
useless,” Laurie says. “I may as well have 

On novel No. 2: “I’m eager to make some amends  
to my publisher and the two or three fans who have 
been waiting so long and so very, very patiently.” 

With Stephen Fry in Jeeves & Wooster
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or three fans who have been waiting so long 
and so very, very patiently.” 

With so many artistic outlets, Laurie 
might come across as having something 
to say. Wrong, he insists. “I’ve never had 
any compulsion to express myself, actually. 
There’s nothing conscious or premeditated 
about it. I just meander, trying my hand at 
different things. I don’t enjoy a lot of things 
that others find fun. But I do have fun work-
ing, and the enjoyment often comes rather 
incidentally from that process,” he says. 

With the success of House, Laurie is un-
likely to be moving on anytime soon. He’s 
committed to the show for another two 
seasons, and last summer bought a home 
in Los Angeles, making it easier for his 
wife and three children to join him in the 
United States. “Without them near, I do go 
quite insane, probably three times a week,” 
he says. “It can show itself in all kinds of 
ways. I mean, who else do you know who 
can catch a ball on the top of a cane?”

composed of fellow TV stars, most no-
table among them Heroes’ Greg Grunberg, 
Desperate Housewives’ James Denton, and 
The Bachelor’s Bob Guiney. Laurie says he’s 
enjoying a temporary moratorium on ivory 
tickling, at least while coping with House’s 
rigorous production schedule. “Professional 
musicians need to rehearse a lot, and ama-
teur musicians need to rehearse an awful lot 
more,” he says. “I haven’t had enough time 
of late to be even an amateur, and I began 
to hate the feeling of getting to the end of a 
song and only then realizing what the song 
was and what key it should be played in. 
That’s no way to carry on.”

Laurie is slightly kinder to himself when 
discussing The Gun Seller, his 1997 debut 
novel, a spy thriller that is equal parts spoof 
and homage, thrillingly intricate, and wick-
edly funny. The Gun Seller was conceived 
as part one of a six-book series. “I feel like 
I might have done well with that one,” he 
admits. “Though I’ve been working on a se-
quel for 10 years now and feel terribly guilty 
for not completing it. I’m eager to make 
some amends to my publisher and the two 

been born this morning. At about nine 
o’clock. I had a rapid and loving upbring-
ing. I think.”

The actor — deadpan, dry-witted, and 
broadly funny by turns — forged a big-
screen career slowly but surely, appearing 
in some unlikely places, including his friend 
Thompson’s Oscar-winning Sense and Sen-
sibility and the live-action 101 Dalmatians. 
“Like I said, it makes precious little sense at 
all,” he says. Though Laurie’s appeared in 
more than a dozen American feature films, 
only since the 2004 premiere of House, for 
which he has won two Golden Globes and 
been nominated for three Emmys, has he 
claimed any currency at stateside water-
coolers. But his small-screen success doesn’t 
mean that he won’t continue big-screen 
work. Earlier this year, he appeared along-
side Keanu Reeves and Forest Whitaker in 
Street Kings. Next spring, he provides the 
voice of Dr. Cockroach, PhD, in the com-
puter-animated romp Monsters vs. Aliens. 

And acting isn’t his only creative medium. 
Along the way, the 49-year-old has played 
keyboard and saxophone in several bands 

J. RENtIllY is a Los Angeles–based journalist who covers film, 
music, literature, and pop culture for a variety of national and 
international publications. He is currently refining his skills as a 
marching-band pianist and part-time quantum tunneler.
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Paradise
 Lost? Lost?

With only three years left 
on its 37-year land lease, 
Maho Bay, the world’s 
fi rst ecoresort, is starting 
to run on borrowed time. 
The question on everyone’s 
mind is: What will become 
of it? by Jack Boulware
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The owner of Maho Bay Camps, 79-year-old developer 
Stanley Selengut, from Long Island, New York, isn’t 
willing to spend that kind of money on a campground. 
That basically leaves one option for saving the resort: A 
nonprofit like the Trust for Public Land would have to 
take ownership, turn the property over to the park, and 
hire Maho Bay as a concession.

To loyal Maho Bay guests, the resort is much more 
than a place to vacation. It’s sort of an extended family. 
Many guests have returned 15 to 20 times, many sched-
uling their trips to coincide with those of their friends. 

The resulting atmosphere is much like an all-ages 
summer camp. Each guest buses his or her own dishes 
in the restaurant. Bathrooms are communal. Leftover 
supplies such as food, books, and suntan lotion go to 
the help-yourself center so they can be used by future 
guests. Everything imaginable is recycled, including 
lightbulbs, bottles, towels, bed linens, and dryer lint. 
Nightly entertainment may feature a talk by a marine 
biologist, music from local bands, glassblowing, or 
stargazing. During the off-season, volunteers work six 
hours a day in exchange for free room and board. (A 
large number of the island locals have been employed 
by the resort at one time or another.)

Maho Bay attracts about 20,000 guests a year, many 
of whom come from states along the East Coast. “We 
think the whole state of Vermont empties out during 
the winter,” says Maho Bay marketing manager Melody 
Smith, laughing.

“It’s the least expensive place to bring a family on St. 
John,” she adds. 

DESPITE Maho Bay CaMPS’ reputation 
as a green destination, Selengut says his original vision 
had little to do with conservation. “I was going to build 
a little lodge right on the ocean, and a nice old couple 
would run it. They’d have a little scuba boat and a little 
sailboat. My friends would visit, I would visit, and if it 
lost money, who cares, because I could take my vaca-
tions as a tax deduction.”

 Late at night,  lying in the bed of a tent cabin, I hear the island of St. John come alive. Waves 
regularly rinse the beach. Frogs call out to one another. And somewhere nearby, a spastic iguana slowly crunches 
through the trees before it suddenly falls off a branch. This isn’t $1,000-a-bed resort living, though. This is 
Maho Bay Camps, where for about 100 bucks, you can spend a night in the world’s first ecoresort. ¶ Open since 
1976, Maho Bay sits on the north side of St. John in the U.S. Virgin Islands and is surrounded by a national 
park. Its 114 cabins are spread unobtrusively among 14 acres as a nearly invisible complex of buildings joined 
by a labyrinth of wooden walkways. Years before ecotourism was even a word, Maho Bay was quietly defining 
what it means to leave a small footprint when traveling. But all this may come to an end because in a few years 
the lease will run out on this visionary facility, and the landowners want to sell. Asking price: $32 million.
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When the news arrived that a New York builder had 
gotten hold of commercially zoned property, the park 
superintendent of St. John was irate. He met with Se-
lengut, telling him that development could easily dis-
rupt topsoil, potentially ruining the beaches and coral 
reefs. Selengut then agreed to construct a pedestrian 
community, with elevated walkways between the trees 
so nothing would be destroyed.

“In those days, the way you developed was you clear-
cut the land, you built what you wanted to build, and 
then you landscaped with grass and palm trees,” Seleng-
ut says. Instead, he hired a few locals and built a series 
of 18 tent cabins, inspired by structures he’d seen on a 
trip to Africa. All the buildings were erected on hand-
dug footings in order to minimize impact to the land.

From the beginning, the idea was for Maho Bay to 
be affordable, not elitist. “That was more of a challenge 
than the green part,” Selengut admits. “Being green, if 
you have endless supplies of money and want to charge 
$600 a night, isn’t that hard. But being green and re-
maining affordable doubles the challenge.” 

Not long after Maho Bay opened, two things hap-
pened that completely changed the little camp: Neigh-
boring hotels began to send their overbooked customers 
to the ecoresort, and a writer for the New York Times 
came to visit and wrote an article that went on to be 
reprinted throughout the United States.

“We were full right off the bat,” Selengut remembers. 
“That gave me the feeling this wasn’t really a toy — there 
was a real market for what is now called nature-based 
travel, or ecotourism. So that gave me the encourage-
ment to put some real money into it and make it into a 
real business.”

As more cabins were built, Selengut’s curiosity about 
his customers grew. He would send every guest a per-
sonal letter with a questionnaire and a postage-paid 
return envelope addressed to his office in New York. 
Many of the suggestions he received in those replies 
came from professional landscapers and botanists and 

“Being green, if 
you have endless 

supplies of money 
and want to charge 
$600 a night, isn’t 

that hard. But being 
green and remaining 
affordable doubles 

the challenge.”

 Elevated walkways keep the 
forest floor safe from even the 
most light-footed pedestrian.

 The tent cabins (like this one 
on Iguana Lane) are surrounded 
by trees and lush vegetation.

 A signpost directs guests 
around the resort and through 
the maze of trails and huts.
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the Maho Bay deadline, but visitors to the 
resort have no idea it may soon have to 
close. There are a few points in Maho Bay’s 
favor: Most of the land is not beachfront, 
and the national park controls the beaches, 
so a resort might not buy Maho Bay if it 
doesn’t have any access to the water. Trust 
for Public Land is negotiating with the 
land’s owners in an attempt to purchase the 
land. Maho Bay is also well regarded in the 
local community, and its guests contribute 
to local businesses. And the ecoresort has a 
close relationship with the park; Selengut 
once served on the advisory board of the 
national park system.

But nothing is for certain in real estate. 
A wealthy billionaire might want to own a 
private estate and snap it up for himself.

Nevertheless, Selengut has thought of 
the worst-case scenario. If he loses Maho 
Bay Camps, he’s already planned to speed 
up construction on Estate Concordia, 
which, though up and running, still has 
sections to be developed. Unlike with the 
Maho Bay land, Selengut owns all the land 
for Estate Concordia. When finished, the 

were directly incorporated into the Maho 
Bay design plan. Other ideas were a little 
different.

“One guest was an artist who worked in 
fabric,” Selengut says. “I went down [and 
found a] worker taking our waste sheets and 
tie-dyeing them and batiking them and sew-
ing them into stuff. Somebody else found 
out that a kiln can fire ceramics using pallet 
wood [as fuel], so we’d go to the dump and 
get bunches of pallet wood and use it to fire 
the kiln. And then somebody came up with 
the idea that we could take the lint from the 
laundry and mix it with the office paper and 

water in a blender to make art paper. Every 
time I go down there, they’re doing some-
thing new that sounds like great fun.”

Today, Maho Bay CaMps 
and its sister resort, Estate Concordia, in 
progress on the other side of the island, are 
textbook case studies for ecoconstruction 
and sustainability. Estate Concordia im-
proves upon lessons learned with Maho Bay 
and includes features like recycled building 
materials, solar power, and cisterns to col-
lect rainwater.

Selengut and his staff are well aware of 

 Solar panels convert St. John’s 
abundant sunshine into supplementary 
power for the resort.

 Fans and breezes help keep the huts cool and 
comfortable — no air-conditioning necessary.
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S T . J O H N

new ecogetaway will be a similar size to 
Maho Bay and will accommodate the same 
number of people.

Estate Concordia offers a new level of 
comfort to guests, but, truthfully, it doesn’t 
have the lived-in feel that Maho Bay has. 
Plus, beach access isn’t as easy as at the 
original camp. And there are fewer clum-
sy lizards stumbling around the cabins at 
night. But at least for the next three years, 
visitors to St. John can still choose between 
the two.

“Originally, I took a 25-year lease, and 
then I negotiated for a 12-year extension,” 
Selengut says. “At that time, 37 years seemed 
like … God, I was in my 40s. Now I’m 79. 
Who would ever think that 37 years could 
pass so quickly?”

The long way down, as viewed from a cabin at 
Estate Concordia, Maho Bay Camps’ sister resort.

Each open-air eco-tent at Estate Concordia has 
solar panels, a kitchen, and a sun shower.

JACk BoulWARE contributes frequently to American Way. He 
enjoys the sound of an iguana falling off a branch.
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Intelligent Dating

In this day and age where busy professionals are outsourcing 
so many aspects of their lives, dating is no different.

all work & no play?

THE SINGLES SCENE
With over 100 million unattached people in
the U.S., why is it so difficult for singles to
meet? In an age where the BlackBerry® is a
true companion, and people have become
so fixated on their real-time/anytime corres-
pondence, has everyone forgotten the
simplicity of communicating face-to-face?
Maybe what singles really need to do is
disconnect and bring back the lunch hour. 

There’s a team of dating experts who
understand that a single professional’s
daily planner may not have enough slots
open for some focus on their personal life.
It’s Just Lunch was established in 1991
after a broken engagement left the com-
pany founder suddenly single.  Like many
singles, she began the tedious search for a
way to meet “normal,” well-educated pro-
fessionals.  Her friends set her up on blind
dates and she tried personal ads, but she
wasn’t comfortable with these options.
The ideal first date was a lunch date or
drinks after work, she decided, because it
would allow two people to actually talk and
get to know one another in a no-pressure,
relaxed environment.

THE PERSONAL TOUCH
The company’s premise is simple: a dating
solution based on personalized selection
and date coordination. After a client calls
for information, a one hour face-to-face
meeting is set up to discuss the types of
people they would like to meet.  Within 48
hours, the company calls to tell the client
all about their first date.  They arrange for
the couple to meet for lunch or a drink after
work at a restaurant convenient to both of
them and even make the reservations.
After the date, the clients call the company
and give feedback before their next match
is selected.  There is no photo or on-line
profile for the world to see.

A TEAM WITH A MISSION  
Over the last 16 years, It’s Just Lunch has
set up over 2,000,000 first dates in over
100 locations worldwide and shows no
signs of slowing down. Company CEO,
Kevin Bazner, a business traveler himself,
knows first-hand how hard it is to engineer
a professional and social life which is why
his mission is to get singles out from
behind their PDA’s and desks and connect-
ing face-to-face.  “When I first heard of the
company, I thought, this makes perfect
sense,” Mr. Bazner said.  “Whether some-
one is working at a high growth company,
a law firm or is a business owner, who has
time to date? It makes sense to hire some-
one to do all the work.”

...A dating service is trying to revolutionize
the blind date. It's Just Lunch! does all the
work — making reservations, clearing the
matches with customers. All couples have to
do is show up.

-The Wall Street Journal

“

”
PJ

Osgood
Sara

Darling
Jennifer 
Donnelly

Jill
Vandor

Lisa
Purdum

Amy
Brinkman

When asked what makes It’s Just Lunch so suc-
cessful, Mr. Bazner explains that “we put the
needs of our clients in the hands of our exper-
ienced staff rather than a computer.  Additionally,
without exception, we meet everyone in person
before taking them on as a client and personally
selecting their dates.”  He adds that “It’s Just
Lunch clients are busy, successful men and
women who are all quite capable of finding a date.
But their lifestyle is part of the fast-paced world of
business today.  Airports, meetings, business
travel- everything it takes to be successful.  They
just want someone to do the upfront selection and
coordination work for them.”

The statistics speak for themselves.  In a recent
nationwide survey conducted by It’s Just Lunch,
76% of the men said they believe a relationship is
more important than their career.  In addition, the
survey revealed that 63% have been told by their
friends or colleagues that they need to get out
more. 

It's Just Lunch has been featured on various TV
talk shows including CNBC, CNN and Oprah as
well as in articles in Forbes, The Wall Street
Journal and others.  

For more information, visit www.ItsJustLunch.com.

UNITED STATES
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Ann Arbor
Atlanta
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Austin
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My Executive Assistant convinced me to join It’s Just
Lunch, and the experience has been terrific. They took
the time to get to know me and what I was looking for
in a relationship.The overall experience has been fun,
exciting and is a much better way to meet people that
fit my style.

Greg R., Actual Client

“

”

I had heard good things about It’s Just Lunch and
thought it sounded too good to be true. Then I met the
staff and went through the interview process and became
very excited. They handled every situation professionally.
I also had nothing but a positive experience with every
lunch date they arranged. I never really expected to meet
my husband, but as fate would have it, I met him on a
lunch date. Thank you, It’s Just Lunch, for helping make
my dreams come true!

“

”Ken G. / Regional Manager, Insurance Company
Sheila G. / Financial Company Office Coordinator

It’s Just Lunch Directors:

100 locations worldwide   •   www.ItsJustLunch.com  •  1-800-33-LUNCH
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Intelligent Dating

In this day and age where busy professionals are outsourcing 
so many aspects of their lives, dating is no different.

all work & no play?

THE SINGLES SCENE
With over 100 million unattached people in
the U.S., why is it so difficult for singles to
meet? In an age where the BlackBerry® is a
true companion, and people have become
so fixated on their real-time/anytime corres-
pondence, has everyone forgotten the
simplicity of communicating face-to-face?
Maybe what singles really need to do is
disconnect and bring back the lunch hour. 

There’s a team of dating experts who
understand that a single professional’s
daily planner may not have enough slots
open for some focus on their personal life.
It’s Just Lunch was established in 1991
after a broken engagement left the com-
pany founder suddenly single.  Like many
singles, she began the tedious search for a
way to meet “normal,” well-educated pro-
fessionals.  Her friends set her up on blind
dates and she tried personal ads, but she
wasn’t comfortable with these options.
The ideal first date was a lunch date or
drinks after work, she decided, because it
would allow two people to actually talk and
get to know one another in a no-pressure,
relaxed environment.

THE PERSONAL TOUCH
The company’s premise is simple: a dating
solution based on personalized selection
and date coordination. After a client calls
for information, a one hour face-to-face
meeting is set up to discuss the types of
people they would like to meet.  Within 48
hours, the company calls to tell the client
all about their first date.  They arrange for
the couple to meet for lunch or a drink after
work at a restaurant convenient to both of
them and even make the reservations.
After the date, the clients call the company
and give feedback before their next match
is selected.  There is no photo or on-line
profile for the world to see.

A TEAM WITH A MISSION  
Over the last 16 years, It’s Just Lunch has
set up over 2,000,000 first dates in over
100 locations worldwide and shows no
signs of slowing down. Company CEO,
Kevin Bazner, a business traveler himself,
knows first-hand how hard it is to engineer
a professional and social life which is why
his mission is to get singles out from
behind their PDA’s and desks and connect-
ing face-to-face.  “When I first heard of the
company, I thought, this makes perfect
sense,” Mr. Bazner said.  “Whether some-
one is working at a high growth company,
a law firm or is a business owner, who has
time to date? It makes sense to hire some-
one to do all the work.”

...A dating service is trying to revolutionize
the blind date. It's Just Lunch! does all the
work — making reservations, clearing the
matches with customers. All couples have to
do is show up.

-The Wall Street Journal
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When asked what makes It’s Just Lunch so suc-
cessful, Mr. Bazner explains that “we put the
needs of our clients in the hands of our exper-
ienced staff rather than a computer.  Additionally,
without exception, we meet everyone in person
before taking them on as a client and personally
selecting their dates.”  He adds that “It’s Just
Lunch clients are busy, successful men and
women who are all quite capable of finding a date.
But their lifestyle is part of the fast-paced world of
business today.  Airports, meetings, business
travel- everything it takes to be successful.  They
just want someone to do the upfront selection and
coordination work for them.”

The statistics speak for themselves.  In a recent
nationwide survey conducted by It’s Just Lunch,
76% of the men said they believe a relationship is
more important than their career.  In addition, the
survey revealed that 63% have been told by their
friends or colleagues that they need to get out
more. 

It's Just Lunch has been featured on various TV
talk shows including CNBC, CNN and Oprah as
well as in articles in Forbes, The Wall Street
Journal and others.  

For more information, visit www.ItsJustLunch.com.
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thought it sounded too good to be true. Then I met the
staff and went through the interview process and became
very excited. They handled every situation professionally.
I also had nothing but a positive experience with every
lunch date they arranged. I never really expected to meet
my husband, but as fate would have it, I met him on a
lunch date. Thank you, It’s Just Lunch, for helping make
my dreams come true!
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WHAT 
DO 

YOU 
WANT 

TO 
BE 

WHEN 
YOU 

GROW 
UP?
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Sean Aiken 
didn’t know the 
answer to that 
question, even 

at age 26. So he 
began an odys-
sey to find the 

perfect career.  
By Tracy Staton 
Photographs by 

C.J. Burton
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Last February, Aiken began a one-year jour-
ney. Every week for 52 weeks, he worked a 
different job, hoping to find wisdom along 
the way.

So this is the story of a 26-year-old who 
hit the road attempting to find answers to 
that age-old question: What do I do with 
my life? As with all archetypal tales, from 
Greek myths to Disney movies, it is chock-
full of familiar characters and events and 
themes. Perhaps that’s why it resonates with 
so many, why OneWeekJob.com has built 
a base of supporters who, with loyalty like 
that of Caesar’s armies or die-hard Dead-
heads, follow Aiken from place to place 
(albeit electronically). And all the better, in 
this postmillennial world, if it wins Aiken a 
book contract and a TV deal.

But we’re getting ahead of ourselves. Let’s 
start at the beginning.

Year: 2005. Place: Capilano College, 
North Vancouver, British Columbia. Sean 
Aiken graduates with a bachelor’s degree in 
business administration. There is much re-
joicing in the Aiken household. But Aiken, 
like so many of his generation, doesn’t feel 
prepared for the working world. With the 
support of his parents, he decides to explore 
for a while. He starts out with a quick hop 
to a French-immersion course in Quebec 
and then catapults to Southeast Asia, about 
as far from Canada as he can get and still 
be on the same planet. He visits Vietnam, 
Thailand, Cambodia, and Laos, never stop-
ping long enough in any one place to hear 
the question he dreads most: “So, what do 
you want to do next?” As in, “How exactly 
do you plan to earn your keep in this world, 
buster?”

A weighty question, that one — especially 
for those of Aiken’s generation, brought up 
on equal parts cynicism and idealism. On 
the cynical side of the scale: Job security? 

That’s something the company promises six 
months before hiring hatchet-job manage-
ment consultants. Company loyalty? Forget 
it. Only saps believe what they hear in mar-
keting campaigns, including the internal 
rah-rah that passes for company culture.

But amid all that distrust lives a sort of 
naive idealism. A job shouldn’t confer only 
a paycheck or social status but also person-
al, even spiritual, fulfillment. Work should 
make the world better.

Blame their baby boomer parents, if you 
must, for preaching. Do what you love and 
the money will follow, they say. Find your 
passion. Don’t do what I did, kid; don’t sell 
out your idealism for a 30-year career that 
paid the bills but fatigued the spirit.

The exact words Aiken heard were a bit 
different, but the import was the same. 
During Aiken’s last year in college, the fam-
ily gathered around the dinner table and, as 
families of soon-to-graduate students will, 
started debating his future. What should 
he do? Everyone had a different idea. Fi-
nally, dear old Dad cut to the chase. “Just 
find something you’re passionate about,” 
said the elder Aiken, a retired accountant. 
“I worked for 30 years, and I have yet to find 
something I’m passionate about besides 
your mother.”

That comment played as an endless loop 
in Aiken’s brain. It was a kick in the pants 
— I’m not going to settle, he immediately 
decided — but an albatross too. Though he 
had the family support to make a search for 
passion possible, that very support was like 
an investment expected to pay dividends. 
Passion became a prerequisite. A get-the-
job-done, collect-your-paycheck career 
could never be an option.

“We’ve been coddled a bit,” Aiken says 
about his generation. “And that adds to the 
angst, that we have all this support, we can 
take the time to search, we can have those 
higher expectations.”

It’s a curious sort of inner conflict that’s 
difficult to resolve in the reality-based com-
munity. For every save-the-world nonprofit 

job, there are hundreds of positions for 
selling blue jeans and T-shirts or toting up 
profits for a global conglomerate so sprawl-
ing, even its executives can’t count the links 
in its supply chain.

Aiken’s a smart guy; he graduated from 
college with a 4.0 GPA and was valedicto-
rian. But even as he took a year and a half 
off to travel around the world, deep down 
he knew how difficult it would be to escape 
his father’s fate. Hence, the flight from his 
future. But as even the longest flights do, his 
came to an end. He had to get a job.

BY DecemBer 2006, his parents 
were talking less about passion and more 
about paychecks. “Just get a job,” his dad 
said. But the earlier lesson had stuck, and 
Aiken wasn’t about to settle for an entry-
level position that would lead to an entry-
level career that would eventually progress 
into a midlevel management job. When his 
initial search turned up nothing inspiring, 

This story is one Confucius could have written. A story whose end might 
be found in its beginning and whose beginning might lie at its end. One in 
which the search became the grail; the question, its own answer; the jour-
ney, the destination. ¶ Very deep, right? It’s almost the kind of thing you’d 
expect to find when consulting the I ching online. But to find this particu-
lar tale, you’d have to visit OneWeekJob.com, the electronic diary of Sean 
Aiken, seeker, searcher, and modern-day pilgrim wandering the one land-
scape nearly every adult shares: the workplace.

Week 31: Aquarium Host

Week 47: Firefighter

Week 51: Air Force Recruit
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though, Aiken had his second brainstorm. 
After 16-plus years in school, he had no idea 
what the working world would demand of 
him. Job titles meant nothing to him. Why 
not try a few jobs out on a volunteer basis?

That, of course, led to his destiny. Plans 
for a few weeks of dabbling became the 
outline of a yearlong quest, complete with 
its own website, sponsors, and charity cam-
paign. He started out by sending a mass e-
mail to friends and family, and then those 
people passed the message along, and so 
on, until the offers started coming in. He 
used a mix of hard sell (“I’m energetic, a 
hard worker, a quick learner”) and soft soap 
(“You’ll be doing good for my generation by 
helping us figure out what to do with our 
lives; you’ll be donating money to a good 
cause, alleviating child poverty”). It didn’t 
hurt that he got media exposure from the 
very first week, when the Vancouver news-
paper picked up his story; after that, he 
used the probability of publicity as a selling 
point to potential employers.

By the time Aiken showed up on the first 
day of week one at a bungee-jump operator 
in Whistler, British Columbia, he was ready 
for his close-up. Prince Valiant in blond 
dreadlocks, he’d take the symbolic leap of 
faith into the void. On behalf of himself and 
his entire generation, he’d find out what 
made the so-called real world tick. And 
along the way, he’d find the job that fit him 
precisely, the Aiken-shaped hole for his own 
unique peg.

On February 28, 2007, he strapped him-
self in, literally, counted down from five, and 
spread-eagled into the Cheakamus River 
gorge, mouth wide open and fingers splayed 
in surprise. Hollering. “You don’t realize the 
fun you just had until you are back safe and 
sound on the bridge,” he mused at the time.

Aiken took on roles that spanned 
the Bureau of Labor 
Statistics gamut: 
high-paying to low-
end, highly skilled to 
not so much, glam-
orous to downright 
stinky. But though 
Aiken had a few 
shaky weeks at first, 
leaving every job as 
soon as he got com-
fortable with it, he 

quickly adapted, accepting uncertainty as 
— well, as corny as it sounds — a growth 
opportunity. Being able to enter the un-
known every week, he came to recognize, 
was a skill in itself.

So he went from bungee-jump opera-
tor to talk-show intern to snowshoe guide 
to florist to yoga instructor to dairy farmer 
(the stinky job). Marketer, caregiver, framer, 
talent broker, storekeeper, brewmaster, can-
cer fund-raiser, bartender, exterminator. He 
hasn’t been a butcher, but he’s been a baker 
and a pizza maker. Stock trader. Hollywood 
producer. Advertising exec. Fashion buyer. 
Firefighter, Air Force recruit, and cowboy.

Some jobs gave him plenty of fodder for 
future conversations around the company 
watercooler. He lost $1,000 as a stock trad-
er but then made it back by day’s end, just 
as he and his travel buddy/videographer 
Ian MacKenzie were about to leave for the 
airport. As a real estate agent, he learned 
the importance of kissing up to a potential 
client’s family pet. At the martial arts stu-
dio where Aiken worked as an instructor, 
a nine-year-old girl had him circling the 
room, backing away from her high kicks 
toward his face. He left the job with a pot 
of Chinese ointment to relieve the soreness 
in his legs.

Other endeavors were leaps of faith in 
miniature. He started at the yoga studio 
Monday without much practice to speak of 
and ended up teaching a class on camera 
that Friday. Less than a week into his crash 
course as a fashion buyer, he had to take a 
meeting with a designer alone and decide 
which clients’ retail stores should carry the 
designer’s goods.

Before long, Aiken realized he probably 
wouldn’t experience a “magic moment” 
when, like Harry Potter grasping his wand 
for the first time, he would light up like a 
video saint and hear an angelic choir sing-
ing “This Job’s for You, Sean.” At best, he’d 

discover the things he wanted most in a 
job — camaraderie among coworkers, the 
feeling of making a difference — as well as 
the strengths and weaknesses he brought to 
work like the pack and suitcase he carried 
from one job to the next.

Then, his aims changed again. MacKen-
zie shot video footage and still photos each 
week to illustrate Aiken’s blog-o’jobs. Often, 
local newspapers and television stations 
came to call. The national  media started 
taking note, too, and soon Aiken had more 
job offers than he could take in three years 
of one job a week.

Clearly, he’d hit a nerve. Letters were roll-
ing into the website. Aiken’s e-mail inbox 
was full of messages from people confessing 
their dissatisfaction. Some happier messag-
es arrived from folks who had found their 
purpose in life. Fans answered Aiken’s call to 
“take the pledge” to find their life’s passion:

What you do is inspiring! I promise to get 
myself a job I’m truly passionate about. ... 

Thanks for the wake-up call!

I think that you are hitting the nail on the 
head! In a world where people love not to 
question anything and prefer to march 

along silently, our generation needs some 
positive examples of people who are not 

afraid to commit to what we are all think-
ing! I hope that this project explodes, in-
spiring the masses to look a little deeper.

Sean, I am where I am, and I no longer fear 
the future because of you!

I just left a cushy corporate job in February 
to follow my passion. It’s wonderful – blood 
pressure is down, taking fewer pills, sleep-

ing through the night.

Sean, I am twice your age, and your words 
nearly made me cry. … I am ... now trying 

Week 46: Park Ranger

Week 37: Pizza Maker

Week 6: Florist
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C A R E E R

Aiken and MacKenzie traveled to Los An-
geles to meet up with the Hollywood pro-
ducer who’d hosted One Week Job back 
during week 42. Randall Emmett, cofound-
er of Emmett/Furla Films, took them on 
the rounds with a highlights reel from the 
One Week Job video trove. The aim: Sign 
up MTV, VH1, TBS, ABC Family, or one of 
their ilk for a reality show starring Aiken.

Even if that doesn’t pan out, Aiken and 
MacKenzie are determined to bring the One 
Week Job story to a video screen near you. 
They’re collaborating on an educational 
documentary aimed at high school and col-
lege students that uses Aiken’s experiences 
to address the question: What should I do 
with my life?

When he wasn’t pitching ideas to TV 
execs, Aiken spent a good portion of 2008 
writing a book about his experiences. It’s 
scheduled for publication by Random 
House and Penguin Books in September 
2009.

The next year will be a whirlwind of ac-
tivity for Aiken — the kind that doesn’t lend 
 itself to big-picture thinking or even to plan-
ning more than a few months ahead. Where 
might he be five years hence? “I can think 
about September or October at the most,” 
he admits. “All I can say is that I think if I 
get into a situation where I’m unhappy, I’ll 
have the guts to get out of it.” 

Looking back now, after his 52nd job — 
mayor of his hometown — it’s hard for Ai-
ken to deny that, yes, the end of his journey 
may in fact be the beginning. That uncer-
tainty probably will be his way of life. “I say 
it’s almost finished, but is it?” he muses. “It 
may be just starting.”

tion many people feel at work. The change 
wasn’t lost on him. What had begun as his 
own personal quest for fulfillment was now 
collective, communal. “It’s a funny thing, 
how it’s grown and evolved,” Aiken said last 
March. “At first, it was just about me. Then, 
it was about inspiring other people. Now, 
it’s almost a career in itself.”

A lasting career at that. A few days later, 

to figure out what my real “life’s work” is.

Your ... project is out of control … it’s even 
starting to make me rethink my choices 

in life.

Gradually, aiken’s job search 
had become emblematic, a living meta-
phor for the restlessness and dissatisfac-

TRACY STAToN is a contributing editor to American Way.
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Last season saw record amounts of white 
gold on the slopes of America’s most ac-
cessible high-end luxury mountain resorts. 
This season will likely see more of the same 
at Vail and Beaver Creek, which are a mere 
10 miles apart in the heart of Colorado’s 
Central Rockies. Both mountains average 
around 30 feet of snow per year.
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And with more than 7,000 
acres of ski terrain between 
the two (Vail is the largest sin-
gle-mountain ski area in the 
United States at 5,289 acres), 
snow sports lovers can explore 
the lift-served terrain season 
after season and continue 
to make new and exhilarat-
ing discoveries. None of that 
has changed for the coming 
2008-09 ski season, beginning 
in mid-November.

What’s different about 

America’s perennially top-
rated ski destinations this 
season is the experience at the 
base of the mountains. Vail, in 
particular, has added a slew of  

new high-end lodging choices. 
Enjoying its first full season 
is Vail Valley’s most luxurious 
ski-in, ski-out property, Ar-
rabelle at Vail Square, a Rock-
Resorts hotel and spa just steps 
from the Eagle Bahn Gondola.

 With a new outdoor skat-
ing rink, plaza and dynamic 
new shops such as the larg-
est ski-base Burton store in 
the world, Arrabelle is the 
centerpiece of Vail’s billion-
dollar-plus “New Dawn” rede-

velopment boom that has seen 
numerous luxury hotel and 
condo projects, including the 
Vail Plaza Hotel and its new 
spa, plus One Willow Bridge 
Road. Additional projects in 
recent years include the Tivoli 
Lodge, the revamped Antlers 
at Vail and the Sonnenalp 
expansion. A Four Seasons, 
Ritz-Carlton Residences and 
Solaris at Vail, with night-
clubs, bowling, movie theaters 
and ice skating, are currently 
in the works.

Arrabelle has dramatically 
transformed the aging Lions-
Head Mall area on Vail’s west-
ern edge, built in a hurry in the 
1960s but now being upgraded 
at a startling pace. Besides re-
vitalizing the retail scene, Ar-
rabelle has helped to breathe 
new life into LionsHead’s 
dining scene with restaurants 
such as the French-brasserie-
inspired Centre V, the hearty 
surf-and-turf-style Vail Chop-
house and the traditional Ital-
ian gelateria and high-end 
chocolate shop, Rimini.

“Thinking back to three 
years ago about what was there 
and what’s there now, it’s un-
believably different and bet-
ter,” said Chris Jarnot, who’s 
entering his first full season 
as Chief Operating Officer at 
Vail but grew up in the Vail 
Valley. “There is a light at the 

“Vail is the 

largest single-

mountain ski 

area in the 

United States”

Vail_Insert_08-22.indd   3 8/26/08   10:25:27 AMAD-VailSS2   76 8/27/08   8:10:31 AM

AAP - Pitstop - aw20080915-076.pdf August 27, 2008 07:10:55



AD-VailTheOspreyA091508   77 8/21/08   10:25:57 AM

AAP - Pitstop - aw20080915-077.pdf August 21, 2008 09:26:53



end of the tunnel, and when 
we get there it’s going to be 
absolutely, mind-blowingly 
cool to have the village that 
we have and the mountain 
that we have.”

On the spa front, the re-
development is just as im-
pressive with the Arrabelle’s 
new 10,000-square-foot 
RockResorts Spa™ providing 
slope-side pampering with 11 
treatment rooms, a state-of-
the-art fitness room, saunas, 
Whirlpools and full-service 
nail salon. Also new this sea-
son is an 11,600-square-foot, 
11-treatment-room RockRe-

sorts Spa at the Lodge at Vail, 
an ultra-luxe property in the 
heart of Vail Village that an-
chors the resort’s inspiring 
new “Front Door” project.

Up and running last sea-
son but perfectly fine-tuned 
for the coming season, the 
Front Door is Vail Mountain’s 
main entryway where the Ty-
rolean charm of Vail Village 
meets the high-speed, four-
person Vista Bahn chairlift. 
The Front Door raises the 
bar throughout the Vail base 
area by offering seamless skier 
services in the new Mountain 
Plaza, which includes an adult 

ski school, a full-service Vail 
Sports rental shop and the Ex-
press Lift Coffee House, with 
a great room and fireplace 
ideal for meeting friends for a 
quick cup of java before head-
ing up the hill.

New this season in Moun-
tain Plaza, snow riders will no-
tice a statue called “The Edge” 
paying tribute to Vail’s illustri-
ous list of Winter Olympians, 
including 2006 bronze medal 
mogul skier Toby Dawson and 
defending overall World Cup 
Champion Lindsey Vonn, a 
two-time Olympian. Vonn, 
now the fourth-best Ameri-

can ski racer of all time be-
hind only Bode Miller, Phil 
Mahre and Tamara McKin-
ney -- grew up training with 
Ski Club Vail and credits free 
skiing Vail Mountain with a 
great deal of her success.

“There are so many places 
to ski at Vail, with the Back 
Bowls and everything,” Vonn 
said. “I had great training at 
Golden Peak and then when 
we were done training we 
could free ski anywhere on 
the mountain. That gave me a 
lot of terrain that you can’t get 
anywhere else, and it brought 
a lot of versatility to my ski-

“On the hill, 
Beaver Creek 

pleasantly 
surprises any-
one expecting 

to be bored 
by an over-

abundance of 
on-mountain 
pampering.”
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Please visit our website for winter vacation specials
www.theresortcompany.com/AA

800.525.1123
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 Beaver Creek 
Luxury

Intimate & Slopeside 
in Vail

Vail’s Best 
Ski-in/Ski-out
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for reservations,  please call 888 591 8553 or vis it parkhyattbeavercreek.com

 5o west thomas place,  p .o.  box 1595,  beaver creek,  colorado 8162o

parkhyattbeavercreek.com

the new park hyatt beaver creek resort and spa
no matter the season, the newly renovated park hyatt beaver creek resort and spa offers

the same comforts and subtle touches of home and guestrooms with a fresh look.
enjoy colorado’s freshest flavors in our new restaurant overlooking the rocky mountains

or simply papmer yourself in the healing waters of allegria spa.
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ing. Vail has some of the best 
free skiing in the world.”

And that terrain is all the 
more readily accessed through 
the Golden Peak base area 
after the installation last sea-
son of two new high-speed 
quad chairlifts above Chair 6. 
Chairs 10 and 14 have opened 
up the eastern side of the vast 
mountain to a much quicker 
jaunt into Vail’s legendary 
Back Bowls, the sprawling, 
treeless expanses of powder 
that plunge 3,000 vertical feet 
off of Vail’s backside.

Also helping to increase ac-
cess this season is the price 
point of Vail’s new “Epic 
Pass,” an incredible deal at 
$579 for an unlimited season 
pass to all five of the compa-

ny’s mountains (Beaver Creek, 
Breckenridge, Keystone and 
Vail in Colorado and Heav-
enly Resort in California), as 
well as Colorado’s Arapahoe 
Basin, with which Vail has a 
marketing arrangement.

Beaver Creek, the high-

tech, luxury-boutique resort 
just 10 miles to the west of 
Vail, also boasts a dazzling ar-
ray of new amenities for the 
coming season, most of them 
centered on vastly upgraded 
lift access. The new $500 mil-
lion Westin Riverfront Resort 
and Spa will celebrate its grand 
opening this season along the 
scenic banks of the Eagle River 
in Avon. The 210-room resort’s 
new Riverfront Express Gon-
dola now connects the bustling 
shops and restaurants of Avon 
to the vibrant ski village and 
mountain of Beaver Creek.

Beaver Creek, with its mod-
ern people-movers and esca-
lators, outdoor ice rink and 
shopping plaza and acoustical-
ly acclaimed Vilar Performing 

Arts Center situated beneath 
it, has long been lauded as the 
height of luxury mountain 
recreation and relaxation. Its 
diverse collection of resort 
hotels and spas and intercon-
necting ski villages stretching 
from Bachelor Gulch and its 
Ritz-Carlton Hotel and spa to 
Arrowhead has earned Beaver 
Creek a global reputation for 
slope-side pampering.

That reputation has been 
well-earned (and recognized) 
with three straight National 
Ski Areas Association Best 
Customer Service awards, 
bolstered in part by more 
than 150 mountain hosts who 
greet snow riders, hand out 
warm chocolate chip cookies 
at the end of the day and pro-

“It’s unbelievably  
different  

and better.”
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vide answers to virtually any 
question – from how to find 
immaculately groomed trails 
to where to go for an après-
ski cocktail and a fine-dining 
experience.

And that menu of options, 
already spectacular with 
restaurants such as Beano’s 
Cabin, Splendido, Spago and 
the Grouse Mountain Grill, 
will be even more extensive 
this season with the addition 
of a new signature Thomas 
Salamunovich (Vail’s Lark-
spur) restaurant at the Wes-
tin and a hot new gathering 
spot at the revamped Inn at 
Beaver Creek, which saw $7 
million in improvements over 
the summer and will reopen 
as a 41-room luxury retreat 
known as The Osprey at Bea-
ver Creek. The closest hotel to 
a chairlift in North America, 
The Osprey will feature a new 
tapas bar, outdoor pool and 
après-ski deck.

On the hill, Beaver Creek 
pleasantly surprises anyone 
expecting to be bored by an 
overabundance of on-moun-
tain pampering. While cer-

tainly possessed of a glassy 
smooth side enhanced by 
stellar trail grooming, Beaver 
Creek also packs a punch for 
snow riders looking for steep 
mogul runs, backcountry 
chutes and steeps, or powder-
choked glades of aspens or 
evergreens.

To learn new skills or 
sharpen old ones required to 
take on such terrain, both Vail 
and Beaver Creek ski schools 
are internationally renowned. 
The Vail Snowsports School, 
recognized as the largest and 
one of the best in the North 
American ski industry, offers 
the intensive SKImmersion 
program – five days of train-
ing, analysis and consultation 

with equipment specialists, 
video sessions and more, leave 
participants mentally and 
physically stronger, tactically 
smarter, and better equipped 
to ski longer through life. 

At Beaver Creek this sea-
son, the big instructional news 
is the new 4,000-square-foot 
Ranch beginner facility at the 
top terminus of the three-
minute Buckaroo Express 
Gondola, which quickly ac-
cesses the Haymeadow begin-
ner area, an expanse of novice 
terrain perfectly situated to 
the side of the main mountain 
and away from the general ski-
ing population.

The new gondola rises right 
out of the luxurious Park 

Hyatt Hotel, with its critically 
acclaimed Allegria Spa (a per-
fect spot for parents to launch 
the youngsters and return for 
a quick massage) and takes 
snow riders to a beautiful new 
building with views of the be-
ginner area below and the ski 
mountain above.

 “The Ranch is a bit of a 
refuge at the top of the gon-
dola that we didn’t have last 
year,” said Pete Sonntag, di-
rector of the Beaver Creek Ski 
and Snowboard School. “It’s 
a place to give kids a break, 
hydrate them, get them some 
hot chocolate, and that’s very 
advantageous. With kids, 
things happen more slowly, so 
if they’re up there skiing and 
doing well, the last thing you 
want to do is slow the momen-
tum by taking them to anoth-
er place to eat lunch or take a 
break. The Ranch is the new 
Grand Central Station for our 
beginner’s program.”
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downlowdowdownlowowo

      A note to the 
fellas out there: We 
women dig men who 
dig the theater, which 
may explain why we 
love Broadway veteran 
Patrick Wilson so much. 
(His turn as the hand-
some hero in the 2004 
movie version of The 
Phantom of the Opera 
certainly didn’t hurt 
either.) Soon, you’ll 
have two reasons of 
your own to love him: 
this month’s Lakeview 
Terrace and the highly 
anticipated Watchmen 
movie, coming in 2009. 
With any luck, you’ll be 
so enraptured by him 
that you’ll hardly even 
wince when we buy 
tickets to his new play.

PATRICK’S 
DAY 

G E T T I N G  I N T O  G U I N N E S S   |   A M Y  M A C D O N A L D   |   G L E N  C A M P B E L L   |   A N D  M O R E

✤

✤
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New York or L.A.? Stage or screen? Multi-
talented actor Patrick Wilson’s heart lies 

somewhere in between. By Joseph Guinto

Bright Lights, 
Two Cities

You know the robber who brandishes a shotgun and storms into 

the McDowell’s (not McDonald’s) restaurant in Coming to America? 

The guy Eddie Murphy beats up using a mop handle turned quar-

terstaff? Remember?

Well, that’s Samuel L. Jackson.

You know who knew that? Patrick Wilson.

This month, Wilson costars with the very same, but now much 

more famous, Samuel L. Jackson in the psychological thriller 

Lakeview Terrace. While they were on set together, Wilson discov-

ered he wasn’t the only one who remembered that Arsenio Hall got 

better billing than Jackson in the 1988 hit fi lm.

“Neil LaBute, the director of Lakeview, and I tried to play a trivia 

game with Sam about his own movies,” Wilson says. “We thought 

he’d been in so many movies that he’d never remember them all. 

But he actually stumped us. He hasn’t forgotten anything.”

It may come as a surprise to anyone who’s followed Wilson’s 

career that the Broadway veteran is also a well-learned student of 

cinema. In his 14 years of acting, the 35-year-old Tony-nominated 

actor has been known primarily for his roles in major stage produc-

tions like Carousel and Oklahoma!

But when he decided to take the leap to fi lm acting, he eased the 

transition by choosing roles that had been adapted from Broadway 

productions. First, he played Joe Pitt on HBO’s critically acclaimed 

series Angels in America, based on the Tony Kushner play; follow-

ing that, he starred as Raoul in the 2004 fi lm version of Andrew 

Lloyd Webber’s The Phantom of the Opera.

“I never really wanted to give up these great roles I was getting 

in theater just to go out to L.A. and do fi lm or TV shows,” says 

Wilson. “The reason I started doing fi lm was because Mike Nichols 

gave me a shot with Angels in America.”

Then came small-budget indie hits Hard Candy (costarring Ju-

no’s Ellen Page) and Little Children (with Kate Winslet), the latter 

of which earned him critical praise as an adulterous husband.

This month, in Lakeview Terrace, Wilson plays one half of an 

He’s a Wilson of the Appalachian Wilsons:
“My dad’s side of the family is originally from Vickstown 
Gap in Appalachia,” Patrick Wilson says. “To get there, 
you cross the Wilson Bridge and turn down Wilson 
Road, and you’ll fi nd a lot of Wilsons.”

The part that got away: 
“I wish Tony hadn’t passed me by in West Side Story,” 
Wilson says. “I’m a little long in the tooth for that now. 

GETTING TO KNOW … PATRICK WILSON

interracial couple (Kerry Washington plays his wife) whom the cop living next door (Jackson) 

wants out of his suburban California neighborhood. Wilson also recently fi nished work on an 

independent comedy called Barry Munday, in which he plays the title character. And next year, 

he’s due to share the screen with Billy Crudup and Jeffrey Dean Morgan in Watchmen, a big-

budget DC Comics production. 

Though it’s not all CGI explosions and billion-dollar price tags for the Virginia native these 

days, he’s not exactly keeping a low profi le. As Lakeview hits theaters, he’ll be busy onstage in 

New York, doing Arthur Miller’s All My Sons. The play is sure to attract a great deal of attention; 

it costars Katie Holmes.

His mixed workload keeps him bicoastal — and sometimes away from his Brooklyn-based 

wife, stage actress Dagmara Dominczyk, and their two-year-old son, Kal — but he’s grateful for 

the chance to do both fi lm and theater, especially given the intensity of a Broadway schedule.

“The time commitment to theater is more involved and takes a lot more planning,” he says. 

“For theater, you have to say, ‘Okay, don’t send me any scripts or auditions or meetings for the 

next six months because I’m going to do a play until the end of the year.’

“Theater is the greatest experience for an actor, I think. But I love movies, too,” he adds. 

“Getting to do both is a pretty nice position to be in.”

And unfortunately, I don’t think I could have played it 
at 20 either.”

He could have been an anchorman:
Wilson must have taken after his mother’s side. His mom, 
Mary, has worked as a voice teacher. His father, John, is 
a longtime TV anchor at WTVT in Tampa, Florida. Mark 
Wilson, one of his two elder brothers, is also an anchor 
at the same station. 

The force is with his son. Twice: 
“I’m a huge, huge, huge Star Wars fan,” Wilson says. “My 
son, Kal, doesn’t know Star Wars yet. But he will. 

“My business manager gave me a Darth Vader mask 
signed by James Earl Jones. It says, ‘To Kal: May the 
Force be with you.’ Well, I’m telling that to Kerry Wash-
ington on set one day, and I guess Sam Jackson over-
hears us. The next day, Sam comes in with a Mace Windu 
doll, and it says, ‘To Kal, May the Force be with you.’ And 
he says to me, ‘Well, since your son has one Jedi, he’s got 
to have another.’ That’s the kind of guy Sam is.”
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“The QuietComfort 2 lives up to its
name, enveloping you in blissful
sound in the utmost comfort. 
It’s easy to forget they are on 
your head.” That’s what respected
columnist Rich Warren reports. To enjoy peace and tranquility,

simply turn them on. To add Bose quality
sound, attach the included audio cord and

connect them to a laptop computer,
portable CD/DVD/MP3 player, 

in-flight audio system or home
stereo. They also offer a fold-

flat design for easy storage in
the slim carrying case.

Try the QC2 headphones
for yourself, risk free.
You really must experience

them to believe it. Call toll
free to try these headphones
for 30 days. Use them on

your next trip, in your home 
or at the office – satisfaction
guaranteed. If you aren’t
delighted, simply return them

for a full refund.

Call 1-800-450-2073, ext. Q6529
today. The QC2 headphones are available

directly from Bose – the most respected
name in sound. When you call, ask 
about making 12 easy payments, with 
no interest charges from Bose.* And 
discover a very different kind of head-
phone – QuietComfort 2 Acoustic Noise
Cancelling headphones.

Think of them as a peaceful getaway from the world
around you. Whether it’s the engine roar inside an airplane

cabin, the bustle of the city or the distrac-
tions in the office, Bose QuietComfort 2
headphones help them fade softly into the
background with the flick of a switch. You
can savor delicate musical
nuances without dis-
turbing others. And

when you’re not listening to music,
you can slip into a tranquil haven
– where you can relax and
enjoy peace and solitude.
Clearly, these are no 
ordinary headphones. It’s
no exaggeration to say
they’re one of those
things you have to 
experience to believe.

“It’s as if someone behind
your back reached out,
found the volume control
for the world, and turned 
it way, way, down,” reports
TechnologyReview.com. Bose QC®2
headphones incorporate patented
technology that electronically
identifies and dramatically reduces noise,
while faithfully preserving the music, movie dialogue or tran-
quility you desire. We designed these headphones primarily for
airplane travelers. But owners soon started telling us how much
they enjoy using them in other places to reduce distractions
around them. They’re excellent for listening to music whether
you’re on the go, at home or in the office.

“Forget ‘concertlike’ comparisons; you’ll think you’re
onstage with the band.” That’s what Travel + Leisure Golf

said when these headphones were first
introduced. You’ll relish the sound 
of a bass guitar. Or a flute. Or the 
delicate inflections of a singing voice.
The audio is so clear you may find your-
self discovering new subtleties in even
your favorite music.

*Bose payment plan available on orders of $299-$1500 paid by major credit card. Separate financing options may be available for select products. See website for details. Down payment is 1/12 the product price plus applicable tax
and shipping charges, charged when your order is shipped. Then, your credit card will be billed for 11 equal monthly installments beginning approximately one month from the date your order is shipped, with 0% APR and no interest
charges from Bose. Credit card rules and interest may apply. U.S. residents only. Limit one active financing program per customer. ©2008 Bose Corporation. Patent rights issued and/or pending. The distinctive design of the head-
phone oval ring is a trademark of Bose Corporation. Financing and free shipping offer not to be combined with other offers or applied to previous purchases, and subject to change without notice. Risk free refers to 30-day trial only
and does not include return shipping. Delivery is subject to product availability. Quotes reprinted with permission: Simson Garfinkel, TechnologyReview.com, 7/9/03; Travel + Leisure Golf, 7/03; Rich Warren, News-Gazette, 5/19/03.

Use them as a 
concert hall – or a

sanctuary. 

To order or learn more:

1-800-450-2073, ext. Q6529

www.Bose.com/QC

The Bose® QuietComfort® 2 Acoustic Noise Cancelling® Headphones.

FREE 
shipping 

with your 
order.
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Big Screen

DON’T CALL DIORA BAIRD A MODEL. Yes, she 

was a Guess girl. (And — gulp — she even posed 

for Playboy.) In fact, her mom was a model, and she 

was named after designer Christian Dior. But de-

spite her pedigree, Baird shuns the label. “If anyone 

calls me a model,” she says, “I become Exorcist. Like, 

my head starts spinning around and I’m spitting up 

pea soup.” 

That’s because the 25-year-old (pictured above, 

left) is working hard to prove herself as a serious ac-

tress. But those modeling gigs, coupled with her racy 

appearances in fi lms such as Wedding Crashers and 

The Texas Chainsaw Massacre: The Beginning, have 

earned her a less-than-wholesome image. She (very 

happily) reports, though, that the preppy character 

she plays in My Best Friend’s Girl, which opens Sep-

tember 19 and stars Kate Hudson and Dane Cook, is 

a major departure from her previous roles.

Honestly, I still don’t know if 
I’m funny. I operate, as a lot 
of comedy writers do, on in-
security in what I’m doing. 

Don’t get me wrong: 
I’m confi dent in [Family 
Guy] and in the show as a 
comedy entity. But I’m still 
in the writer’s room every 
day, pitching jokes that I 
don’t know have any merit 
to them. I’m always going 
for the kill without knowing 
if my gun is loaded.

Diora Baird is out to prove that 
hot girls can be smart and funny. 
It’s a tough job, but someone’s 
got to do it. By Rhonda Reinhart

Deconstructing 
Diora

We asked three famous 
funnymen to share their 
thoughts on comedy. 
By J. Rentilly

Humor Me
What was it like working with Dane Cook? It’s 

just ridiculous how funny he is. I was not a fan of 

him beforehand. I never really took to his comedy. 

I thought he was a little obnoxious. But it’s not the 

case at all. He’s really a very talented guy, and I hope 

people see that when they see this movie.

How is this character different from roles you’ve 

had in the past? This character is different in the 

sense that she is not sexual … or stupid. It was nice 

to not have to worry about shaving my legs.

Do you feel like you’re breaking away from that 

stereotype? Yeah, I totally feel like I am. It’s still a 

struggle because that’s how people see me due to 

the projects I’ve been 

attached to and how 

I’ve presented myself. 

The producer [of My 

Best Friend’s Girl] even told me, “You weren’t sup-

posed to be funny. When you walked in the room, 

everyone had these expectations that you would not 

be funny.” But in a way, I kind of don’t mind that, 

because that means I can just prove people wrong. 

And I did. I completely proved them wrong.

Are there any actresses you would like to model 

your career after? I think Naomi Watts is one. I 

like her pattern as far as choices because they’re 

always a little offbeat. And she started out kind of 

similar to me in that she was modeling, doing com-

mercials, and doing tons of independent fi lms. Of 

course, none of them really got any attention, but 

she just kept working and was very diligent about it. 

And all it took was one movie, Mulholland Drive, and 

all of a sudden, she was everywhere. I like that it was 

an offbeat movie like that and not a blockbuster.

What’s on tap for 2009? Star Trek is coming out 

in January, I believe. That’ll be interesting. I signed 

my fi rst Star Trek poster this past weekend, and it 

was just so weird. People are fanatics about it. I’ve 

never seen the show. And I was on set, and I kept 

calling it Star Wars. I just knew there was Star in 

it somewhere. 

I like silly, you know what 
I mean? I like it a lot, and 
I don’t apologize for it. It 
could be a smart laugh 
or a dumb laugh — if it 
makes me laugh, it’s good 
enough for me.

I’m not one of those com-
edy guys who’s snobbish 
and doesn’t laugh at the 
rest of the world. I laugh 
at everything. 

Comedy is everywhere 
— it’s in the poop jokes and 
in the funeral. It all makes 
me laugh. My job is to con-
vey what I think is funny 
to people who may not see 
the world the way I do.

MIKE MYERS, 
STAR OF THE LOVE GURU:

SETH ROGEN, STAR OF KNOCKED 
UP AND PINEAPPLE EXPRESS: 

SETH MACFARLANE, 
CREATOR OF FAMILY GUY:
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Those who seek to achieve results in today’s rapidly accelerating 
society understand the need to take appropriate measures to 
get what they want out of life. 

Never before has there been more emphasis on healthy 
relationships, family togetherness, and emotional well being as 
the necessary foundation leading to a road of life-long success. 
Yet with time as our most precious and limited resource, it has 
become increasingly diffi cult for high achievers to balance work, 
cultural and academic activities, and the time available to invest 
with loved ones. 

With this in mind, it is easy to see and understand why today’s 
most intelligent and successful individuals in search of a life 
partner are taking more care and precaution when it comes to 
choosing their mate. 

For years we have seen the appearance of practically every 
fathomable method of pairing individuals and individuals pairing 
themselves; from well-meaning friends and family, to singles 
parties and the internet superhighway. Undoubtedly however, if 
you are an attractive, successful, relatively private and selective 
individual, you have found that the more you have to offer the 
more diffi cult it seems to fi nd the person who is right for you.

Discerning people today want more out of their lives and 
relationships. There is clearly a special focus when it comes to 

the selection process for fi nding a potential romantic companion. 
Most people recognize the value of engaging an expert to assist 
them in their personal search. The question is, “How do you fi nd 
an expert you can trust?” 

Valenti International of Rancho Santa Fe, California is the only 
company of its kind. The organization consistently attracts a 
select worldwide clientele of quality individuals— individuals 
that are searching for a suitable and compatible life partner. 
Irene Valenti, President and founder, is actively involved in every 
aspect of the business. 

“We truly understand what today’s most exceptional individuals 
must endure in order to fi nd a compatible life partner. With a staff 
of Ph.D. psychologists and an experienced team of professionals, 
we are able to meet with and get to know our clients personally. 
This enables us to create a solid foundation for providing the 
best recommendations to our clients; of course there is risk, but 
the real risk is drastically increasing your options and actually 
meeting the right person,” Valenti states.

Valenti International takes into consideration social and economic 
backgrounds, family values and interests, as well as personalities 
and other individual considerations necessary for a successful 
match. The term “Matchmaking in the European Tradition®” 
represents an established professional process carefully 
structured to promote the best opportunity for results for each 
client of Valenti International. There are no impersonal methods 
or computers used for making or selecting introductions. “Each 
personal introduction or recommendation is made on a respectful 
and selective basis.” What started as one woman’s quest to make 
a difference in people’s lives has grown into a world-renowned 
company, a family legacy, and a powerful model for building 
successful relationships through effective introductions. “I am 
always impressed with the quality of people my service attracts,” 
says Valenti– who continues to position her reputable company 
through service excellence and quality advertising.

Valenti International’s clients range from the comfortable to 
the extremely wealthy, embracing all ages and a variety of 
backgrounds and cultures.

If you or someone you know would like to find that special 
someone, contact Valenti International at 800.200.8253 or 
internationally at +01.858.759.9239. You can also visit their 
website at: ValentiInternational.com

A confi dential consultation will be arranged with no obligation.

Valenti International World Headquarters, P.O. Box 2534,
Rancho Santa Fe, California 92067 United States of America.

V I
 MATCHMAKING IN THE EUROPEAN TRADITION®

Irene Valenti
President and Founder
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EVER SINCE childhood, fre-

quent American Way contrib-

utor Larry Olmsted has found 

Guinness World Records fas-

cinating. He’s not the only 

one. Since its initial publication in 1955, 

the book, regularly revised, has sold more than 

100 million copies in dozens of languages. A writing 

assignment to document his own record-setting at-

tempt only fueled Olmsted’s curiosity, and in 2003, 

he set out to examine the book’s history, the fasci-

nation surrounding it, and the people who risk life 

and limb to get into its pages. What resulted is his 

new work, Getting into Guinness: One Man’s Longest, 

Fastest, Highest Journey inside the World’s Most Fa-

mous Record Book (HarperCollins, $25).

 

What led you to write Getting into Guinness? 

I was astonished to discover that Guinness World 

Records is the best-selling copyrighted book of all 

time, that it started as a fluke, and that it was pub-

lished by Guinness Brewery. I thought if I was sur-

prised, other people would be as well. 

What did you discover about the book’s origins?

Sir Hugh Beaver, born in South Africa in 1890, 

helped engineer a brewery on the outskirts of Lon-

don for Arthur Guinness & Sons, the world’s larg-

est brewer during the 1930s. While on a hunting 

trip in 1951, he posed the question, Which bird is 

faster: the golden plover or the grouse? When Bea-

ver couldn’t find the answer in encyclopedias, he 

announced that it was about time somebody pro-

duced a book full of records to settle this kind of 

dispute. He also saw it as a branding opportunity for 

the brewery. Beaver hired twin brothers Ross and 

Norris McWhirter, who were reputed researchers, 

to turn the idea into reality. 

Did the venture catch on quickly? 

Within a few months, it had turned into a serious 

business, and the unexpected success quickly led the 

Guinness executives to expand into the larger and 

more lucrative U.S. market.

Tell us about Ashrita Furman, the man with the 

most Guinness World Records (200 and count-

ing), whom you’ve spent some time with. 

He exemplifies the adage “Truth is stranger than fic-

tion.” If Ashrita did not exist, the marketing folks at 

Guinness would have had to invent him. Many of his 

feats are beyond astonishing. Ashrita has structured 

his entire life around breaking and setting Guinness 

World Records, and this enthusiasm has taken him to 

all corners of the globe. 

You open the book talking about your quest to 

gain entry into Guinness as a marathon poker 

player. What did you take away from that 

 experience? 

After 70 hours without sleep, with eight hours re-

maining to set the record, I was experiencing halluci-

nations of the mirage-in-the desert variety. I opened 

with that because it begs the questions, What drove 

The Glory of Guinness

AS A BEST-SELLING AUTHOR of graphic novels (Iden-

tity Crisis) and popcorn thrillers (The Book of Fate), Brad 

Meltzer knows a thing or two about superheroes and 

crackerjack mysteries. He’s a master practitioner on 

both fronts. Still, nothing prepares readers for Meltzer’s 

me to that point? What madness compelled me to 

risk my health? 

What possessed you to try setting records 

yourself? 

It was a gimmick at first, and at that time, I had 

never considered a book. My first assignment, for 

Golf Magazine, was to see if I could golf my way into 

Guinness alongside Tiger Woods. What I learned af-

terward is that the book has a glorifying effect on 

its record holders. My record got me on TV and into 

the newspapers. It offers otherwise unknowns like 

me the opportunity to achieve a glimmer of so-called 

greatness and join the ranks of elite athletes, scien-

tists, world leaders, explorers, and adventurers.

We Can’t Put Down 
The Book of Lies by 

Brad Meltzer

Author Larry Olmsted examines the history 
of the world’s most famous record book 

as well as why getting into Guinness is so 
alluring and gratifying. By Steve Weinberg

GU
INNESS
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“THE DECISION TO RETURN TO ANY EARLY SCENE 

in your life is dangerous but irresistible,” writes 

celebrated travel writer Paul Theroux in his new-

est book, Ghost Train to the Eastern Star (Houghton 

Mifflin, $28). In 1973, Theroux chronicled his epic 

rail journey through Asia in the best-selling travel-

ogue The Railway Bazaar. Half a lifetime later, his 

curiosity about how those lands had changed over 

time compelled him to return to the rails and re-

trace his Eurasian steps, a trip he documented in 

Ghost Train.

ITALY: “Italy is, to me, a treasure house. I find the 

people congenial. I love the food. Although it’s not a 

large country, it’s packed with things to see.”

INDIA: “There’s classical India: Rajasthan, Jaipur, 

Udaipur, Jodhpur … The people are very traditional 

in their food, their dress, their beliefs. So just to see 

the adoring nature of the Indian culture is quite dif-

ferent from the ‘Indian miracle.’ ”

HANOI, VIETNAM: “Hanoi is one of the most beau-

tiful cities in Asia. [America] bombed it quite heavily 

during the war, but it has been rebuilt. So we have a 

personal interest. … To see it being rebuilt is a won-

derful thing.”

TRAIN OF THOUGHT
Famed travel writer Paul Theroux examines the effect that 
the passing of 30 years has had on Eurasia — and on himself. 
By Kristin Baird Rattini

The Inside Track
Which locales would top Paul Theroux’s edition 
of Places to See before You Die? The veteran 
traveler shares his favorite picks.  — K.B.R.

The Book of Lies (Grand Central Publishing, $26), a whip-smart valentine to comic-book 

culture, a heartfelt father-son saga, a meditation on the power of storytelling, and the 

best darned code-cracking-on-the-run book we’ve read. 

The turbocharged narrative, which finds an orphaned and disgraced government 

agent thrust into an epic but deeply personal quest to find the world’s first murder 

The story of Theroux’s four-month, 28,000-mile 

trek from London to Japan takes a few new twists 

this time. Rather than barhop till dawn, Theroux, now 

67, opts to tour gardens and turn in early. He also al-

ters his path slightly to avoid some of the countries 

experiencing political unrest.

Despite the changes in route, Theroux’s goal is the 

same: to capture the spirit of each place through the 

people he encounters. He does so masterfully, wheth-

er he’s introducing us to a wealthy prince in Jodhpur, 

India, or to a poor pedicab driver struggling for sur-

vival in Myanmar. “I wasn’t chasing a news story, so 

I could get acquainted with people in a much simpler 

way,” he says, now comfortably back at his home in 

Hawaii. “It’s a truer picture of a place than if you 

were there during a crisis.”

Along the way, Theroux finds that he feels a 

greater affinity for the places that haven’t changed 

much since his previous visit than for those that 

have. In fact, “India’s miracle” of Bangalore, a major 

technology hub, and the modern marvel of Singapore 

not only fail to impress Theroux but also raise the 

ire for which he’s known. “The poorer a country, the 

more it preserves what it has,” he says. “They mend 

the sights; they don’t mow and tear them down.”

Yet by journey’s end, Theroux realizes the greatest 

changes haven’t occurred in the landscape or in the 

culture, but in himself. “I had more patience,” he says 

of his demeanor on his return trip. “If someone said, 

‘There won’t be a train for a week,’ that was okay. 

Or if they said, ‘I have a long story to tell you,’ I’d 

say, ‘Fine. Put up your feet and tell me the story.’ ” 

In Ghost Train, Theroux takes time to tell us his own 

story, and the tale is an irresistible one.

weapon, links — wait for it — Cain (as in, and Abel), the world’s first vil-

lain, and Superman, the world’s greatest superhero. Meltzer’s writing is brisk, 

witty, and full of more corkscrews than a wine-tasting seminar. If Dan Brown 

and Michael Chabon were to collaborate, they’d still have nothing on Melt-

zer’s dazzling Lies. — J.R.
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Scottish singer-songwriter Amy Mac-

donald is what her countrymen might 

refer to as a wee bairn, or little child. 

Though she’s baby-faced and not quite 

21, Macdonald has become one of 

the brightest lights on the UK music 

scene. Inspired by London buzz band 

the Libertines and fellow Scots Travis, 

Macdonald began writing and perform-

ing as a teen. Her compositions quickly 

won her notice, and she was given first 

a production deal and then a recording 

contract. Her 2007 debut album, This 

Is the Life, was a revelation, seamlessly 

mixing a Celtic folk feel with undeni-

able pop hooks and sophisticated lyrical 

touches. The public immediately took 

notice, and the album shot to number 

one — knocking rock titans Radiohead 

off the top of the UK charts. A self-

effacing charmer with a thick Glasgow 

brogue, Macdonald talks to us on the 

eve of her record’s stateside release 

through Decca.

What are your first memories 

of music and writing songs? My 

first concert was Michael Jackson 

at Wembley Stadium. That’s the first 

thing I can really remember of loving 

music. My sister and I were massive 

fans. Later, my sister used to play the 

keyboard and muck about on that, and 

I used to come up with little lines but 

nothing ever really serious. It wasn’t 

until I taught myself to play guitar that 

I actually thought about writing proper 

songs. The first couple of songs I did 

write weren’t all that great — in fact, 

I would go so far as to say they were 

absolutely terrible [laughs]. But I just 

completely enjoyed the process and 

getting my feelings down and putting 

them to music, so I continued with it.

Now that you’re actually living 

the life of a musician, is it differ-

ent than you expected? I think a lot 

of people look at musicians and think 

they must have the most wonderful 

life. But actually, it isn’t all that glam-

orous. When I’m on tour, I’m sharing a 

bus with 15 men, which isn’t exciting at 

all [laughs]. You know, just the [grind] 

of touring and having to use horrible 

showers at venues and that kind of 

thing. But I still absolutely love it; I love 

what I’m doing and wouldn’t trade that 

for anything.

You’ve already had a number one 

album and a lot of success. Is it 

hard to stay grounded? No, because 

I still live in my little town outside Glas-

gow and we don’t really have the pa-

parazzi camped outside our house. And 

I’ve never really been interested in going 

to clubs and having my photo taken at 

three o’clock in the morning when I’m 

drunk. There has to be a part of you that 

kind of wants to be the paparazzi dar-

ling to actually have it happen. I’m just 

too normal! I don’t care about celebrity 

or fame. I’m just concentrating on the 

music. That’s what makes me happy.

UK sensation Amy Macdonald 
is diving headfirst into inter-
national waters, attempting 
to win over American audi-
ences with her debut release. 
By Bob Mehr

G
r

ea
t

 S
c

o
t

9_15_BOB_music   94 8/21/08   2:14:31 PM

AAP - Pitstop - aw20080915-094.pdf August 21, 2008 13:15:07



SEPTEMBER  15  2008     AMERICAN WAY     95

Most 72-year-olds would be daunted by the prospect of having 

to cover songs by contemporary bands like the Foo Fighters and 

Green Day. But country-pop legend Glen Campbell is a hard man 

to faze. “After I was on the road with the Beach Boys [in the 

mid ’60s], I never gave singing another thought,” Campbell says, 

laughing. “I figured, if I can get through those songs, I can sing anything.”

Certainly, few musicians can boast the experience and résumé that Campbell 

can. In addition to filling in briefly for Beach Boy Brian Wilson, the Arkansas-born 

guitarist and singer was a legendary session hand, recording with everyone from 

Frank Sinatra to the Monkees before launching a two-decade run as a solo super-

star. Although Campbell’s catalog experienced a revival with the release of a career-

spanning 2003 box set, it’s been some 15 years since his last studio album. The wait 

is finally over with the arrival of Meet Glen Campbell (Capitol, $19).

The brainchild of producer Julian Raymond (Fastball, the Wallflowers), the 

10-song collection finds Campbell putting his distinctive stamp on a mostly modern 

set of songs by the likes of Tom Petty & the Heartbreakers, U2, Travis, and the Re-

placements. And although he was initially unfamiliar with the tunes Raymond had 

picked out, his instincts drew him to the material. “When he played me the songs, I 

said, ‘Oh yeah. My word, these are some great songs,’ ” Campbell says. “A good song 

is a good song no matter what; you just know right away.”

Campbell is certainly no stranger to finding and reinterpreting material. In fact, 

he’s made something of a career out of it, generating massive hits with the work 

of writers like John Hartford (“Gentle on My Mind”), Allen Toussaint (“Southern 

Nights”), and, most famously, Jimmy Webb (“Wichita Lineman,” “By the Time I Get 

to Phoenix”).

“For me, a great song starts with a good chord progression and a strong melodic 

line, although I always tinkered with every song I did,” Campbell says. “I always tried 

adding a little something here and there to make the song mine.”

While the new album and a high-profile appearance at the Stagecoach country-

music festival last spring have raised Campbell’s profile once again, the septuage-

narian says he plans on scaling back his workload. “I’m slowing down; I’ll put it that 

way,” he says. “I’d like to retire. But when you’ve been playing music your whole life, 

it’s really hard to stop.”  — B.M.

Glen Campbell borrows hit songs from contemporary artists to 
reintroduce himself on Meet Glen Campbell, his first studio al-
bum in more than a decade. 

Second Time Around

Rod Stewart set-

ting aside the great 

American songbook 

and getting back into 

some loose, gritty 

country-rock with 

Wilco’s “Dreamer in My 

Dreams.” 

Bruce Springsteen 

and the E Street Band 

doing a version of the 

epic Vietnam flashback 

narrative “Round Eye 

Blues” by Philly roots 

outfit Marah. 

Brian Wilson put-

ting some sun-kissed 

harmonies to singer-

 songwriter Kelley 

Stoltz’s Beach Boys 

homage “Ever Thought 

of Coming Back.” 

Paul McCartney 

reaching back for some 

Beatles-esque magic 

with a redux of Racon-

teurs member Brendan 

Benson’s solo chestnut 

“Eventually.”  

The Rolling Stones 

painting it black again 

with the dark Southern 

soul blues of the Reign-

ing Sound’s “Drowning.”

Bob Dylan recapturing 

some of his adolescent 

energy with a ramble 

through Ryan Adams’s 

plucky “To Be Young (is 

to be sad, is to be high).”  

— B.M.

UnDeR CoveR Glen Campbell’s new record features some unexpected yet masterful 
reworks of contemporary tunes. We wish other veteran artists would put down their pens and take to 
recycling songs too. Here are six dream covers we’d love to hear.  
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Sudoku board game
If you like doing these Sudoku puzzles, you will love 
playing Imagination’s Sudoku board game!

It’s the same great 
puzzle in an exciting 
multiplayer board game 
format. When you land, 
buy it at:
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2
9 3 5 8
3 1 4

9 2 4
1 3 6 8 5

5 4 6
9 6 4

2 4 5 6
7

6 8
3 7 6 4 8
8 7 1

2 1
5 9 2 6

3 9
6 2 7
9 1 5 6 2

7 8

9 8
4 9

9 3 1 7 2
8 4 2 3

6
7 4 9 1
1 7 8 6 9

6 3
8 3

Sudoku

DIABOLICAL

MODERATE

GENTLE

To complete a Sudoku puzzle, fill in the grid so that every row, column, 
and box contains the digits 1 through 9. However, no row, column, or 
box can contain more than one of the same number. It’s easy to learn 
but takes a lifetime to master. The answers are on page 110. Good luck!
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D I V E R S I O N S

“Why peace of mind may be  
measurable in pixels.” 
 
Spotting signs of breast cancer at  

their earliest stage is essential to  

maximize treatment opportunities.  

That’s why at Baylor, we are using  

advanced digital mammogram  

technologies to help improve  

early detection. This combined with  

a full range of breast services that  

is supported by a team of physicians  

on our medical staff will put you one  

step ahead in the battle.

To schedule a mammogram today,   

call 1-800-4BAYLOR.

Join Us In  
Celebrating Women

What:
Celebrating Women Luncheon
Benefiting breast cancer
research, community  
outreach and expanded  
technology at Baylor Health  
Care System.
When: 
Thursday, October 16, 2008
Where: 
Hilton Anatole Hotel, Dallas

Keynote Speaker:   
Geralyn Lucas, author of 
“Why I Wore Lipstick to 
My Mastectomy”

1.800.4BAYLOR
BaylorHealth.com

Physicians are members of the medical staf f at one of Baylor Health Care System’s subsidiary, community, or af f iliated medical  
centers and are neither employees nor agents of those medical centers or Baylor Health Care System. CE A A  8.08

1. First unscramble the letters in each word below,  

and then unscramble the order of the words to cre-

ate a Tom Swifty sentence.

SYLAWA     I     OT     ISENTGAITEV

HET     DETAWN     SNUAPTEURRLA

DIAS     MOT     ELYERI

2. When Jerry counted all his spare change, he 

found that he had $9.60 in nickels and quarters 

only. He also had the same number of nickels and 

quarters. How many of each coin did Jerry have?

3. A simple substitution code has been used to con-

ceal a “quote.” Work out the code to decipher the 

original words.

Robin Hood:

J’N     SFBMMZ     B     CJH-DJUZ     HVZ,

OPU     B     DPVOUSZ     CPZ.

Mensa Quiz
The following questions are provided by the folks at American Mensa, the High IQ Society.  

Can you provide the answers? If you find that you do need some help, the answers are on page 110. 
By Dr. Abbie F. Salny

in 30 minutes, how many candy bars can four trick-

or-treaters eat in an hour?

7. A palindrome is a word, sentence, or group of 

words that reads the same backward and forward. 

Where is Tessa and what language is helpful there?

T _ _ _ _ ’ _     _ _     _ _ _ _ _;

_ _ _ _ _     _ S     _ _ _ _ T

8. Susan is now two-thirds Pam’s age. Three years 

ago, she was half Pam’s age. Six years from now, 

she’ll be four-fifths Pam’s age. How old are Susan 

and Pam now? (Hint: Neither one is a teenager.)

9. Find a word that means “additional,” and then 

change one letter to get a kind of snake.

Bonus Question: Who wrote The Devils of Loudun?

4. Make your way from SICK to WELL in only seven 

steps, changing one letter at a time to make a good 

English word at each step.

S I C K 

_ _ _ _

_ _ _ _

_ _ _ _

_ _ _ _

_ _ _ _

_ _ _ _

WELL

5. Start with the number of stars on the American 

flag and double it. Now subtract the number of legs 

on a quadruped, and then divide by the number of 

winds. What number do you have?

6. If seven trick-or-treaters can eat 14 candy bars 

American Mensa Limited, known as the High IQ Society, is 
an organization for individuals who have one common trait: a 
score in the top two percent on any supervised standardized 
intelligence test. For more information about American Mensa 
or to take the Mensa Home Test, visit www.us.mensa.org/ 
americanway or call (800) 66-MENSA.

Dr. Abbie F. Salny was the supervisory psychologist for 
 American Mensa and Mensa International for more than 25 
years. She is a  coauthor of the Mensa Think Smart Book. Quiz © 
2008 by Dr. Abbie F. Salny and American Mensa Limited from 
the Mensa Page-A-Day Calendar (Workman Publishing). The 
2008 edition of the calendar is available for sale now.
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A choice of a lawyer is an important decision and should not be based solely upon advertisements. 
Joseph Cordell, principal partner.

Dads:
Our goal is to maximize your role in your children’s lives before, during and 
after divorce. Remember this: acquiescence is not a strategy.

Professionals and Business Owners:
Protect the assets and income you have worked so hard to obtain.  You face 
complex fi nancial challenges in divorce court.  You need a divorce attorney 
skilled in sophisticated divorce litigation: an attorney experienced in matters 
such as business valuation, income allocation and tax impact projections.  

With attorneys in eight states and growing, our practice is dedicated to 
the unique circumstances facing men in the domestic relations courts of 
America. 

- Joseph E. Cordell
Attorney, CPA, LL.M.

• Divorce 
• Custody
• Maintenance
• Child Support
• Property Division

Cordell & Cordell, P.C. : America’s law fi rm for men in family litigation.

For Men Facing Divorce 

w w w. c o r d e l l l a w. c o m
1.866.DADSLAW
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 ACROSS

	 1	 Sound	from	a	
pound

	 4	 Start	for		
day	or	night

	 7	 Tales	of		
derring-do

	 13	 “___	make	it	
there	…	”

	 19	 However,	briefly

	 20	 Blood-type		
letters

	 21	 Upstage	onstage

	 22	 Gap

	 23	 LIGHTING

	 27	 Paid	to	play

	 28	 Party	dress?

	 29	 Protein	source

	 30	 Just	about		
forever

	 31	 Actress	Russo

BY ERIC BERLIN

Stumped?	Find	the	solution	on	page	110.
For	more	crosswords,	visit	www.crosswordsclub.com.
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	 32	 Coal	or	pine	
product

	 34	 Give	off

	 36	 SHINE

	 44	 Food-additive	
initials

	 46	 Wee

	 47	 Carnaval city

	 48	 Not	sacred

	 49	 Plant	pest

	 51	 Soap	actress	
Hall

	 54	 Corn	units

	 55	 SHADOW

	 62	 Perry’s	creator

	 63	 Law & Order: 
Criminal Intent	
detective

	 64	 Audited,	as	a	
college	class

	 65	 Curious	George’s	
creator

	 66	 ___	Cooper

	 67	 Gobs

	 68	 “Wanna	___?”

	 71	 Abilities

	 74	 Attacked

	 76	 Stead

	 77	 STONE

	 81	 Really	dislike

	 82	 Foul-smelling

	 83	 PC	character	
system

	 84	 Keyed	in

	 88	 Orch.	section

	 89	 Part	of	CD

	 92	 “For	___	a		
jolly	…”

	 93	 STRUCK

	 98	 Ward	with	
awards

	 99	 Exemption

	100	 Apple	product

	103	 False	alarm

	107	 PCs’	brains

	110	 Big	movie		
company?

	 111	 Neutral	shade

	112	 ROOF

	116	 On	the	same	side

	117	 Involve

	118	 Common	food	
fish

	119	 Fitting

	120	 Many	gourmet	
coffees

	121	 Tenant

	122	 Remote	targets

	123	 Arles	article

 DOWN

	 1	 Fighting

Lunar Eclipse
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 2 River to  
Lake Geneva

 3 Every two weeks

 4 Domestic help

 5 Son of, in Arabic

 6 Private IDs

 7 Number with 
100 zeros

 8 Overseas train 
network

 9 Fr. holy woman

 10 Skin designs,  
for short

 11 Linger

 12 Lingered

 13 Worldwide 
workers’ agcy.

 14 Zealot

 15 Slurpee  
alternative

 16 Canine of horror

 17 By and by,  
poetically

 18 Grabs hold of

 24 Ship’s backbone

 25 Sharp-toothed 
eel

 26 Appoints

 32 Hanoi holiday

 33 Sung words

 35 Martinique,  
par exemple

 37 Venice beach 
resort

 38 Fabled king

 39 Blood line

 40 Freddie 
Mercury’s band

 41 ___ Bator

 42 Crew’s control

 43 B&O et al.

 44 Pugilist named 
Peter

 45 Point up in  
the air?

 50 British verb  
ending

 51 Forest female

 52 Hosp. areas

 53 Real ___

 56 Sam of  
The Tudors

 57 Thief, in slang

 58 Key of Chopin’s 
Piano Concerto 
no. 2

 59 Atlas, for one

 60 Brief online  
message

 61 Max ___ Sydow

 66 Astronaut 
Jemison

 68 Kind of engineer

 69 More than odd

 70 North African 
capital

 71 Coarse cloth

 72 Junk

 73 “A votre ___!”

 74 Designer Anna

 75 Abolish

 76 Barbell abbr.

 77 Burroughs girl

 78 R&B singer 
James

 79 Eddie Bauer rival

 80 Texas city,  
or one of its 
radio stations

 81 Sneaky laugh

 85 Snow White’s 
sister

 86 Anticipatory 
time

 87 Car-battery 
brand

 89 Place for  
lounging

 90 Approximate

 91 Camera type

 94 Climb (down)  
by rope

 95 Actress Kazan

 96 Hard as a rock, 
say

 97 Mountaintop 
offering

 101 Open-mouthed

 102 “Two, two, two 
mints in one”

 103 Sculptor’s  
starting point

 104 Select

 105 Hot rod rod

 106 Spoil

 108 ___ Reader 
(magazine)

 109 Goes unused

 111 They often get 
turned down

 113 NFL units

 114 Western treaty 
grp.

 115 Penultimate mo.
 AMWAY0809-10% 
AMWAY0809-20% 

4.562” x 4.75”

ATL, AUS, BNA, DAL, DFW, HOU, IAH, KCI, LAX, MCO, PHX, & STL.

*20% off with Saturday night stay. 10% off without Saturday night stay. †Valet parking not available at all locations. Coupon valid at The Parking Spot, 
The Parking Spot 2 and Parking Express in Austin, TX. Offer expires March 31, 2009. Original coupon must be surrendered, no photocopies accepted. 
Coupon may not be combined with any other offer. Coupon not valid for On-Airport Valet at DFW. Shuttle pick up at elevator lobby at LAX and STL. 
©2008 PRG Parking Management, LLC. The Parking Spot and the spotted shuttle design are trademarks of PRG Parking Management, LLC. 

Friendly shuttles from your car to the front door of the airport every 5-7 
minutes • Earn free parking • Covered, open-air and valet† parking • Well-lit and 

secured • Always open • Online reservations available • For turn-by-turn 
directions and more information, go to www.TheParkingSpot.com   

THERE’S A BETTER WAY –
SAVE 20%* AT THE PARKING SPOT

WHY PAY THE PRICE
FOR PARKING ON-AIRPORT?
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Quiz on page 98
Mensa Answers
1. “I always wanted to investigate the supernatural,” said 
Tom eerily.
2. Jerry had 32 of each coin.
3. “I’m really a big-city guy, not a country boy.” (Code: B=A, 
C=B, D=C, etc.)
4. Sick, Rick, Rice, Rile, Rill, Till, Tell, Well. (There may be other 
ways.)
5. 24 (50X2=100; 100-4=96; 96/4=24)
6. 16 (Each trick-or-treater eats two candy bars in 30 minutes, 
so four per hour.)
7. Tessa’s in Italy; Latin is asset.
8. Susan is six, and Pam is nine.
9. Added, adder
For the answer to the Bonus Question, please visit our website, 
www.americanwaymag.com.

Giving Credit
Cover: Mitch Jenkins/Contour by Getty Images. UpFront, page 
17: Joann Dost; page 18: Icon SMI/Corbis, Half Moon Bay: Blake 
Marvin; page 20: Lynn Mc Bride/The Natural Conservancy; page 
22: Everett Collection (7). Sacramento, page 40: Cephas Picture 
Library/Alamy; page 41: Getty Images. House, Divided, pages 42-
43: Mitch Jenkins/Contour by Getty Images; page 44: Fox; page 
46: Everett Collection. DownLow, pages 87-88: Richard Phibbs/
Corbis Outline; page 90: Claire Folger, Mike Myers: Everett Collec-
tion, Seth Rogen: Mario Anzuoni/Reuters/Corbis, Seth Macfarlane: 
Everett Collection; page 93: Yingyong Un-Anongrak; page 95, from 
left: Ethan Miller/Getty Images, Volker Hartmann/Getty Images, 
Paul Ellis/Getty Images, Keith Bedford/Reuters/Corbis, Gareth 
Davies/Getty Images, M. Caulfield/Getty Images.

4 7 8 6 9 5 1 3 2
9 6 1 2 3 7 4 5 8
3 2 5 1 8 4 6 7 9
6 9 7 5 2 8 3 4 1
1 3 4 7 6 9 2 8 5
8 5 2 3 4 1 9 6 7
5 1 3 9 7 6 8 2 4
2 4 9 8 5 3 7 1 6
7 8 6 4 1 2 5 9 3

2 6 5 8 4 1 9 7 3
3 7 1 2 9 6 5 4 8
8 9 4 7 3 5 6 2 1
7 2 6 1 5 9 8 3 4
5 3 9 4 7 8 2 1 6
1 4 8 6 2 3 7 9 5
6 8 3 9 1 2 4 5 7
9 1 7 5 8 4 3 6 2
4 5 2 3 6 7 1 8 9

7 4 2 6 9 3 5 8 1
1 5 6 8 7 2 3 4 9
8 9 3 5 1 4 7 2 6
9 6 8 4 5 1 2 3 7
3 2 1 7 6 8 9 5 4
5 7 4 3 2 9 1 6 8
4 1 7 2 8 5 6 9 3
6 3 5 9 4 7 8 1 2
2 8 9 1 3 6 4 7 5

Puzzles on page 96

Sudoku
Answers
GENTLE MODERATE

DIABOLICAL

A
T
W
A
R
 

M
A
H
E
R
 
 
H
E
H
 
S
L
A
B

R
H
O
N
E
 
S
P
I
R
E
 
J
A
N
E
 
C
U
L
L

F
O
R
T
N
I
G
H
T
L
Y
 
E
T
T
A
 
A
X
L
E

 
 
K
E
E
L
 
I
S
E
 
T
W
E
E
D
 
R
U
I
N

M
A
I
D
 
L
I
D
O
 
M
A
E
 
R
O
S
E
R
E
D

I
B
N
 
T
E
T
 
N
E
I
L
L
 
E
V
E
 
Y
D
S

D
O
G
T
A
G
S
 
G
A
N
E
F
 
D
E
L
C
O
 
 

 
 

M
O
R
A
Y
 
F
M
I
N
O
R
 
R
A
P
P
E
L

G
O
O
G
O
L
 
D
O
E
 
T
R
A
S
H
 
U
T
N
E

E
U
R
A
I
L
 
E
R
S
 
S
A
N
T
E
 
S
I
T
S

S
T
E
 
L
Y
R
I
C
 
 
 
J
C
R
E
W
 
O
A
S

T
A
T
S
 

M
I
D
A
S
 
S
U
I
 
L
A
I
N
I
E

E
C
H
O
 
A
O
R
T
A
 
E
N
D
 
S
I

M
I
L
E

S
T
A
Y
E
D
 
E
S
T
A
T
E
 
D
I
V
A
N
 
 

 
 
N
A
M
E
S
 
T
I
T
A
N
 
I
N
E
X
A
C
T

I
L
O
 
I
L
E
 
E
N
O
T
E
 
S
L
R
 
N
O
V

F
A
N
A
T
I
C
 
V
O
N
 

W
A
C
O
 
B
E
D
S

I
C
E
E
 
Q
U
E
E
N
 
L
B
S
 
V
I
E
W
 
 

C
U
J
O
 
U
L
A
N
 
B
I
O
C
H
E
M
I
C
A
L

A
N
O
N
 
O
A
R
S
 
E
E
R
I
E
 
A
G
A
P
E

N
A
B
S
 
R
R
S
 
 
T
U
N
I
S
 
C
E
R
T
S

Crossword
Answers
Puzzle on page 108

9.15 Mensa Answers   110 8/27/08   7:30:28 AM

AAP - Pitstop - aw20080915-110.pdf August 27, 2008 06:31:00



                   SEPTEMBER  15  2008    AMERICAN WAY     111

 c  c 
 

c c c 
c c 

 
c     

 c c 
c   c 

 c  
 c  

c  
c  
c  

 
  c  

  c  

 
 c   c  

 
 c  c  
c  c  

 

 c   c  
 c  c  
c  

 

 c   c  

 c   c   c  

 

RDRSRVY_9_15_08.indd   96 8/15/08   2:59:01 PMAD-Advertising Index   111 8/21/08   9:42:51 AM

AAP - Pitstop - aw20080915-111.pdf August 21, 2008 08:43:12



Insider
Your Guide to American Airlines11111111 11111111

112     AMERICAN WAY    SEPTEMBER  15  2008

Peru is a country steeped in tradition and culture 
that date back to more than 10,000 years ago. It 
lies just south of the equator, on the Pacific coast 
of South America, and is nestled between Ecua-
dor, Brazil, Bolivia, and Chile. Peru’s legendary 
Andean highlands were once the heartland of the 
flourishing Inca empire, which was destroyed by 
the Spanish conquistadors in the 1530s.

Peru is home to almost 30 million people 
from more than 50 different ethnic groups, and 
some 3,000 festivals highlighting the country’s 
rich culture, music, and cuisine are celebrated 
there each year.

Explore Everything Peru Has to Offer
As a vacation destination, Peru has something 
for everyone. Choose from a host of activities, 
including:

• Hiking to Machu Picchu (pictured), the fabled 
lost city in the Andes
• Trekking in Cañón de Cotahuasi, one of the 
world’s deepest canyons
• Exploring an ancient Incan citadel in Choque-
quirao Archaeological Park
• Shopping the markets of the Sacred Valley 
• Strolling the colonial city of Arequipa 

Let oneworld Take You There
Join the world’s leading airline alliance, 
­oneworld, on your next vacation to Peru, 
and earn or redeem AAdvantage miles on all 
 oneworld airlines when you travel. Ours is the 
only alliance with members in South America 
that provides you access to 34 cities in 10 coun-
tries in the region. The Visit South America Pass 
is ideal for traveling to Peru and the surrounding 
region.

Fly American from Miami to Peru’s capital 
city, Lima — a flight offered daily — and connect 
to many exciting destinations, including Cuzco 
and Arequipa, through our codeshare partner 
LAN Peru, an affiliate member of oneworld. You 
can also fly to Peru on Iberia, LAN Ecuador, LAN 
Argentina, or any other oneworld airline.

The oneworld alliance carries 320 million 
passengers on approximately 9,000 depar-
tures per day, serving almost 700 destina-
tions in nearly 150 countries. What better time 
to experience the alliance? For details, go to  
www.oneworld.com/promo/peru.

• Discovering the Moche pyramids 
• Cruising the Amazon River
• Exploring the lush rain forest of Manu

Peru offers some of South America’s most 
spectacular scenery and is home to more than 
400 species of mammals, 300 types of reptiles, 
and 1,700 varieties of birds, making it one of the 
most wildlife-rich and biodiverse countries in 
the world.

Visit Peru with oneworld

Experience the Captivating Country of Peru
The most visited attraction in Peru is also one of the New Seven Wonders 
of the World: the lost city of Machu Picchu. Every year, thousands of peo-
ple walk the 20.5-mile Inca Trail that leads to this ancient city, trekking 
over three high Andes mountain passes to see the best-known archaeo-
logical site on the continent.

Other top attractions you’ll want to experience in Peru include:
Chan­Chan­Citadel. The largest pre-Columbian city in South America, 

this World Heritage Site was built during the Chimú kingdom and is deco-
rated with impressive friezes and carvings of maritime motifs.
Kuélap­Fortress. Located in the cloud forest of the Amazonas region, 

Kuélap is evidence of the amazing engineering skills of the Chachapoya, 
an ancient tribe that once inhabited the region. 

Colca­Valley. World-renowned for its vast, deep canyons, the rising 
road of this valley winds through plains where wild alpacas and viscachas 
roam freely. 
Choquequirao­Archaeological­Park. Archaeologists believe Choque-

quirao is one of the many lost citadels in the Vilcabamba area, where the 
Incas sought refuge from the Spanish conquistadors centuries ago. 
Huacas­ del­ Sol­ and­ de­ La­ Luna­ Archaeological­ Complex. See the 

beautiful adobe temples of pre-Columbian culture. Year after year, new 
levels and walls are discovered, revealing the vision and culture of the 
Moche civilization.

Ready to pack your bags? American and oneworld make it easy to get 
there. For more information, visit www.aa.com/oneworld.
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Names and Numbers  
You Need to Know

11111111111111111111111

Contact Us 
Anytime

n Want to make a reservation? 
Just log on to www.aa.com or call 
Reservations at (800) 433-7300. En 
 español, llame al (800) 633-3711 o 
www.aa.com/espanol.
n For automated flight information 
in English, call (800) 223-5436. En 
español, llame al (800) 228-8356.
n For information about Cargo and 
Priority Parcel service within the 
United States (except Alaska), call 
(800) 227-4622.
n Contact American Airlines  
AAdvantage Reservations at  
(800) 882-8880. 
n Contact American Airlines Group 
& Meeting Travel at (800) 221-2255.
n Contact American Airlines  
Vacations at (800) 321-2121.
n Contact Admirals Club Member 
Services at (800) 237-7971.

We welcome your comments and 
suggestions. For the quickest re-
sponse, e-mail us via the Contact 
AA link on the AA.com homepage. 
(Complete contact information is 
below.) Please include your daytime 
phone number, the flight number 
of the flight you traveled on, and 
the date on which you traveled. For 
immediate help, see an AA agent or 
contact our Reservations office.

Customer Relations 
E-mail: Visit AA.com and click  
on Contact AA, or go to
www.aa.com/customerrelations. 
Fax: (817) 967-4162
PO Box 619612, MD 2400
DFW Airport, TX 75261-9612

Being There
Our Employees Go the Extra Mile

Brent with Cyndi Jochum

Cyndi Jochum is a hard worker who holds down three jobs. 

But it’s a fourth activity, which she does for free, that is per-

haps the most rewarding and has the greatest impact. For the 

past 12 years, Jochum, an international sales representative 

in American Airlines’ reservations department (job number one), has been a volunteer with Big Brothers Big 

Sisters, which helps young children achieve a brighter future. Jochum has been so dedicated, in fact, that she 

was recently named Big Sister of the Year for all of North Texas. “I joined the program because I wanted to do 

something extra in my community,” says Jochum. “Plus, I like kids. It has made me grow, too, to be looked up to 

as a Big Sister.”

Jochum started in Big Brothers Big Sisters as a mentor to 12-year-old Calli. Today, Calli is 24. “We’re still 

friends,” says Jochum. “She has even followed in my footsteps and become a massage therapist” (job number 

two for Jochum). For the past six years, Jochum has been a valued Big Sister to Brent, 12, taking him to outings, helping him with schoolwork, and just 

spending time with him. Brent has even been to see Major League Baseball at Rangers Ballpark in 

Arlington, where Jochum operates the manual scoreboard in left field (job number three).

“People ask me, ‘You have three jobs. How do you have time to be a Big Sister?’ I say, ‘You make 

time,’ ” says Jochum. “It’s a great program. Try it. They need all kinds of volunteers.”

Perhaps the most ringing endorsement of Jochum’s and the program’s impact on lives comes 

from Brent: “Cyndi should get the Big Sister of the Year award because she is loving, funny, and a 

caring person. She has earned it.” For more information, visit www.bigbrothersbigsisters.org.

A Fresh Face for AA.com/
women
In 2007, American Airlines 
took the first steps toward 
supporting the travel and 
lifestyle needs of women 
with the launch of AA.com/
women. With educating, 
entertaining, and inform-
ing our female customers 
as our mission, American 
proved that establishing a 
connection with this growing 
customer base was a prior-
ity. Today, we are taking that 
commitment to the next level.

AA.com/women is getting 
a fresh new look and feel. A 
few of the things you’ll now 
find every month on the site 
include:

• Fabulous destination spots! 
With our monthly themed va-
cation guides, it’s easier than 
ever to select a destination 
and find out what to do there. 
Whether you’re looking for a 
major resort or a diamond 
in the rough, you’ll find it on 

AA.com/women.
• Take our columnists’ words 
for it. With three monthly 
columnists, there is enough 
expert advice to go around. 
In “Conway Confidential,” 
Paula Conway suggests 
secret hot spots in major 
cities across the world; Julie 
Washington offers her “Rules 
from the Road”; and Jenna 
Schnuer proves why she is 
(and how you can also be) an 

“Adventure Girl.” 
• Everyone loves a good 
deal, and AA.com/women 
offers some great pack-
ages, giveaways, 
and discounts 
through exclusive 
partnerships and 
 promotions.

• Susan G. Ko-
men for the 
Cure. Through 
our employee 
survival stories 
each month, see 
how breast can-

cer has touched the lives of 
many people. You can also 
find information on upcom-
ing races and fund-raising 
promotions.

• Most importantly, find a 
community. The world is full 
of women looking to experi-
ence new adventures and 
destinations. Through our 
message boards, women 
have the opportunity to share 
their experiences and gain 
knowledge from others. Visit 
www.aa.com/women and 
then give us your feedback at 
editor@aapubs.com.

News You Can Use
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Tips for Assistance When Your Flight 
Has Been Delayed or Canceled

POSTPONING OR CANCELING YOUR TRIP
If your trip can be rescheduled, postponing or 
canceling may be an attractive alternative to 
waiting for an indeterminate length of time.
n If you decide to travel at a later date, call your 
travel agent or call AA Reservations as soon 
as possible for details on how to reuse your 
ticket. Generally, tickets must be used no later 
than one year from the date of purchase. Some 
changes may require a fee and/or an additional 
fare payment.
n If your originally scheduled flight was can-
celed and you decide not to travel, you can re-
ceive a full refund. To arrange for a refund, visit 
AA.com, call your travel agent, or call AA Res-
ervations.

SPENDING THE NIGHT AWAY FROM HOME
When bad weather causes a flight 
cancellation or a delay stretches 
overnight, we may be able to help 
defray some unexpected expenses.  
A “distressed-passenger rate” 
voucher — good for a discounted 
rate at an approved local hotel 
— may be available through cus-
tomer service agents to help you 
with overnight accommodations. 
The discounted  room charge and 
incidental charges  (such as meals, 
telephone calls, transportation, 
etc.) are not covered by the airline 
and are at the traveler’s expense.

Other options available to you:
n Check AA.com for overnight op-
tions in the area.
n See whether the airport you are 

in has a phone bank for local hotel and transpor-
tation options. (Tip: Some hotels provide a free 
shuttle service to and from the airport.)

RETRIEVING CHECKED LUGGAGE
When you have to spend a night somewhere 
other than where you had planned, having your 
bags with you can make the situation a bit more 
tolerable. In some cases, however, circum-
stances can make it impossible for us to retrieve 
your luggage.
n If our airport personnel cannot retrieve your 
luggage, it will continue on to your scheduled 
destination and will be held there.
n If we can retrieve your luggage, it will be made 
available in the baggage-claim area of the air-
port.
n If you are spending the night in a local hotel, 
ask for an Overnight Amenity Kit.

TRIP INSURANCE
Many travelers find trip insurance to be an af-
fordable way to offset expenses associated 
with delayed or canceled flights. If you have 
purchased such coverage for this trip, please 
contact your insurance provider. If you are not 
familiar with trip insurance, please visit AA.com 
by accessing www.aa.com/tripinsurance to learn 
more or to purchase coverage.

GETTING ON ANOTHER FLIGHT
In some cases, when a flight cancels, our sys-
tem may confirm you on another flight a short 
time after the disruption. You can check to see 
whether you’re confirmed on another flight and 
access the details in the following ways:
n If you booked on AA.com and are able to ac-
cess the Internet, visit www.aa.com and select 
My Reservations.
n If you booked your flight through a travel 
agency, call their office directly.
n Call AA Reservations.
n See an agent at the airport.

During busy travel times, there may be more 
customers waiting to be accommodated than 
there are open seats on the next flight. We man-
age these situations by creating a standby list. 
(Tip: You can do this on a Self-Service Check-In 
machine at some airports, or a customer service 
agent can place your name on a flight’s standby 
list.) Here’s what to expect at the gate if you are 
standing by for a flight:
n Customer service agents will board passen-
gers who have previously confirmed reserva-
tions and reserved seats.
n About 15 minutes before departure, if seats 
are available, agents will begin to call standby 
passengers.
n After the last standby passenger boards and 
the door at the gate is closed, agents need five to 
10 minutes to finish up their work for the flight. 
Afterward, they will move all unaccommodated 
passengers, in order, to the standby list of the 
next flight. They will make an announcement 
about that flight’s gate and scheduled departure 
time.

American Airlines’ website: www.aa.com
AA.com isn’t just for planning your trip in advance; it’s 
also a valuable resource during travel, especially when 
plans have to be changed. Visit www.aa.com/airporthelp 
for helpful information about the airports and cities we 
serve as well as additional tips and insight about travel 
on American and American Eagle. Here’s what you’ll find:

n Flight schedules and Flight Status Notifications
n Self-Service Check-In availability
n Airport terminal maps and hours
n Official airport websites (to learn about specific ameni-
ties at certain airports)
n Weather information

ABOUT SAFETY
If it concerns your safety, American Airlines and American 
Eagle will delay, reroute, divert, or cancel a flight, even if 
it means some inconvenience. We ask for, and very much 
appreciate, your understanding of our ultimate responsi-
bility to you.

We expect, as you do, that American Airlines 
and American Eagle will operate flights on time. 
On occasion, the weather or other challenges 
can make it difficult, if not impossible, to stay on 
schedule. When a delay or cancellation does oc-
cur, our goal is to get you to your destination safely 
and as quickly as possible.
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Cruise Away with Miles, Free Upgrades, and More
Book your dream cruise aboard a top-rated ship 
and earn one AAdvantage mile for every dollar you 

spend. Choose from hundreds of voyages aboard the world’s best fl eets. 
Plus, you could save up to 75 percent and cast off with bonus offers like 
free onboard savings booklets and free upgrades. Our professional cruise 
experts are available 24 hours a day to assist you in choosing the sailing 
that’s just right for you. And with our 110 percent Best Price Guarantee, 
you’ll get the best deal available. Earn miles on your cruise by visiting 
www.aa.com/cruise today or by calling (800) 259-5642.

Greater Options, Lowest Prices
We’re introducing an even better way to search for your next fl ight. The 
Price and Schedule booking tool already gives you a wide range of sched-
ule options for your departing fl ights, but now you can also see the lowest 
available fare for three days before and after your original return date. 
Make sure to check out the Price and Schedule booking demo or choose 
the Price and Schedule search option when you’re searching for fl ights!

Visit AA.com/hotel and Rest Easy
You know AA.com specializes in fi nding the fl ights that you need. You 
can also trust AA.com to fi nd you the ideal hotel at the best rate while 
you earn AAdvantage miles. You’ll rest easy knowing you’re protected by 
our  Price-Match Guarantee (found at www.aa.com/hotelguarantee). And 
should your travel plans change, you won’t have to pay any AA.com change 
or cancellation fees (with the exception of any change and cancellation 
fees that certain hotels may require American to collect on their behalf). 
Whether you need a hotel to go with your flight or a place to spend 
the night on a road trip, check out the enhanced selection of hotels at 
www.aa.com/hotelguarantee.

AA.com Offers You More Payment Options
You’re ready to book that holiday trip 
you’ve been planning but need alter-

natives to paying with traditional credit or debit cards? At AA.com, you’ve 
got choices. Customers can defer payments for six months with our Fly 
Now, Pay Later option or use electronic checks to pay directly from their 
checking accounts. We accept AA Gift Cards, and you can also make cash 
payments at Western Union locations. Visit www.aa.com/ paymentoptions 
to learn more.

AA.com Is Mobile
We’ve just begun service to a brand-new destination: your mobile phone! 
You can now access up-to-the-minute travel information wherever you are. 
View your travel itinerary, check in for your fl ight, confi rm your departure 
gate, and more! Plus, you can book fl ights and check your AAdvantage 
account all in the palm of your hand. Simply type www.aa.com into your 
mobile phone or other web-enabled mobile device and get connected. At 
AA.com, we’re making travel planning easy.

Give the Gift of Travel
American Airlines Gift Cards are always a welcome 
gift, no matter what the occasion might be. Gift 
Cards are available in any denomination between 
$50 and $1,500 and are easy to purchase and re-

deem online at AA.com. You can even customize a message and e-mail a 
virtual Gift Card directly to that special someone. American Airlines Gift 
Cards never expire and are good toward the purchase of a ticket from the 
United States, Puerto Rico, and the U.S. Virgin Islands to 250 cities in more 
than 40 countries all over the world on American Airlines, American Eagle, 
and AmericanConnection fl ights. For more details or to make a purchase, 
go to www.aa.com/giftcard.

New Trip-Insurance Products Available at AA.com
Purchase your airline ticket and travel in confi -
dence when you buy Access America Trip Insur-

ance at AA.com. We have enhanced the trip-insurance product offerings, 
allowing you to choose the type of coverage that’s right for you. Should 
your trip be canceled or interrupted for a covered reason, Trip Insur-
ance allows you to receive a reimbursement for nonrefundable payments 
on airline tickets, hotels, and other prepaid expenses. For details, visit 
www.aa.com/tripinsurance.

Don’t Miss a Thing with DealFinder
Let us bring you the lowest fares on AA.com. Whether you want to take 
a relaxing vacation or just get down to business, travel planning is a snap 
with DealFinder, our new downloadable desktop tool. Give us a destination, 
dates of travel, and the fare you’re looking for, and we will continually look 
for our lowest fares and send an alert directly to your desktop when that 
fare is available. Go to www.aa.com/dealfi nder to download DealFinder.

*If a lower airfare (by $5 or more) is found on another travel website for the exact same AA fl ight(s), itinerary, date(s), cabin, class of service, and fare rules and restrictions, the full difference in the fares will be refunded to the credit card used for the 
original purchase on AA.com. Visit www.aa.com/guarantee for more details.
American Airlines, American Eagle, AmericanConnection,  AAdvantage, Net SAAver & Special Offers, Net SAAver Alerts, and AA.com are marks of American Airlines, Inc. American Eagle and AmericanConnection are American’s regional airline associ-
ates. American Airlines reserves the right to change the AAdvantage program at any time without notice and to end the AAdvantage program with six months’ notice. American Airlines is not responsible for products or services offered by other partici-
pating companies. For complete details about the AAdvantage program, visit www.aa.com.
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Check Out Rio in the Latest Edition of Milestones
Looking for the inside 
scoop on the best hotels 
and out-of-the-way res-

taurants? Do you want to know where the locals hang out 
on the beach? Then check out AAdvantage Milestones, a 
place where AAdvantage members just like you can ask 
questions, share their travel experiences, and more. For 
example, if you’re looking for tips on the best time to visit 
the Christ the Redeemer statue, just post the question on 
the message board and let other members share their in-
sights. Plus, enjoy informative travel videos, a local-events 
calendar, and much more. For more information, visit 
www.aa.com/milestones today.

Earn Miles for Everyday Shopping
Find all your favorite electronics, fash-
ions, and more at the AAdvantage 

 eShopping mall! Shop at more than 250 of your favorite 
retailers. Why fi ght crowds when you can get all your 
shopping done from the comfort of home? When you 
shop at the AAdvantage eShopping mall, earn up to 
10 miles for every dollar spent, which could have you 
on your way to your favorite destination. It’s the per-
fect solution for back-to-school shopping. Simply visit 
www.aadvantageeshopping.com to get started!

You can now save 20 additional minutes when connecting between Ja-
pan Airlines’ domestic fl ights and international departures on  oneworld 
partners at JAL’s Tokyo Narita Terminal 2 hub. An already minimal 
connection time has been reduced from 80 to 60 minutes through the 

opening of an exclusive passport-control area and security checkpoint, 
which enables passengers to proceed straight from the domestic-
arrival lobby to the international-departure concourse. JAL connects 
Tokyo Narita domestically to Sapporo, Nagoya Chubu, Osaka Itami, and 
Fukuoka. Flying alongside JAL from Terminal 2 are oneworld partners 
American Airlines, Cathay Pacifi c, Finnair, and Qantas.

Where Can We Take You?
Often when someone mentions American Eagle, the vast 
domestic network linking hometowns to big-city hubs comes to 
mind. But did you know that some of these hometowns that make up our 
network are found in places you may not associate with American Eagle?

With more than 75 daily international fl ights connecting you to destinations in 
Mexico, Canada, and the Caribbean, American Eagle offers the same convenient ser-
vice no matter where your plans may take you. When you combine that with the 
entire AA network, the possibilities are limitless!

American Airlines Offers Food for Sale Onboard
You may purchase a variety of food onboard American Airlines to satisfy your ap-
petite. On transcontinental and Hawaii fl ights, you can buy a meal consisting of a fresh 
premium sandwich and chips for $10. On all other fl ights that are three hours or lon-
ger, sandwiches are $6 each. On fl ights that are two hours or longer, we offer sweet 

and salty snacks (such as chips, trail mix, and 
cookies) for $3 each and a cheese-and-cracker 
tray for $4. American offers you the fl exibil-
ity of paying for food onboard with cash, your 
American Express card, or other debit or credit 
cards. We will continue to review our offerings 
to ensure that you have a variety of choices.

Is Your Company Earning Rewards?
American Airlines’ Business ExtrAA program offers companies of any size the op-
portunity to earn points for free travel every time their employees fl y on American 
Airlines, American Eagle, or AmericanConnection. There is no cost to join, and the 
company earns points while its employees continue to earn AAdvantage miles. What 
can you earn? Points toward a variety of travel options, including First Class and 
Business Class tickets, upgrades, Admirals Club awards, and more. For program de-
tails and to enroll, visit www.businessextraa.com.
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Join Us in the Admirals Club Lounges
Admirals Club lounges have launched 

an enhanced food-and-beverage prod-

uct, Amora, which will be rolled out 

to all domestic lounges by the end of 

October. Select from our new Amora 

fresh-food menu, which offers a vari-

ety of sandwiches, salads, small-bite 

samplers, and speciality drinks for 

purchase.

We’re committed to giving our 

members an excellent club network, 

professional services, and outstanding 

amenities. Whether you need to check 

e-mail, grab a bite to eat, make a 

few calls, or just relax, Admirals Club 

lounges help you make the most of 

your time in the airport.

To join the Admirals Club program 

or get more information, please visit 

www.aa.com/admiralsclub or call 

(800) 237-7971 (in the U.S., Canada, 

and Puerto Rico) or (817) 963-6100.

  The Smart Choice for Air Travel
Looking to take control of your personal or corporate travel plans? The American Airlines AAirpass program protects you against 
fare changes and helps you manage your travel by providing prepaid unrestricted air travel at a fi xed rate — all while you enjoy 
VIP privileges and benefi ts. You can travel anytime, even at a moment’s notice, to any of the more than 250 worldwide destinations 
served by American Airlines, American Eagle, and AmericanConnection, including the United States, Canada, Europe, India, Japan, 
China, the Caribbean, Latin America, and Mexico.

No matter where you’re headed, your AAirpass membership can get you (and a companion) there. Special VIP privileges include 
Admirals Club membership,* First Class Check-In, and priority wait-list for upgrades. For the most up-to-date program details, visit www.aairpass.com 
or call one of our specially trained AAirpass representatives at (800) 433-6355, and we’ll get you started today on your world of travel.

*Eligibility for corporate-contracted AAirpass members is dictated by corporate contract terms with American Airlines. See your corporate travel manager for details and to verify that your company is eligible 
for this benefi t.

Use Your AAdvantage Miles to Book a Vacation at AAVacations.com!
Need a vacation? Visit AAVacations.com and use our perfect-vacation equation. Here’s how it works: Get 
a low rate on airfare — maybe fl y to Paris or to a tropical island. Add a specially negotiated hotel deal — 
maybe an ocean-view room. Add a rental car for a side trip to see the rest of the island’s scenery or a day 
tour to explore the rain forest. Now subtract your yard work, and you’ve got the perfect escape!

Additionally, earn 1,000 AAdvantage bonus miles for booking at AAVacations.com. Use your miles to 
pay for your vacation or to give others the gift of travel with American Airlines Vacations gift certifi cates! 
Consider giving a gift certifi cate, available in any denomination, for a special occasion such as a wedding, 
an anniversary, or a birthday. To book now, go to www.aavacations.com or call (800) 321-2121.

American Airlines’ CorporateAAccess.com booking portal is leading the way in providing practical, cost-
effi cient solutions for managing corporate travel. At the request of many customers, we have designed a 
functional, easy-to-use online booking product that brings the best features of business-travel planning 
together on one website. CorporateAAccess.com offers searching and booking capabilities for widely 
available air, car, and hotel suppliers, and there is no transaction fee for American Airlines bookings. The 
portal also offers a suite of travel-management tools to help companies of any size control their travel-
related costs. Visit www.corporateaaccess.com for more details and company registration.
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Onboard Our Flights

* The electronic-device policy may vary on American 
Eagle and AmericanConnection. Please see a flight 
attendant for specifics.

Things You Need to Know to Make Your Trip Safe and Comfortable
n Check-In We advise cus tomers 
to check in 90 minutes before 
their scheduled departure for 
domestic flights when checking 
bags, 60 minutes with no bags, 
and two hours for inter national 
flights. (Please refer to the Travel 
Information section on AA.com 
for cities where earlier check-in 
is recommended.) This will help 
ensure your reservation and seat 
assignment. Please be onboard and 
in your seat with your seat belt 
fastened 10 minutes prior to de-
parture time.
n Luggage Effective for domes-
tic economy-class tickets and 
 economy-class tickets from the 
U.S./Puerto Rico/U.S. Virgin Is-
lands to Canada purchased on or 
after June 15, 2008, a $15 fee ap-
plies for the first bag checked. (For 
customers traveling from Canada 
to the U.S./Puerto Rico/U.S. Vir-
gin Islands, this fee is effective for 
tickets purchased on or after July 
7, 2008.) The existing $25 fee for a 
second checked bag remains in ef-
fect for domestic and  U.S.–Canada  
tickets in both directions pur-
chased on or after May 12, 2008 
(exceptions apply for both fees). 
Passengers may carry one piece 
of luggage and one personal item 
(such as purses and laptop com-
puters) onboard. Carry-on items 
must be placed in the overhead 
bin or under the seat in front of 
you. Place your name, address, 
and a copy of your itinerary inside 
your bags, and put your name and 
 address on the outside. To avoid ad-
ditional fees, all luggage must meet 
specific size and weight require-
ments. International travel rules 
may vary. Liability for loss, delay, 
or damage to baggage is limited, so 
carry valuables onboard with you. 
Claim your luggage upon arrival. 
For more details, visit the Baggage 
Information page on AA.com.

n Beverage Service Only alco-
hol served by a flight attendant to 
customers age 21 or older may be 
 consumed onboard. By FAA rule, 
we may not serve alcohol to cus-
tomers who appear intoxicated.
n Smoking is not permitted.
n Seat Belts Turbulence is air 
movement that cannot be seen and 
often occurs unexpectedly. While 
we do everything possible to avoid 
turbulence, it is the most likely 
threat to your in-flight safety. Un-
less you must leave your seat, keep 
your seat belt fastened at all times, 
even when the seat belt sign is off.
n Disability Assistance Custom-
ers who need assistance with 
disabilities, including obtaining 
wheelchairs, should contact an AA 
representative. Per government 
regulations, service animals travel-
ing in the cabin to assist passen-
gers with physical or emotional 
needs are not required to travel in 
a kennel. If you are in a bulkhead 
seat, you may be asked to move 
to another seat to accommodate a 
service animal.
n Carry-on Pets must stay in their 
kennels and under the seat in front 
of you at all times. AA assumes no 
liability for the well-being of carry-
on pets.
n Powerports On most aircraft, 
there is a DC cigarette-lighter-
style outlet at each seat in First 
and Business Class and in select 
rows in the Main Cabin for power-
ing approved electronic devices. 
DC auto/air power adapter cords 
are available at major electronics  

stores. Splitter or Y adapter  
cords may not be used. Only 
one device per outlet is  allowed. 
n Electronic Equipment/Personal  
Devices All portable electronic de-
vices must remain off and properly 
stowed during taxi, takeoff, ap-
proach, and landing until the plane 
is at the gate and the seat belt 
sign is off. Noise- canceling head-
sets must be switched off during 
taxi, takeoff, approach, and land-
ing. Devices with no power switch 
(e.g., PDAs) must not be used (and 
must remain in “sleep” mode) dur-
ing this period of aircraft opera-
tion. Use is permitted during flight 
provided the “airplane/flight” 
mode is activated and the trans-
mitter function remains off. Cell 
phones may be used on certain air-
craft after landing in the United 
States, the U.S. Virgin Islands, 
and Puerto Rico. Your flight at-
tendant will tell you when you may 
use approved electronic devices  in 
flight. Devices  with transmitting 
ca pabilities may be used only if 
the transmit capability is turned 
off. During flight, never use cell 
phones, two-way pagers, ra dios, 
TV sets, remote controls, cordless 
computer mouses, commercial 
TV cameras, or Global Positioning 
Systems. Radio transmission using 
personal communications devices 
is prohibited, as it may interfere 
with the aircraft’s systems. De-
vices that could cause damage to 
equipment or that may diminish 
the design, function, or ca pability 
of the aircraft are prohibited. You 
may use audio and video  devices 
only with a headset. Use of still and 
video cameras, film or digital, is 
permitted only for recording per-
sonal events. Recording of airline 
personnel, equipment, or proce-
dures is strictly prohibited.*

What’s in Your Baggage?
Some products used at home or 
at work can be dangerous when 
transported in an aircraft. Temper-
ature and pressure variations can 
cause some items to leak, gener-
ate toxic fumes, or start a fire.

Lithium and lithium-ion bat-
teries may catch fire when not 
handled properly. Place spare 
lithium batteries in carry-on 
baggage, not in checked bag-
gage. See battery-size limitations 
at safetravel.dot.gov. It is prefer-
able that you use the original 
packaging to store spares. If the 
original packaging is not avail-
able, store in separate plastic 
bags or use electrical tape on 
terminals to prevent batteries 
from making contact with metal 
objects. Do not use aircraft 
powerports to charge lithium 
or lithium-ion batteries.

Dangerous Goods Prohibited on 
Aircraft: Aerosols (spray cans), 
fuels, paints, solvents, starch, 
alcohols, nail polish, nail-polish 
remover, lighter refills, camp-
ing gas, fireworks, flares, black 
powder, bleaches, drain cleaners, 
lead-acid batteries, bottles of 
acid, strike-anywhere matches, 
gas-powered tools, self-heating 
meals, model-rocket motors, 
hydrogen peroxide 40 percent or 
greater, mace, and pepper spray.

Remember that this list is not 
all-inclusive. Carrying prohibited 
items onboard aircraft violates 
U.S. Federal law. Violators are 
subject to imprisonment and pen-
alties of $250,000 or more. Con-
sult an agent or visit: safetravel 
.dot.gov, tsa.gov, faa.gov, or 
AA.com for details.

Federal law prohibits any 
passenger from threatening 
or intimidating any member 
of the flight crew or inter-
fering as crew members per-
form their duties. American 
 Airlines appreciates your 
continued cooperation.
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Staying 
in Touch
Making a Call Is Easy
In-flight satellite phones are available on all 777 
and 767 aircraft. To place a call, put the phone 
to your ear. Recorded instructions will tell you to 
dial 1 to place a call or 2 to select a language.

Slide your credit card through the side of the 
phone and then dial 00 + country code + area or 
city code + number, followed by the # key. For 
example, to reach New York City, dial 00 + 1 + 
212 + 555 + 1234 + #. To reach London, dial 00 
+ 44 + 20 + 7123 + 4567 + #.

All calls must be dialed as international calls. 
When calling within or to the U.S. or Canada, dial 
00 and 1 prior to the area code. Incoming calls, 
faxes, and data transmissions are not available.

A flashing yellow light indicates that you’re 
waiting for a line. A flashing green light and dou-
ble beep means the call is being processed. Press 
NEW to place another call or END to hang up.

Rates are $5 to connect and $10 per minute. 
Billing begins when a call is answered. Partial 
minutes are billed as a full minute. The ser-
vice provider, Vizada, accepts Visa, MasterCard, 
American Express, Diners Club, JCB Cards, and 
Discover. No calling cards are accepted.

For dialing assistance, dial toll-free 12#. 
This will connect you to the Vizada Custom-
er Care RVA (recorded voice announcement). 
For assistance with any other questions you 
may have, contact Vizada Customer Care at 
(800) 685-7898 (toll-free in the U.S.) or (301) 
838-7700 (worldwide), by fax at (301) 838-7701, 
or by e-mail at customer.care@vizada.com.

 

Cell Phones
Personal electronic devices, including cell phones, 
may be used on board during boarding until the 
flight attendant’s announcement to turn them 
off. Cell phones may be used on certain aircraft* 
after landing, once authorized by a flight atten-
dant’s announcement.

Due to FAA regulations, passengers must 
remain seated and all carry-on baggage must 
remain stowed after landing until the aircraft is 
safely stopped at the gate and the seat belt sign 
has been turned off.

Due to FAA regulations, unapproved personal 
electronic devices must remain off once the air-
craft door is shut at departure and until the seat 
belt sign is turned off at the arrival gate.

* Does not apply to SAAB and ATR aircraft flights.

Our customers sometimes ask us about medical 

conditions and air travel. American Airlines ap-

preciates its customers’ interest in health topics 

and encourages passengers to consult with their 

doctors before traveling. 

What Is DVT?
A deep vein thrombosis (DVT) is a blood clot that 

develops in a deep vein, usually in a leg. This is 

a serious condition. Sometimes these clots can 

break away and travel through the bloodstream 

to vital organs of the body and can cause severe 

injury or death. 

Possible Risk Factors of DVT
Prolonged physical immobility, such as sitting for 

an extended period, is considered in the medical 

community to be a risk factor associated with 

DVT. People with certain medical conditions or 

who are taking some medications may also be at 

higher risk of developing a DVT, including condi-

tions or medications that affect blood flow, al-

ter normal blood-clotting mechanisms, or cause 

blood- vessel damage. Some of these are: 
n Blood-clotting disorders
n Cancer
n Increasing age or smoking 
n Major illness with hospitalization
n Obesity or heart disease
n Oral contraceptive use or hormone therapy
n Personal or family history of a DVT
n Pregnancy
n Recent major surgery or trauma

Possible Symptoms of DVT
Many DVTs do not produce any symptoms. If 

symptoms occur, they may include pain, swelling, 

or redness in the affected area. Severe chest pain 

or problems breathing may indicate that a clot 

has traveled to the lungs. Any concern should be 

evaluated by a physician immediately. 

Your Personal Health: 
Deep Vein Thrombosis (DVT) 

Possible Ways to Reduce the 
Risk of DVT
American encourages all passengers to consult 

with their doctors about DVT and other personal  

health issues before flying. Because the cause of a 

DVT is often not known, the best methods of pre-

venting DVTs are still uncertain. To try to reduce 

the risk of DVT, many passengers may be advised 

by their doctors to take the following measures 

in flight: 
n Regularly change leg position, and periodically 

move and stretch your legs and feet while seated. 

Your doctor may suggest leg exercises — such as 

those described in the box below — at regular 

intervals (at least every hour or so). 
n If conditions allow and the aisles are clear, you 

may want to occasionally get up and walk around. 

But remember that you must remain seated when 

the seat belt light is on and should remain in your 

seat with your seat belt fastened whenever pos-

sible, because of the possibility of turbulence. And 

all passengers are required to comply with crew-

member and/or FAA instructions — especially 

those relating to remaining seated.
n Avoid crossing the legs at the ankles  

or knees.
n Stay hydrated; drink adequate nondiuretic flu-

ids — such as water, juice, and milk — and mini-

mize alcohol and caffeine intake.
n Wear loose-fitting clothing. 
n Wear graduated-compression stockings.

It is possible that no measure intended to 

prevent DVT will be effective. It is also possible 

that some of the measures listed above may not 

be recommended for some passengers, depend-

ing on their health situations as assessed by their 

doctors.

There are many sources of general information 

about air travel and health. For more information, 

visit www.aa.com and type “personal health” in 

the search box.

Possible In-Flight Exercises
Ankle circles: Lift your foot off 
the floor and draw a circle in 
the air with your toes pointed, 
alternating direction. Continue 
for 30 sec onds. Repeat with 
your other foot.

Foot pumps: While keeping 
your heels on the floor, point 
your feet up as high as possible 

toward your head. Put both feet 
back flat on the floor. While 
keeping the balls of your feet 
on the floor, lift both heels high. 
Continue for 30 seconds.

Knee lifts: While seated, march 
slowly in place by contracting 
each thigh muscle. Continue for 
30 seconds.

Knee to chest: Hold your left 
knee and pull up toward your 
chest. Hold for 10 to 15 seconds. 
Slowly return to floor. Alternate 
legs 10 times.

These exercises should not be 
performed if they cause pain 
or discomfort or if they are not 
recommended by your doctor.

In the event of any problem making a call, American Airlines’ and Vizada’s 
liability is limited to the cost of the call.
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oneworldTM Partners

oneworld also includes 20 affi liate airlines. For a full list, visit www.aa.com/oneworld.
1 Miles may not be earned or redeemed for British Airways transatlantic fl ights between the U.S. and the U.K.
2 Benefi ts available to Emerald, Sapphire, and Ruby members.
3 Lounge access available to Emerald and Sapphire members, and to First and Business class travelers, except when traveling solely on North American itineraries. 
4 Benefi ts may vary by carrier.

Airline Partners

1 Earn elite qualifying miles on all fl ights.
2 You can only earn miles on Hawaiian Inter-island Flights.
3 Miles may not be earned for Jet Airways transatlantic fl ights taken solely between the United States and Brussels, Belgium. For details, please see www.aa.com/jetairways.
Government restrictions prohibit earning or redeeming miles for travel to and from Cuba. Visit www.aa.com/aadvantage for details.

American Airlines and 
American Eagle have 

partnerships with select 
airlines and high-speed 
rail operators around 
the world. With our 
 oneworld and other part-
ners, we have integrated 
our services to offer 
you the convenience of 
a single ticket, prere-
served seats, connecting 
boarding passes, reliable 
baggage transfers, and 
coordinated connections 
to mini mize your waiting 
time. Please see our route 
maps for destinations 
serviced by our partners. 

To support this global 
network, American 
Airlines has codeshare 
agreements through 
which we sell seats on 
fl ights operated by our 
partner airlines. When 
traveling on a codeshare 
fl ight, your ticket will 
show AA fl ight numbers, 
and your journey will be 
on one of our partner 
airlines. Check in at the 
airport with the airline 
operating your fl ight. 
Visit www.aa.com/code
share for more details.

As a member of the 
AAdvantage program, 
earn miles when you 
purchase an eligible 
published-fare ticket 
and fl y on American 
Airlines, American Eagle, 
or any participating 
partner airline. Rules and 
 AAdvantage benefi ts 
may vary by carrier. For 
a complete list of spe-
cifi c rules, eligible routes, 
and fares, visit Partners 
and Mileage Programs in 
the AAdvantage section 
of AA.com.

With our oneworld partner airlines, you can REDEEM MILES, and the miles you EARN are ELITE- 

QUALIFYING. Once you earn AAdvantage elite status, enjoy benefi ts such as priority check-in2, priority 

standby2, priority wait-list2, lounge access3, and preferred prereserved seating4 on oneworld fl ights.

Other Partners
Earn and Redeem Miles; Receive Elite Qualifying Miles on AA Flight Numbers

Earn Miles and Receive Elite Qualifying Miles on AA Flight Numbers

Deutsche Bahn

1
2

Earn and Redeem Miles

French Rail
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Terminal Maps

Ticket Counter and
Self-Service Check-In

Self-Service Check-In

Curbside Check-In

Admirals Club

Executive Center

Flagship Lounge

Duty-free Currency

Security

Ground Transportation

Moving Sidewalk

Information

Other Airport Lounge

Dallas/Fort Worth International Airport

Boston Logan International Airport

For transfers 
between Domestic  
Terminal B and  
International  
Terminal E, a bus 
operates continually 
and is located outside 
the lower level bag-
gage claim areas.

Domestic 
Terminal B
American Airlines
American Eagle
Alaska Airlines

International 
Terminal E
American Airlines 
(arrivals only)
Aer Lingus
British Airways
Iberia

Now open! DFW Airport’s new 
Skylink train may be the quick-
est way to reach the gate for 
your next flight, replacing the 
American Airlines TrAAin. The 
automated bidirectional rail  
service, located inside the 
security area, runs every two 
minutes between the following 
gates: A13 and A16, A29 and 
A34, B9 and B12, B29 and B31, 
C8 and C12, C27 and C32, D11 
and D20, and D24 and D36. The 
average ride time is five min-
utes. When you get off the plane 
and enter the terminal, you will 
find a gate map and directions 
to Skylink. This map will also 
tell you whether it’s quicker to 
walk or take the Skylink to your 
connecting flight. If you are 
returning home to DFW and 
arrive at a different terminal 
than the one you departed from, 
DFW Airport’s free Terminal 
Link shuttle service will take 
you directly back to your origi-
nal terminal. To use Terminal 
Link, just follow the signs to the 
green pickup areas, which are 
located on the upper level out-
side the baggage-claim areas.

Terminal A
American Airlines

Terminal B
American Eagle

Terminal C
American Airlines

Terminal D
American Airlines
American Eagle 
British Airways
Mexicana

Terminal E
(not shown)
Alaska Airlines

Legend

/-
/>1

0

. . 3>
3?

2

35

I l t boI bsbi D^qbp

E. >
E. ?

Skylink Station

Chicago O’Hare International Airport

DFW Airport Terminal Link

Ticket Counter

Airline Partners

Terminal 3
American Airlines
Alaska Airlines
Iberia (departures 
only) 

Concourse G
American Eagle

Terminal 2
There is a USO 
Center on the 
mezzanine level.

Terminal 5
American Airlines
(international 
arrivals only)
Aer Lingus
British Airways
Iberia 
(arrivals only)
Japan Airlines
Mexicana
Royal Jordanian

363739
TERMINAL C

12
14

15
16
17

19

25

27
28

3335

26

TERMINAL A
American Airlines
Gates A9 - A39

TERMINAL B
American Eagle
Gates B2 - B27, B35 - B39 

TERMINAL C
American Airlines
Gate C2 - C39

TERMINAL D
American Eagle
Gates D18 - D20
American Airlines
Gates D17 - D40

British Airways
Gate D16

Mexicana

 

29
30

31
32

Parking

L E G E N D

Ticket Counter and
Self-Service Check-In

Curbside Check-In

Admirals  Club

32

10
11

8764
3
2

9 1011
13

14
15

16

3536
3839

34

TERMINAL B TERMINAL A

18
19

20
21
22
23

26

28

33

37

AmericanAirlines

29

ParkingParking

24
25

20
21
22

24

9 8 7 6 5

Skylink stations are
inside the secured

area of each terminal 
and run in both directions.

Skylink Routes

Skylink to
All Terminals

Baggage & Ticketing
Security

Check Point

Terminal Link

Ground Transportation

Skylink Station

Executive Center

Duty-free/Currency 
Exchange

Immigration/Customs

Moving Sidewalk

Shops
& FoodPick-up Gates

T

12
11

13

4

10

Baggage (lower level 
in Terminal D)

14

D/C

oneworld carriers
are shown in bold

T

T

T

T

T

T

T

TERMINAL D
(To Terminal E)

Parking

D/C

D/C

           31

           29

15  14    12  11        10   8     7   6     

T

29

28

27

25

24

23

22
21
20
18
17
16

30 31 33 34 36 37 38 40

D/C

(lower level)

T

 

T

TERMINALS A, B and C

15
16

17
18

           33
           35           36

19

20

T

Self-Service Check-In

21
22
23

           37           38           39

Arriving
Passengers
(lower level)
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BART (Bay Area Rapid Transit)

U USO Center

U
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Immigration/Customs
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Miami International Airport
Connecting walkways 
are provided be-
tween Concourses 
A through E for the 
convenience of our 
passengers. Pas-
sengers using these 
walkways do not 
need to clear 
airport security 
in order to move 
between concourses. 
The walkway is 
lo cated adjacent to 
Gate 3 in Concourse 
A, Gate 3 in Con-
course C, Gate 31
in Concourse D, and

Gate 5 in Concourse 
E (with the exception 
of High E gates 
30-33, which are ac-
cessible only by tram 
service from the 
main terminal). 

Arrivals and 
departures for all 
American Eagle 
fl ights are through 
Gate D35.

Customs is located 
on the upper level 
in Concourse B and 
the lower level near 
Concourse E.

Concourse A
American Airlines
(Concourse A is 
 under construction 
and is not currently 
in use.)

Concourse C
American Airlines

Concourse D
American Airlines

Concourse E
American Airlines
Alaska Airlines
Mexicana

Concourse F
(not shown)
British Airways

Concourse G
(not shown)
EL AL
Iberia

Concourse J
(not shown)
LAN

London Heathrow Airport

11  

1 
3 

7 

13 
16 

5 

31 
35 

42 

40 

36 

32 

26 
28 
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34 

29 
27 
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19 

21 18 
20 

22 

3 

9     5 

  
9 
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5 
    

  
3 
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1 
    

8 
    

6 
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5 

1 
    

    
3 
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1 

1 
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2 

1 

  1     2     3 

23 
24 
25 

  4 1     2 1     0 1   9   8   7   6   5   4 

  0 1   8   6   4   2 

  4 3   2 3   0 3   9 2   7 2   5 2   3 2   1 2   9 1   7 1   5 1 

  8 2   6 2   4 2   2 2   0 2   8 1   6 1   4 1 

15 

19 
17 

13 
14 

19 
20 
21 
22 

9 

Terminal 1
Aer Lingus
British Airways
EL AL
Finnair

Terminal 2
British Airways
Iberia

Terminal 3 
American Airlines
British Airways
Cathay Pacifi c
Gulf Air
Japan Airlines
Jet Airways
Royal Jordanian

Terminal 4
British Airways
Qantas

Terminal 5
British Airways

Lambert St. Louis International Airport

Concourse B
AmericanConnection

Concourse C
American Airlines
American Eagle
AmericanConnection

Los Angeles International Airport
For transfers between 
American Airlines and 
American Eagle, a 
transfer bus operates 
between Terminal 4 
and the American 
Eagle Remote Termi-
nal. This bus can be 
accessed at Terminal 
4, Gate 44 (Lower 
Level). Passengers 
using this bus do not 
need to clear airport 
security in order 
to move between 
terminals.

There is a tunnel link-
ing TBIT to Terminal 
4. The tunnel allows 
customers to deplane 
at TBIT, then walk 
underground to clear 
Customs/
Immigration in 
Terminal 4.

There is a USO Center 
outside between 
Terminals 1 and 2.

TOM BRADLEY
INTERNATIONAL 
TERMINAL (TBIT)
Aer Lingus
Air Pacifi c
Air Tahiti Nui
British Airways
Cathay Pacifi c
China Eastern
EL AL
EVA AIR
Japan Airlines
LAN
Mexicana
Qantas
(departures to 
Auckland, 
Brisbane, and
Melbourne) 

TERMINAL 2
Hawaiian Airlines

TERMINAL 3
Alaska Airlines
Horizon Air

TERMINAL 4
American Airlines
American Eagle
Qantas
(departures 
to Sydney)

 LaGuardia Airport New York Narita (Tokyo) International Airport
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MIAMI INTERNATIONAL AIRPORT
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3

33
34

36

T
T

T

31

2
AmericanAirlines

32

T
T

High E

To get to high “E” gates 20-33; 
take the escalator to the 3rd level,

then ride the airport train to the
satellite terminal.

Take elevator to the
5th level to visit the

Admirals Club.

Departs from Lower LevelD-35,

Concourse E

Flamingo
Garage
Parking

Dolphin
Garage
Parking

S

S

S

S S
S

35

1st Floor

3rd Floor

SECURE AREA

Concourse C
AmericanAirlines

35
33

31

32

30

11

10

9

8

7

6

5

4

Lower
Level

Concourse F
(not shown)

Gates under construction 
434547

424446

4951

48

Concourse G
(not shown)

Concourse D
AmericanAirlines

40 39

T
T

32 
 

21 

23 
25 24 

22 

20 

North Terminal North Terminal 

37 
38 
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Central
Terminal

Seattle-Tacoma International Airport

Terminal D
American Airlines

Terminal B
(Not shown)
Iberia

San Juan Luis Muñoz Marin International Airport

New York John F. Kennedy International Airport
Terminal 1

Japan Airlines

Terminal 4
Aer Lingus

Air Tahiti Nui
EL AL

LAN
Royal Jordanian

Terminal 7
British Airways 

(Gates 1-6)
Cathay Pacific

Iberia 
Qantas

Terminal 8
American Airlines

American Eagle
Finnair

Jet Airways
 Malév Hungarian

Mexicana

The JFK Airtrain now provides convenient connection service between all terminals at JFK, the subway, 
and Long Island Railroad. Just follow the Airtrain signs to the Airtrain station located at the front of the 

terminal. Once inside the Airtrain station, simply follow the directions to your terminal.

South Satellite
British Airways

EVA AIR
Horizon Air

Concourse A
American Airlines

Hawaiian

North Satellite
Alaska Airlines

Horizon Air

Concourses C & D
Alaska Airlines

Horizon Air

Baggage Claim Lower Level

San Francisco International Airport
Terminal 1
Alaska Airlines
Hawaiian 
Horizon Air

Terminal 3
American Airlines

International Terminal
British Airways
Cathay Pacific
EVA AIR
Japan Airlines
Mexicana
Qantas

Paris Charles de Gaulle Airport
Terminal 1
(not shown)
Aer Lingus
Gulf Air

Terminal 2 - Hall A
American Airlines
Air Tahiti Nui
Cathay Pacific
EL AL

Terminal 2 - Hall B
British Airways
Malév Hungarian
Royal Jordanian

Terminal 2 - Hall C
Qantas

Terminal 2 - Hall D
Finnair
Iberia Rail Station

Terminal 2 - Hall F
Japan Airlines

Rail Station
SNCF French Rail

Narita (Tokyo) International Airport

82 84 
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87 85 83 81 91 93 95 97 

99 

98 
96 94 92 

 
Satellite Terminal 

Interline check-in counters 
            (arrival floor) 

61 62 63 64 65 66 

67 

T
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M

 

MAIN ENTRANCE - TERMINAL 2 MAIN BUILDING (3rd FLOOR) 

Interline check-in counters 
(tram station level) 

Ticket CounterT

Baggage

D/C Duty-free/Currency

Customs/Passport Control  

Admirals  Club

Customer Service

D/C

T

77 76 75 74 73 72 71 

 

Terminal 1 (not shown)
British Airways
EVA AIR

Terminal 2
American Airlines
Air Pacific
Cathay Pacific
China Eastern Airlines
Finnair
Japan Airlines/JALways
Qantas
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customs form
Todo passageiro ou rsponsável 
por família deve obri- 
gatoriamente preencher as 
informações a seguir (somente 
se exige UMA  
declaração por família):

1. Sobrenome (último)
 Nome    Outro sobrenome
2. Data de nascimento   
 Dia Mês            Ano
3. Número de membros   
 da família viajando com   
 você
4. (a) Endereço nos EUA   
 (nome do hotel/destino)   
 (b) Cidade          (c) Estado
5. País de emissão do   
 passaporte
6. Número do passaporte
7. País de residência  
8. Países visitados nesta  
 via gem antes de se   
 chegar aos EUA
9. Cia. aérea/N° do vôo ou   
 nome do navio
10. O propósito principal des-  
 ta viagem é empresarial  
  Sim            Não 
11. Eu estou (nós estamos)   
 trazendo
 (a) frutas, plantas, alimen-  
tos, insetos: Sim         Não
 (b) carnes, animais, pro-  
 dutos animais/selvagens:  
 Sim            Não
 (c) agentes patológicos,   
 culturas celulares,   
 caracóis: Sim            Não
 (d) terra; ou estive(mos)   
 em cultivos/fazendas/pas-  
 tos: Sim            Não
12. Eu estive (nós estivemos)   
 em contato direto (em   
 posição de tocar ou ma-  
 nipular) gado:  
  Sim            Não
13. Eu estou (nós estamos)   
 de posse de um montante   
 em moeda ou equivalente   
 superior a US$ 10.000,00   
 (dez mil dólares norte-  
 americanos) ou o equiva-  
 lente em moeda de outro   
 país: Sim            Não
 (Veja a definição de ins -  
 trumentos equivalentes a   
 moeda corrente no verso)
14. Eu estou (nós estamos)   
 de posse de mercadorias:  
 Sim            Não
 (artigos comerciáveis,   
 amostras para pedidos  
 futuros ou bens que não   
 possam ser considerados   
 de uso pessoal)
15. Para residentes – todas ` 
 as mercadorias, inclindo 
 mercadorias comer  
 ciáveis, compradas por  
 mim/nós  ou adquiridas 
 no esncluindo presentes   
 para terceiros, mas não   
 itens enviados pelo   
 correio aos EUA) que  
 estou (estamos) trazendo  
 para os EUA têm um valor  
 total de: US$_____
 Para turistas – o valor to 
 tal de todos os artigos   
 que permanecerão nos   
 EUA, incluindo-se 
 mercadorias comer  
 ciáveis, é de: US$_____
 

Chaque voyageur ou chef de 
famille qui arrive doit fournir les 
informations suivantes  
à l’arrivée (UNE seule  
déclaration écrite est requise 
par famille) :

1. Nom de famille
 Prénom  Deuxième   
 prénom
2. Date de naissance
 Jour Mois    Année
3.  Nombre de membres de   
 votre famille voyageant   
 avec vous
4.  a) Adresse aux E.U. (rue   
 et numéro) (nom de  
 l’hôtel/destination)
 (b) Ville (c) État
5.  Passeport délivré par   
 (pays)
6.  Numéro de passeport
7.  Pays de résidence
8.  Pays visités au cours de   
 ce voyage avant d’arriver   
 aux États-Unis
9.  Compagnie aérienne/No.   
 de vol ou nom du navire
10. Le but principal de ce   
 voyage est pour affaires  
  Oui            Non
11. Je transporte (nous   
 transportons)
 (a) des fruits, des   
 plantes, des produits  
 alimentaires, des  
 insectes Oui            Non
 (b) de la viande, des  
 animaux, des produits de   
 la faune/flore Oui      Non
 (c) des agents   
 pathologiques, des  
 cultures de cellules, des   
 escargots     Oui        Non
 (d) de la terre ou j’ai  
 visité une ferme/un   
 ranch/un pré Oui       Non
12. J’ai (nous avons) été   
 dans la proximité immé- 
 diate (comme toucher 
 ou manipuler) de bétail :
  Oui            Non
13. Je transporte (nous   
 transportons) une   
 somme ou des effets
 monétaires supérieurs à   
 10 000 USD ou l’équiva-  
 lent dans une autre  
 devise : Oui            Non
14. J’ai (nous avons) des   
 marchandises commer-  
 ciales : Oui            Non
      (articles à vendre,   
 échantillons utilisés pour   
 obtenir des commandes,
      ou des marchandises qui   
 ne sont pas considérées   
 comme des effets
      personnels)
15. Résidents – la valeur  
 totale de toutes les  
 articles, y compris les   
 marchandises commer-  
 ciales que j’ai/que nous   
 avons achetés ou acquis   
 à l’étranger (y compris   
 les cadeaux pour   
 quelqu’un d’autre, mais   
 non les articles envoyés   
 aux U.S.A. par la poste)   
 et que j’apporte/nous  
 apportons aux U.S.A.  
 est de : $______
 Visiteurs – la valeur  
 totale de tous les articles   
 qui resteront aux U.S.A.,   
 y compris les   
 marchandises commer-  
 ciales est de : $_____
 

Antes de su llegada, cada 
pasajero, o un miembro  
responsable de la familia,  
deberá proporcionar la  
siguiente información (sólo  
se requiere UNA declaración 
escrita por familia):

1.  Apellido
 Nombre   Inicial del  
 segundo nombre
2.  Fecha de nacimiento  
 Día Mes           Año
3.  Número de familiares   
 que viajan con usted
4.  (a) Dirección en EE.UU.   
 (nombre del hotel/ 
 destino)
     (b) Ciudad  (c) Estado
5.  Pasaporte emitido por   
 (país)
6.  Número de pasaporte
7.  País de residencia
8.  Países visitados durante   
 este viaje antes de llegar   
 a EE.UU.
9.  Aerolínea/No. de vuelo o   
 nombre de embarcación
10. Este viaje es principal-  
 mente de negocios:  
  Sí                No
11. Traigo (traemos)
 (a) frutas, plantas,  
 alimentos, insectos:  
  Sí                No
 (b) carnes, animales,   
 productos de origen  
 animal/silvestre:  
  Sí                No
 (c) agentes patógenos/ 
 cultivos celulares/ 
 caracoles: Sí                No
 (d) tierra, o hemos esta-  
 do en una finca/granja/ 
 pastizal: Sí                No
12. He (hemos) estado cerca   
 de (tocado o manipulado)   
 ganado: Sí                No
13. Traigo (traemos) mone  
 da o instrumentos mone- 
 tarios por un valor supe- 
 rior a US$10.000 o su   
 equivalente en moneda   
 extranjera: Sí               No
14. Tengo (tenemos)  
 mercancía comercial   
 (artículos para la venta,   
 muestras utilizadas para   
 solicitar pedidos, o  
 productos no considera -  
 dos efectos personales):   
 Sí                No
15. Residentes – el valor  
 total de todos los produc-  
 tos, incluyendo la mer-  
 cancía comercial, que he   
 (hemos) comprado o   
 adquirido en el extranjero  
 (incluyendo regalos para   
 otros, pero no productos   
 enviados por correo a   
 EE.UU.), y que traigo   
 (traemos) a EE.UU. es   
 de: US$_____
 Visitantes – el valor total   
 de todos los artículos   
 que permanecerán en   
 EE.UU., incluyendo la   
 mercancía comercial, es   
 de: US$_____
 

Japanese Português français Español  

Back

Front

Sample form 
Actual forms will be distributed inflight

All passengers (or one per family) 

are required to complete the cus-

toms declaration form prior to ar-

rival in the United States. The form 

should be completed in English and 

in capital letters. Please be sure to 

sign your name on the front of the 

form. Thank you for your coopera-

tion.
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i-94 Form
Sample Form Actual Forms will be distributed inflight

The I-94W Nonimmigrant Visa Waiver Arrival/Departure form must be 
completed by every nonimmigrant visitor not in possession of a valid visa 
who is a national of one of the following countries:

ANDORRA

AUSTRALIA

AUSTRIA

BELGIUM

BRUNEI

DENMARK

FINLAND

FRANCE

GERMANY

ICELAND

IRELAND

ITALY

JAPAN

LIECHTENSTEIN

LUXEMBOURG

MONACO

NETHERLANDS

NEW ZEALAND

NORWAY

PORTUGAL

SAN MARINO

SINGAPORE

SLOVENIA

SPAIN

SWEDEN

SWITZERLAND

UNITED KINGDOM

i-94w Visa waiver Form

Japanese Português Français Español  

Welcome to the United States
I-94W Nonimmigrant Visa Waiver Arrival/Departure Form

Instructions
This form is to be completed by every nonimmigrant visitor not in possession of a
visitor's visa, who is a national of one of the countries enumerated in 8 CFR 217.
The airline can provide your with the current list of eligible countries.

Admission Number

Arrival Record

1. Family Name

2. First (Given) Name 3. Birth Date (day/mo/yr)

5. Sex (male or female)4. Country of Citizenship

6. Passport Number 7. Airline and Flight Number

8. Country Where You Live 9. City Where You Boarded

10. Address While in the United States (Number and Street)

Staple HereSee Other Side

OMB No. 1651-0113
DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

12.

CBP Form I-94W (10/04)
OMB No. 1651-0113

CBP Form I-94W (10/04)

Type or print legibly with pen in ALL CAPITAL LETTERS. USE ENGLISH

This form is in two parts. Please complete both the Arrival Record, items 1 through
11 and the Departure Record, items 14 through 17. The reverse side of this form
must be signed and dated. Children under the age of fourteen must have their form
signed by a parent/guardian.

Item 7 - If you are entering the United States by land, enter LAND in this space. If
you are entering the United States by ship, enter SEA in this space.

VISA WAIVER

11. City and State

Government Use Only
13.

14. Family Name

15. First (Given) Name 16. Birth Date (day/mo/yr)

17. Country of Citizenship

VISA WAIVER

Departure Number

DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

Port:
Date:
Carrier:
Flight # / Ship Name:

Important - Retain this permit in your possession; you must surrender it when you leave the U.S. 
Failure to do so may delay your entry into the U.S. in the future.
You are authorized to stay in the U.S. only until the date written on this form.  To remain past this date, 
without permission from Department of Homeland Security authorities, is a violation of the law.
Surrender this permit when you leave the U.S.:
     - By sea or air, to the transportation line;
     - Across the Canadian border, to a Canadian Official;
     - Across the Mexican border, to a U.S. Official.
Warning:
     - Across the Mexican border, to a U.S. Official.
Warning:
     - Across the Mexican border, to a U.S. Official.

You may not accept unauthorized employment; or attend school; or represent the
foreign information media during your visit under this program. You are authorized to stay in the U.S.
for 90 days or less. You may not apply for: 1) a change of nonimmigrant status; 2) adjustment of
status to temporary or permanent resident, unless eligible under section 201(b) of the INA; or 3) an
extension of stay. Violation of these terms will subject you to deportation. Any previous violation of
this program, including having previously overstayed on this program without proper DHS
authorization, will result in a finding of inadmissibility as outlined in Section 217 of the Immigration
and Nationality Act.

Do any of the following apply to you? (Answer Yes or No)

Departure Record

A. Do you have a communicable disease; physical or mental 
     disorder; or are you a drug abuser or addict?
B. Have you ever been arrested or convicted for an offense or crime
     involving moral turpitude or a violation related to a controlled
     substance; or been arrested or convicted for two or more offenses
     for which the aggregate sentence to confinement was five years
     or more; or been a controlled substance trafficker; or are you
     seeking entry to engage in criminal or immoral activities?

Yes No

Yes No

C. Have you ever been or are you now involved in espionage or
     sabotage; or in terrorist activities; or genocide; or between 1933
     and 1945 were involved, in any way, in persecutions associated
     with Nazi Germany or its allies? Yes No
D. Are you seeking to work in the U.S.; or have ever been excluded
     and deported; or been previously removed from the United 
     States; or procured or attempted to procure a visa or entry into the 
     U.S. by fraud or misrepresentation? Yes No
E. Have you ever  detained, retained or withheld custody of a
     child from a U.S. citizen granted custody of the child?

F. Have you ever been denied a U.S. visa or entry into the U.S. or
     had a U.S. visa cancelled? If yes,

Yes No

Yes No

when? where?

G. Have you ever asserted immunity from prosecution? Yes No

IMPORTANT:  If you answered "Yes" to any of the above, please
contact the American Embassy BEFORE you travel to the U.S. since
you may be refused admission into the United States.

Family Name (Please Print)

Country of Citizenship

First Name

Date of Birth

WAIVER OF RIGHTS: I hereby waive any rights to review or appeal of a U.S.
Customs and Border Protection officer's determination as to my admissibility, or to
contest, other than on the basis of an application for asylum, any action in deportation.

CERTIFICATION: I certify that I have read and understand all the questions and
statements on this form. The answers I have furnished are true and correct to the best of
my knowledge and belief.

Signature Date

Public Reporting Burden - The burden for this collection is computed as follows:
(1) Learning about the form 2 minutes; (2) completing the form 4 minutes for an
estimated average of 6 minutes per response. Comments concerning the accuracy of
this burden estimate and suggestions for reducing this burden should be directed to
U.S. Customs and Border Protection, Information Services Branch, Washington, DC
20229 and the Office of Management and Budget, Paperwork Reduction Project,
OMB No.  (1651-0113), Washington, DC 20503.

s

.

e

DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

Custom/I-94 form.indd   1 6/1/06   2:49:13 PM

O formulário I-94, Registro de 
Chegada/Saída, deve ser preen-
chido por todas as pessoas, 
exceto cidadãos americanos, 
estrangeiros residentes nos 
Estados Unidos, estrangeiros 
com vistos de imigrante e  
cidadãos canadenses em visita 
ou em trânsito. Este formulário 
registra a chegada e saída de  
visitantes aos Estados Unidos. 
Escreva apenas na parte da 
frente, em inglês e em letras 
maiúsculas. Guarde este  
formulário até a sua saída dos 
Estados Unidos. Agradecemos 
a sua colaboração.

1. Sobrenome

2. Nome

3. Data de nascimento
 (dia/mês/ano)

4. País de cidadania

5. Sexo (masculino ou 
 feminino)

6. Número do passaporte

7. Companhia aérea e
  número do vôo

8. País de residência

9. Cidade de embarque

10. Cidade da emissão
 do visto

11. Data da emissão 
 (dia/mês/ano)

12. Endereço enquanto 
 estiver nos Estados
 Unidos (Número e rua)

13. Cidade e Estado

14. Sobrenome

15. Nome

16. Data de nascimento
 (dia/mês/ano)

17. País de cidadania

Tous les ressortissants 
étrangers, à l’exception des 
ressortissants américains, 
des résidents permanents de 
retour aux Etats-Unis, des 
étrangers en possession de 
visa d’immigration, ainsi que 
des ressortissants canadiens 
en visite ou en transit, doi-
vent compléter le formulaire 
d’Arrivée et de Départ I-94.  
Ce formulaire enregistre 
l’arrivée et le départ des  
visiteurs aux Etats-Unis. 
Veuillez remplir seulement la 
première page du formulaire 
en anglais et en majuscules. 
Veuillez garder ce formulaire 
jusqu’à votre départ des  
Etats-Unis. Nous vous remer-
cions de votre collaboration.

1. Nom de famille

2. Prénom

3. Date de naissance            
(jour/mois/an)

4. Pays de nationalité

5. Sexe (masculin ou           
 féminin)

6. Numéro de passeport

7. Ligne aérienne et            
 numéro de vol

8. Pays de résidence

9. Ville où vous avez  
 embarqué

10. Ville où le visa a été         
 délivré

11. Date de délivrance           
 (jour/mois/an)

12. Adresse lors de votre      
 séjour aux Etats-Unis      
 (Numéro et rue)

13. Ville et état

14. Nom de famille

15. Prénom

16. Date de naissance            
 (jour/mois/an)

17. Pays de nationalité

El formulario I-94, Registro de 
Llegada/Salida, debe ser llena-
do por toda persona (excepto 
ciudadanos de los Estados 
Unidos, extranjeros residentes 
en Estados Unidos que están re-
gresando, extranjeros con visa 
de inmigrante, y ciudadanos  
de Canadá de visita o de trán-
sito). Este formulario  
registra la llegada y salida 
de visitantes a los Estados 
Unidos. Escriba en el anverso 
solamente, con letra mayús-
cula y en inglés.  Guarde este 
formulario hast que salga de 
los Estados Unidos, y gracias 
por su cooperación.

1. Apellido paterno

2. Primer nombre

3. Fecha de nacimiento
 (día/mes/año)

4. País de ciudadanía

5. Sexo (masculino o  
 femenino)

6. Número de pasaporte

7. Línea aérea y número      
 de vuelo

8. País donde Ud. vive

9. Ciudad donde abordó  
 el avión

10. Ciudad donde se emitió   
 su visa

11. Fecha emitida (día/           
 mes/año)

12. Su dirección mientras      
 esté en los Estados          
 Unidos (Número y calle)

13. Ciudad y Estado

14. Apellido paterno

15. Primer nombre

16. Fecha de nacimiento
 (día/mes/año)

17. País de ciudadanía

2.

3.

4.

5.

9.

10.

11.

12.

13.

14.

15.

16.

17.

6.

7.

8.

1.

Welcome to the United States
I-94W Nonimmigrant Visa Waiver Arrival/Departure Form

Instructions
This form is to be completed by every nonimmigrant visitor not in possession of a
visitor's visa, who is a national of one of the countries enumerated in 8 CFR 217.
The airline can provide your with the current list of eligible countries.

Admission Number

Arrival Record

1. Family Name

2. First (Given) Name 3. Birth Date (day/mo/yr)

5. Sex (male or female)4. Country of Citizenship

6. Passport Number 7. Airline and Flight Number

8. Country Where You Live 9. City Where You Boarded

10. Address While in the United States (Number and Street)

Staple HereSee Other Side

OMB No. 1651-0113
DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

12.

CBP Form I-94W (10/04)
OMB No. 1651-0113

CBP Form I-94W (10/04)

Type or print legibly with pen in ALL CAPITAL LETTERS. USE ENGLISH

This form is in two parts. Please complete both the Arrival Record, items 1 through
11 and the Departure Record, items 14 through 17. The reverse side of this form
must be signed and dated. Children under the age of fourteen must have their form
signed by a parent/guardian.

Item 7 - If you are entering the United States by land, enter LAND in this space. If
you are entering the United States by ship, enter SEA in this space.

VISA WAIVER

11. City and State

Government Use Only
13.

14. Family Name

15. First (Given) Name 16. Birth Date (day/mo/yr)

17. Country of Citizenship

VISA WAIVER

Departure Number

DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

Port:
Date:
Carrier:
Flight # / Ship Name:

Important - Retain this permit in your possession; you must surrender it when you leave the U.S. 
Failure to do so may delay your entry into the U.S. in the future.
You are authorized to stay in the U.S. only until the date written on this form.  To remain past this date, 
without permission from Department of Homeland Security authorities, is a violation of the law.
Surrender this permit when you leave the U.S.:
     - By sea or air, to the transportation line;
     - Across the Canadian border, to a Canadian Official;
     - Across the Mexican border, to a U.S. Official.
Warning:
     - Across the Mexican border, to a U.S. Official.
Warning:
     - Across the Mexican border, to a U.S. Official.

You may not accept unauthorized employment; or attend school; or represent the
foreign information media during your visit under this program. You are authorized to stay in the U.S.
for 90 days or less. You may not apply for: 1) a change of nonimmigrant status; 2) adjustment of
status to temporary or permanent resident, unless eligible under section 201(b) of the INA; or 3) an
extension of stay. Violation of these terms will subject you to deportation. Any previous violation of
this program, including having previously overstayed on this program without proper DHS
authorization, will result in a finding of inadmissibility as outlined in Section 217 of the Immigration
and Nationality Act.

Do any of the following apply to you? (Answer Yes or No)

Departure Record

A. Do you have a communicable disease; physical or mental 
     disorder; or are you a drug abuser or addict?
B. Have you ever been arrested or convicted for an offense or crime
     involving moral turpitude or a violation related to a controlled
     substance; or been arrested or convicted for two or more offenses
     for which the aggregate sentence to confinement was five years
     or more; or been a controlled substance trafficker; or are you
     seeking entry to engage in criminal or immoral activities?

Yes No

Yes No

C. Have you ever been or are you now involved in espionage or
     sabotage; or in terrorist activities; or genocide; or between 1933
     and 1945 were involved, in any way, in persecutions associated
     with Nazi Germany or its allies? Yes No
D. Are you seeking to work in the U.S.; or have ever been excluded
     and deported; or been previously removed from the United 
     States; or procured or attempted to procure a visa or entry into the 
     U.S. by fraud or misrepresentation? Yes No
E. Have you ever  detained, retained or withheld custody of a
     child from a U.S. citizen granted custody of the child?

F. Have you ever been denied a U.S. visa or entry into the U.S. or
     had a U.S. visa cancelled? If yes,

Yes No

Yes No

when? where?

G. Have you ever asserted immunity from prosecution? Yes No

IMPORTANT:  If you answered "Yes" to any of the above, please
contact the American Embassy BEFORE you travel to the U.S. since
you may be refused admission into the United States.

Family Name (Please Print)

Country of Citizenship

First Name

Date of Birth

WAIVER OF RIGHTS: I hereby waive any rights to review or appeal of a U.S.
Customs and Border Protection officer's determination as to my admissibility, or to
contest, other than on the basis of an application for asylum, any action in deportation.

CERTIFICATION: I certify that I have read and understand all the questions and
statements on this form. The answers I have furnished are true and correct to the best of
my knowledge and belief.

Signature Date

Public Reporting Burden - The burden for this collection is computed as follows:
(1) Learning about the form 2 minutes; (2) completing the form 4 minutes for an
estimated average of 6 minutes per response. Comments concerning the accuracy of
this burden estimate and suggestions for reducing this burden should be directed to
U.S. Customs and Border Protection, Information Services Branch, Washington, DC
20229 and the Office of Management and Budget, Paperwork Reduction Project,
OMB No.  (1651-0113), Washington, DC 20503.
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DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

Custom/I-94 form.indd   1 6/1/06   2:49:13 PM
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Want to sign up for free e-mail notifi cation of 
Jim’s column or to see past columns? Go to 
www.americanwaymag.com/whatsnew.
Jim’s column or to see past columns? Go to 
www.americanwaymag.com/whatsnew.

ILLUSTRATION BY AMANDA DUFFY

Why, I wonder in my prehominid way, are 
they telling me this? What is my wall? And 
who is this Wallmaster?

I go to Facebook and type in my name and 
password. Up comes my page, if that is what 
it is called. On it, over on the lower right, I see 
a message from More Advanced. 

Is that my wall? Why do they call it a wall? 
Maybe I will ask the Wallmaster. 

I think about responding, but my big, 
bushy eyebrows are furrowing with confu-
sion. Can everybody read what is here? If so, 
can everybody also read my reply?

I slink away from the wall. I go back to the 
safety of my cave, which is to say, my e-mail. 

In my e-mail reply to More Advanced, I 
say that I feel like George trying to keep up 
with the treadmill on the old TV cartoon The 
Jetsons: “Jaaane! Stop this crazy thing.” 

In the subject line of my e-mail reply, I 
write “Off the Wall.”

I feel like that in more ways than one.

DING.
From: confi rm+pr=zz=fz@facebook.com
Subject: Some Other Guy [not his real 

name] added you as a friend on Facebook. 
Oh nooo. Not that guy! I didn’t like him 

when I knew him, briefl y, two decades ago. 
Actually, I never knew him. We never hung 
out, never stepped inside each other’s house, 
never even called each other. Now, all of a 
sudden, he’s a friend?

Ding. 
From: confi rm+pr=zz=fz@facebook.com
Subject: Linda Whowhat [not her real 

name] added you as a friend on Facebook. 
Who is this person? Is she someone with 

whom I shared a laugh, a drink, a night of 
Twister?

SOMETIMES, I FEEL as though I am the 
missing link.

I walk upright, more or less, like a modern 
man. But my primitive tools place me in the 
Stone Age. 

I do not, for example, wield an iPhone. I 
use but a simple (forgive the obscure refer-
ence) cell phone. Nor do I own a Blueberry 
(Strawberry? Raspberry? Whateverberry). 
Rather, I communicate in the way of the an-
cients, by desktop computer. 

Now and again, I try to evolve. 
Not long ago, I caught a glint of something 

I didn’t recognize. It appeared like a sparkly 
stone amid someone else’s rock pile. 

I approached, scrunched up my face, and 
pawed it with curiosity. Hmmm, I thought, 
This must be the new thing everyone is talk-
ing about. 

Then the tiny brain behind my sloping fore-
head had an idea. The idea was at once simple 
and confounding. I could not fi gure out why 
I would do what it seemed my brain was in-
structing me to do. Maybe it was to see what 
all the hubbub was about. Maybe it was to 
try to plant my feet and club, once and for all, 
into the clay of the twenty-fi rst century. 

Whatever the reason, I did it: I opened an 
account on Facebook. 

DING. 
My prehistoric e-mail world just received 

something from the au courant Facebook 
world. Apparently, the modern reaches out to 
the ancient just as a strong mountain climber 
offers his hand to a struggling climber. 

From: Wallmaster+pr=zz=fz@facebook
.com

Subject: Someone More Advanced Than 
You [not her real name] wrote on your wall.

Whereas previous ages were marked by 
the discovery of fi re or the invention of the 
wheel, the milestone for the current age is our 
constant availability and instant intimacy. 

The past, present, and future fuse into one 
ever-expanding universe of friends.

Six degrees of separation? Forget it. Now, 
there are zero degrees of separation. 

It is as if we are all living in our own, and 
each other’s, personal memoir — except this 
memoir unfolds in real time and is not edited 
to keep out the boring parts. And there are a 
lot of boring parts. 

Lisa Banalitino [not her real name] is clip-
ping her toenails. 

Sidney Nothingtodo [not his real name] is 
about to mow the lawn. 

Pat Sleepinstein [not his real name] is 
changing the sheets. 

  
BEING ON FACEBOOK is a little like inviting 
all the marauding hordes into your home. It 
is to walk down the driveway and unlock the 
gate for the barbarians.

Yet I play along. Or try to. Facebook asks 
me to disclose my marital status. I do: mar-
ried. It also asks me to include my spouse’s 
name. I do: Jessica [her real name]. 

Except I don’t. It seems that, because Jes-
sica doesn’t have a Facebook account, her 
name will not appear in the little box. 

Kind of antisocial for a social network, 
don’t you think?

Maybe I’ll take it up with the Wallmaster. 
But fi rst, I have to master this fi re thing.

S H A H I N T A K E S O F F

Zero Degrees 
of Separation

By Jim Shahin
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Nothing brings everyone together like the big, lifelike picture and sound 
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components. Welcome to the new visual era. 
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That far off getaway is closer than you think.

APPLY TODAY AT www.miles9.citicards.com OR CALL 1-888-FLY-3574
1 This American Airlines AAdvantage® mileage offer is valid only for new Citi® / AAdvantage® accounts applied for by November 30, 2008, and excludes any other Citi® / AAdvantage® credit cards offered. The 25,000
AAdvantage® miles will appear as a bonus in your AAdvantage® account 8-10 weeks after you have met the purchase requirement.

2 A total of 25,000 AAdvantage® miles may be redeemed for coach class Continental US / Canada MileSAAverSM awards. For more information on AAdvantage® award redemption please see Redeem Miles at
www.aa.com/aadvantage 

3 As of June 1, 2008, standard variable APR for purchases — 14.99%, standard variable APR for cash advances — 19.99%. However, if you default under any Card Agreement, Citi® may automatically increase the rate on
balances (including promotional balances) to a variable default rate of 28.99%. The annual fee for the Citi® Platinum Select® / AAdvantage® World MasterCard®, the Citi Select® / AAdvantage® American Express® card
and the CitiBusiness® / AAdvantage® MasterCard® is $0 for the first twelve months, $85, $85 and $75, respectively, thereafter. Minimum finance charge — $.50. Foreign purchase transaction fee — 3% of purchase
amount after its conversion into U.S. dollars. Cash advance fee — 3% of cash advance amount, $5 minimum. Balance transfer fee  — 3% of balance transfer amount, minimum $5.

4 The maximum number of AAdvantage® miles you can earn from purchases using the Citi® Platinum Select® / AAdvantage® World MasterCard® and the Citi Select® / AAdvantage® American Express® card is 100,000
AAdvantage® miles per calendar year and 150,000 AAdvantage® miles per calendar year with the CitiBusiness® / AAdvantage® MasterCard® (purchases recorded on your Jan.-Dec. billing statements). AAdvantage®

bonus miles are excluded from this mileage cap. AAdvantage Executive Platinum® members, AAdvantage Platinum® members and AAdvantage Gold® members are also excluded from these limits. AAdvantage® miles
are earned on purchases except returned goods and services, cash advances, convenience checks, transferred balances, credits, fees and finance charges.
The Citi® / AAdvantage® card is offered in many countries. If you are not a U.S. resident, visit www.global.aadvantage.citicards.com for information on how to apply for the card where you live.
American Airlines reserves the right to change AAdvantage® program rules, regulations, travel awards and special offers at any time without notice and to end the AAdvantage® program with six months notice. Any
such changes may affect your ability to use the mileage awards or credits that you have accumulated. Members may not be able to obtain all offered awards at all times or use awards for all destinations or on all
flights. AAdvantage® travel awards, mileage accrual and special offers are subject to government regulations. American Airlines is not responsible for products or services offered by other participating companies.
For complete details about the AAdvantage® program, visit www.aa.com/aadvantage
Citibank is not responsible for products or services offered by other companies.
AmericanAirlines, AAdvantage, AAdvantage with Scissor Eagle Design, Scissor Eagle Design, AAdvantage Executive Platinum, AAdvantage Platinum, AAdvantage Gold and MileSAAver are trademarks of 
American Airlines, Inc.
©2008 Citibank (South Dakota), N.A. Citi, CitiBusiness, Citibank, Citi Select, Platinum Select and Citi with Arc Design are registered service marks of Citigroup Inc.
MasterCard® is a registered trademark of MasterCard International Incorporated.
American Express is a federally registered service mark of American Express and is used by Citibank pursuant to a license. The Citi Select® / AAdvantage® American Express® card 
is issued by Citibank (South Dakota), N.A.
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25,000 American Airlines AeAdvantage®

bonus miles
after you make $750 in purchases within 4 months 
of becoming a cardmember1

No annual fee for the first 12 months3
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spent on purchases4
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you think.
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