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The Original 
Hawaiian Slipper Pendant 

with Diamonds 
$239

Matching Earrings available 
$369

Available in 14K Yellow, 
White or Rose Gold

Chain additional

OAHU: Ala Moana Center • Waikiki Beachwalk • Hilton Hawaiian Village 
MAUI: Queen Ka‘ahumanu Center • Lahaina Cannery • The Shops at Wailea • Whalers Village 

Front Street (2 locations) • Hyatt Regency Maui • Grand Wailea Resort 
KAUAI: Poipu Shopping Village • Grand Hyatt Kauai  

BIG ISLAND OF HAWAII: Kona Marketplace • Kings’ Shops • Hilton Waikoloa Village 
NORWEGIAN CRUISE LINES: Pride of America

BOSTON: Natick Collection • Northshore Mall     CHICAGO: Oakbrook Center • Woodfield Mall     DALLAS: NorthPark Center 
DENVER: Cherry Creek Shopping Center     LOS ANGELES: Glendale Galleria • Northridge Fashion Center     NEW YORK: Roosevelt Field 

ORLANDO: The Mall at Millenia     PHILADELPHIA: The Plaza at King of Prussia     PLEASANTON: Stoneridge Mall 
PORTLAND: Washington Square     SAN DIEGO: Fashion Valley • Horton Plaza    SAN FRANCISCO: Pier 39    SAN JOSE: Valley Fair 

SEATTLE: Bellevue Square     WASHINGTON, D.C.: Tysons Corner Center
www.NaHoku.com   •   1-866-296-5462
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with a world of  
epic locations, 

you definitely 
know where to go.

If you haven’t been lately, you haven’t been 
at all. From the amped-up Cafe menu that 

brings back those big American burgers 
that first made us famous to the sleek 

new hotels and casinos that bring you all 
the perks of backstage to the world’s most 
mind-boggling memorabilia collection – 

Hard Rock has something for the rocker in 
everyone. So live large in Miami, tear it up 

in Caracas or make it happen in Tampa. 
With 163 locations worldwide, we’re always 

there to keep the fun cranked to 11.

hardrock.com        hardrockhotels.com  

© 2010  Hard Rock Cafe International (USA), Inc.

miami cafe 

caracas cafe

orlando hotel

tampa hotel & casino

facebook.com/hardrock

twitter.com/hardrockdotcom

MAR142CB10_AmerWay_v_MAR.indd   1 1/21/10   2:18:44 PM

3.1 Staff Box.indd   6 2/5/10   1:22:42 PM

AAP - Pitstop - _032MC_AW20100301-006.pdf February 5, 2010 13:23:24



hardrock.com
©2010 Hard Rock Cafe International (USA), Inc. All rights reserved.

you know where to go.

United States
Atlanta
Atlantic City
Baltimore
Biloxi
Boston
Chicago
Cleveland
Dallas
Denver
Destin
Detroit
Foxwoods
Gatlinburg
Hollywood, CA
Hollywood, FL
Honolulu
Houston
Indianapolis
Key West
Lake Tahoe
Las Vegas
Las Vegas at Hard Rock Hotel 
Los Angeles, 2010
Louisville
Maui
Memphis
Miami
Minneapolis
Myrtle Beach
Nashville
New Orleans
New York 
Niagara Falls
Orlando
Philadelphia
Phoenix
Pittsburgh
Sacramento
St. Louis
San Antonio
San Diego
San Francisco
Seattle
Washington, DC
Yankee Stadium

Canada
Niagara Falls
Ottawa
Toronto

Mexico
Central America
Acapulco
Cabo San Lucas
Cancún  
Costa Maya
Cozumel
Mexico City
Panama
Puerto Vallarta 
Punta Langosta

Caribbean
Aruba
Cayman Islands
Nassau
Ocho Rios
Punta Cana
San Juan
Santo Domingo

South America
Belo Horizonte
Bogotá
Buenos Aires
Caracas
Cartagena
Margarita Island
Medellin, 2010
Rio de Janeiro

Pacific Rim 
Fiji 
Guam
Saipan
Surfers Paradise

Europe
Amsterdam
Athens
Barcelona
Berlin
Bucharest
Cologne
Copenhagen
Dublin
Gothenburg
Krakow, 2010
Lisbon
Madrid 
Mallorca
Malta 
Marbella
Moscow
Munich
Oslo
Paris
Prague
Rome
Stockholm
Venice
Warsaw

UK
Cardiff
Edinburgh
London
Manchester

Middle East  
Africa
Bahrain
Beirut
Cairo
Doha, 2010
Dubai, 2010
Hurghada
Kuwait City
Nabq, 2010
Sharm El Sheikh

Asia
Bali
Bangkok
Beijing
Bengaluru
Fukuoka  
Ho Chi Minh City
Hyderabad
Jakarta
Kuala Lumpur
Macau, 2010
Makati
Mumbai
Nagoya  
Narita
New Delhi
Osaka
Osaka, Universal
Pattaya
Penang
Phuket
Pune
Singapore
Singapore Changi Airport 
Tokyo
Tokyo, Uyeno-Eki 
Yokohama

live
Biloxi • Hollywood, FL • Las Vegas: The Joint

Mexico City • Orlando

cafes

hotels
Abu Dhabi, 2013 • Atlanta, 2013 • Bali

Biloxi • Chicago • Dubai, 2013 • Hollywood, FL
Hungary, 2013 • Las Vegas • Macau • Orlando

Panama, 2012 • Pattaya • Penang • Punta Cana, 2010 
San Diego • Singapore, 2010 • Tampa

casinos
Biloxi • Hollywood, FL • Hungary, 2013

Las Vegas • Macau • Punta Cana, 2010 • Tampa
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lining to a tragedy of this magnitude, we 
consider ourselves fortunate to be able to 
help. Within hours of the quake (before the 
U.S. military took control of the airport), 
we fl ew multiple relief missions into Port-
au-Prince. And since then, we have con-
tinued to transport relief workers, critical 
supplies, and evacuees. We are also work-
ing around the clock with the Government 
of Haiti and Odebrecht Construction to fi x 
our facilities and return to our full comple-
ment of service.

As a company, we are based in North 
Texas. But as a global airline, we have 250 
“hometowns” around the world, including 
Port-au-Prince, a city we have served for 
nearly four decades. We have strong ties 
in the community and a lot of wonderful 
Haitian employees — all of whom, I am 
happy to report, survived the earthquake. 
So it was no surprise when AAers around 
the world immediately took action to help 
their colleagues’ homeland. Money was 
raised through bake sales, Caribbean food 
sales, and other initiatives, and more than 
350 American Airlines and American Ea-
gle employees helped staff phones during 
the “Relief for Haiti Now” telethon.

We are determined to do our part in 
helping Haiti get back on its feet. But of 
course, you don’t need a fl eet of aircraft or a 
team of employees to make a difference. We 
are collaborating with the American Red 
Cross to encourage our customers to help 
earthquake victims. Through March 31, 
AAdvantage members can earn a one-time 
award of 250 bonus miles for a minimum 
donation of $50 to the American Red Cross 
or 500 bonus miles for a donation of $100 
or more. If you would like to participate, 
please visit www.aa.com/disasterrelief.

Thank you for helping, and thanks, of 
course, for fl ying American Airlines.

Gerard J. Arpey
Chairman & CEO
American Airlines

We’d love to hear what you think about our 
airline and our employees. Please write to us 
at www.aa.com/customerrelations.

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.

O
One of the blessings of operating a large air-
line is the ability we have to swiftly and ef-
fectively get people and life-saving supplies 
where they need to go during a crisis. While 
January’s terrible earthquake in Haiti is the 
most recent example of this, we have been 
providing “help from above” for decades.

More than 60 years ago, American 
 Overseas Airlines (AOA), a subsidiary of 
American Airlines, played an important 
role in the Berlin Airlift, a response by the 
United States and the United Kingdom to 
the Soviet Union’s blockade of all rail and 
road traffi c into Berlin. While the city itself 
was divided between the Soviets and the 
Western Allies, Berlin was 100 miles inside 
the Soviet-controlled zone of defeated Ger-
many. On June 26, 1948, the United States 
and Britain began to supply the city with 
food, medicine, fuel, and other critical sup-
plies from the air. AOA supported the airlift 
by fl ying tons of supplies from the United 
States to Frankfurt’s Rhein-Main Air Base, 
where they were picked up and fl own into 
Berlin on military aircraft. AOA was also 
the only U.S. carrier to actually fl y into Ber-
lin during the airlift. By the time the Soviets 
lifted their blockade, in May 1949, AOA had 
operated 2,000 scheduled fl ights and car-
ried nearly 29,000 people and 13 million 
pounds of supplies in support of the airlift.

The Berlin Airlift helped sustain life in 
that city during a time of great hardship 
and signaled the determination of the Al-
lied Powers to resist Soviet expansion in 
Europe. Years later, in one of his most fa-
mous speeches, President John F. Kennedy 
galvanized the world with these words: “All 
free men, wherever they may live, are citi-
zens of Berlin, and therefore, as a free man, 
I take pride in the words ‘Ich bin ein Ber-
liner!’ ” Translation: I am a Berliner.

Today, we are all Haitians. Just as the 
world rallied around Berlin’s struggle for 
freedom in 1948, today the world is rally-
ing around Haiti’s struggle to survive and 
recover from the devastation of the Janu-
ary 12 earthquake. While there is no silver 

Help from Above
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printer itself has been dis-
continued, the thing still 
works and I don’t want to 
fuss with a new one. And my 
cell phone is so old that you 
have to turn a crank to start it.

My whole repertoire of activi-
ties, from my day-to-day life to 
my future road-trip plans in my 
wife’s 2001, 90,000-mile-plus 
Jeep Liberty, is practiced in a 
familiar, consistent manner. All 
but one, that is. When it comes 
to traveling and vacationing, I 
like to let my sails out; I like to 
let my hair down, so to speak, 
which is usually easy because I 
only get one haircut a year and 
have only gotten one haircut a 
year since I was 18.

But the older my kids get, the 
harder it is to vacation. I assume 
that’s because one is four, one 
is one, and they’re both super 
high-strung. In fact, my wife 
and I weren’t going to vacation 
at all this year. That’s when I 
had an idea, and it went a little 
something like this:

My mother lives in Phoe-
nix and has for years. I didn’t 
grow up there, but I’ve been 
visiting for so long that I know 
the town very well. As such, 
every time I take the family 
out to Arizona, we visit the old 

 reliables: the Phoenix Zoo and 
the  McCormick-Stillman Rail-
road Park. When I booked our 
trip out there in January, I had 
the same MO . Yet that’s hardly 
a vacation for my wife and me. 
We could just as easily make 
our daughters happy back home 
with a trip to the Dallas Zoo or 
to the carousel at Stonebriar 
Centre mall  in Frisco. So, on 
this trip to Phoenix, I decided 
to leave the kids with their 
grandmother for a night and 
take Kimberly to the Four Sea-
sons Resort Scottsdale at Troon 
North. Even though we know 
the Phoenix/Scottsdale area 
like the back of our daughters’ 
hands, we’ve never gone out to 
the desert to partake in the pam-
pering that the desert is known 
for. The catch: We only had one 
night. After all, Kimberly and I 
have a hard-enough time chas-
ing after our kiddos, so I didn’t 
want to saddle my 60-year-old 
mother with the terror tandem 
for too long.

Immediately after checking 
into our ornate casita and only 
moments after taking in the 
untrammeled view of Pinnacle 
Peak, we saw qualities of the 
desert that had passed us by over 
the past decade. The ground was 

I’m the type of guy who doesn’t do too well with change. I’m 
still wearing the same clothes from college (and some from 
high school) because they still fi t and they’re not all ragged. I 
still don the same pair of shoes every morning that I bought in 
the fall of 1996 (these are ragged and they barely fi t, but they 
look cool). I recently drove 50 miles to pick up some print-
er ink that I bought on Craigslist because even though the 

Familiar Vacation

Adam Pitluk
Editor

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

notifi cation of Adam’s column or 

parched and red, but we reveled 
in the anomaly that it still man-
aged to produce life, as all the 
cacti and overgrowth were lush 
and green. Of course you’d ex-
pect such landscapes at the foot 
of a Four Seasons property, but 
to be honest, this surpassed even 
the Four Seasons’ standards.

A bottle of wine down, we 
headed over to the spa for a cou-
ples massage. I’d had a massage 
only one other time in my life, 
because, well, I don’t like them. 
After 60 minutes with Fists 
of Fury (my nickname for the 
masseuse), I now want to get 
one every single day. And our 
one-night vacation was topped 
off by dinner at Talavera. Pan-
oramic views of the Valley of the 
Sun, a bottle of BV Reserve, and 
as Kimberly so aptly put it, “the 
best fi let in the history of ever.”

The only thing that marred 
the evening was my attire. “I 
didn’t like that outfi t when we 
were in college,” she quipped, 
“and I don’t like it now.”

Baby steps.
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Travel ala Mode is an in-flight program on American Airlines that recommends the best hotels, restaurants, and attractions around 
the globe saving travelers time and money. For more information on these hotels or to participate, visit ww.travelalamode.com

e
Juxtaposed between old world charm and modern paradise, The Fairmont 
Hamilton Princess is the quintessential Bermuda experience. The resort 
features 410 stylishly decorated guestrooms, including Fairmont Gold and 
the newly renovated Bermudiana House.  From award-winning afternoon 
tea in the Heritage Court to relaxing by the fresh or salt water pools to 
terrace dining at Harley’s to a workout at the fitness center and relaxing at 
the day spa to meeting local artists at the Windjammer II Gallery, the hotel 
offers myriad diversions and is a wonderful escape. With access to all the 
services and amenities at its sister hotel, The Fairmont Southampton, it’s 
easy to stay at one hotel and play at two.  

With a year of activities to commemorate its 125th anniversary, The 
Fairmont Hamilton Princess invites you to celebrate with us throughout 
the year with a number of special offers and events.  Treat yourself with 
our Anniversary Package, become part of the hotel’s history with its 
memorabilia search, experience Victorian dining with the Anniversary Tea 
and celebrate with anniversary menus in Harley’s and The Heritage Court.

www.fairmont.com/hamilton  -  (800) 441-1414

Paradise found.  Situated on picturesque Hamilton Harbor, surrounded by blue skies and 
water dotted with sailboats, The Fairmont Hamilton Princess, celebrating its 125th 
Anniversary in 2010, is a luxury resort and an elegant tribute to the old world splendor 
that is Bermuda.  Just two hours from the East Coast, it is the perfect island escape.

THE FAIRMONT HAMILTON PRINCESS
               HAMILTON, BERMUDA

INTERCONTINENTAL 
LOS ANGELES
CENTURY CITY, CALIFORNIA

Welcome to a true taste of 
Hollywood style and glamour. 
We are Los Angeles’s premier 
hotel for business and leisure 
travelers, providing world class 
service and amenities. Located 
in the heart of Century City on 
Avenue of the Stars, within 
walking distance of premium 
shopping, fine dining, lively 
entertainment and minutes 
away from the legendary 
Rodeo Drive.

intercontinentalcenturycity.com

SALISHAN SPA & 
GOLF RESORT
GLENEDEN BEACH, OREGON

This picturesque hideaway is 
the perfect spot for a romantic 
getaway, family vacation, or 
business retreat. Highlights 
include cozy guestrooms and 
suites with fireplaces,  
spectacular views, a stunning 
18-hole golf course, fabulous 
spa overlooking the bay, 
terrific meeting rooms, a 
gorgeous pool, and exquisite 
dining experience.  Truly 
charming and romantic!

salishan.com

GRAND BAHAMA ISLAND

This Caribbean paradise 
melds the perfect tropical 
setting with historic charm, 
a rich culture and friendly 
people to create the ideal 
place to visit, live, work and 
conduct business. Investors 
will appreciate Freeport due 
to an exceptional quality of life 
and state of the  art facilities.  
And the Grand Bahama Port 
Authority provides direct 
access and one-stop decisions 
for investors and licensing.

gbpa.com

WESTIN HARBOUR 
CASTLE TORONTO
TORONTO, CANADA

Located on the vibrant 
downtown waterfront, this 
AAA four-diamond hotel 
offers resort style amenities 
and breathtaking water views. 

Guests enjoy elegant guest 
rooms, an indoor pool, tennis, 
world-class spa, and fabulous 
cuisine featuring a Super 
Foods menu. With its own 
Conference Center and 
unforgettable personal 
service, this is also Toronto’s 
premier business hotel.

westinharbourcastletoronto.com

The BEST OF
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Food in the raw. Or at least 105 degrees raw, anyway. Page 14.
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ORANGE 
CRUSH
Whether it’s on your 
lips, your cheeks, your 
eyes, or your nails, coral 
is the go-to color of 
spring. To avoid 
looking like an Oompa 
Loompa, though, we 
suggest you pick one 
spot at a time to 
highlight. Other than 
that, crush away!
B Y  A N N A  F I A L H O

5

1 MAC Nail Lacquer in Malibu Peach, $12, www.maccosmetics.com 2 MAC Blush Ombre in Ripe Peach, $25, www.maccosmetics.com 3 Jouer Hydrating 
Lipstick in Valerie, $22, www.jouercosmetics.com 4 Estée Lauder Bronze Goddess Exotic Lip Gloss in Wild Coral, $18, www.esteelauder.com 5 Clinique 
Superbalm Moisturizing Lip Gloss in Mango, $14, www.clinique.com 6 Origins Eyeshadow in Copper Penny, $14, www.origins.com 7 Bobbi Brown Pot Rouge 
in Cabo Coral, $22, www.bobbibrown.com 8 Bobbi Brown Metallic Lip Color in Coral Reef, $22, www.bobbibrown.com 9 Priti Nail Polish in Snapdragon, 
$12.50, www.pritinyc.com 10 Christopher Drummond Beauty Lip Gloss in Carnival, $17.50, www.christopherdrummond.com 11 TheBalm BalmShelter SPF 17 
Tinted Gloss in Girly Girl, $19, www.thebalm.com 12 Jouer Tint in Poppy, $20, www.jouercosmetics.com
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V E LF O O D + T R A

WHAT TO ORDER — heirloom-
tomato lasagna with pistachio 
pesto or the blue-corn tostada with 
baby zucchini? Tough decision.

Time to consider the deal 
breaker: Which one will taste 
better raw?

That’s right, raw. As in uncooked. 
Or at least not heated above 105 
degrees. It’s the principle behind 
the cuisine at Oklahoma City’s 
105degrees  Café, which is a part 
of the 105degrees Academy. Here 
you can dine, take classes, or enroll 
in an (un)cooking school to get an 
education and/or begin a career in 

raw food, or “living cuisine.”
105degrees is the fi rst state-

licensed living-cuisine academy 
in the country — and Oklahoma, 
despite its steak-and-potatoes rep, 
has proved to be an ideal locale. 
“People here are willing to try 
something new,” says Matthew 
Kenney, director of culinary arts 
and operations and twice a James 
Beard Rising Chef Award nominee. 
“It’s a city where everything is 
accessible — and evolving.”

Kenney likes to approach 
the academy, the café, and the 
retail shop where prepackaged 

food is sold with a similar 
sensibility. “We’re always 
true to the source of the 
dish, so it’s easy for people 
to feel comfortable,” he 
explains. “The 105degrees 
Café utilizes a number of 
menu descriptions, and even 
presentations common to 
traditional cuisine, [but] the 
end result is highly unique. Our 
ultimate goal with living cuisine is 
to develop an entirely new lexicon 
for all living-food dishes. Thus, 
living food will become a verifi able 
cuisine with dishes that refl ect 

its individuality.” Not to mention, 
Kenney hopes, fi rmly establish 
105degrees, both the food and the 
Oklahoma landmark it evokes, as 
a culinary presence in mainstream 
culture. (405) 842-1050, 
www.105degreesacademy.com

“It gives me a renewed energy … the health and wellness benefi ts are fantastic.”  — Donna Karan

¬N 
THE 

RAW
B Y  N E A L 

W E B S T E R 
T U R NA G E

LOOK TO THE STARS How many times did your mother say, “If your best friend 
jumped off a bridge, would you do it too?” Well, we’re not advocating that, but you 
must admit the following celebs look pretty darn good, and we’re betting it has a lot 
to do with their raw-food lifestyle.

DEMI MOORE /  WOODY HARRELSON /  ALICIA SILVERSTONE /  DAVID BOWIE /  FAMKE 
JANSSEN  /  UMA THURMAN /  STELLA McCARTNEY /  PAUL McCARTNEY /  NATALIE 
PORTMAN /  EVA MENDES /  MICHAEL FRANTI /  GISELE BÜNDCHEN /  OWEN WILSON

Spinach gnocchi with 

porcini cream and 

chanterelles

Pecan tart with 

maple cream

Kitchen at 105degrees Café
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San Diego Zoo 
CALIFORNIA
Roar & Snore 
sleepovers at the Wild 
Animal Park
Kids don’t get all the 
fun. While the zoo does 
offer popular overnight 
programs designed for 
youths (allowing them to 
take guided safari tours, 
play drums around the 
campfi re, and fall asleep 
to exotic animal calls), 
it also offers all-night 
“Adventure” events just 
for adults. 
Cost: Depends upon age 
and tent options    
Upcoming dates: 
Vary, depending on the 
program and extend 
through November
Contact: 
(619) 718-3000, 
www.sandiegozoo.org

Museum of Nature 
and Science
DALLAS 
Snore and Explore
After-hours access to 
this museum includes 
a nighttime Electric 
Theatre performance or 
a Fire and Ice show that 
will do anything but lull 
you to sleep. Wake up to 
an IMAX fi lm fi rst thing 
in the morning.
Cost: $35/child, $20/
adult chaperone
Upcoming dates: 
Through May
Contact: (214) 428-
5555, ext. 8; www
.natureandscience.org

National 
Aquarium 
BALTIMORE
Sleepover with the 
Sharks
What do sharks do at 
night? You’ll get up 

close and personal to 
fi nd the answer as you 
spend the evening in the 
underwater viewing area. 
Visit includes a fi lm in the 
4-D Immersion Theater 
and a Jeopardy-style 
test of shark knowledge 
after breakfast the next 
morning.
Cost: $95/person
Upcoming dates: Year-
round
Contact: (410) 576-
3833, www.aqua.org

Wisconsin 
Maritime Museum
MANITOWOC, 
WISCONSIN
Submarine Sleepover 
Join the Navy for a night 
and sleep on the restored 
World War II submarine 
USS Cobia, a National 
Historic Landmark. 

Nighttime “watch groups” 
learn how to decode 
messages and fi nd out 
how torpedoes are fi red.
Cost: $39/person
Upcoming dates: July 
and August
Contact: (920) 684-
0218, www.wisconsin
maritime.org

American 
Museum 
of Natural History
NEW YORK CITY
A Night at the Museum
Flashlight in hand, tiptoe 
past the famous fossils 
after dark. Sleep under 
the giant blue whale or 
beneath the dioramas 
in the Hall of Northern 
American Animals.
Cost: $129/person
Upcoming dates: 
Through June
Contact: (212) 769-
5200, www.amnh.org

105DEGREES: 
A SNAPSHOT
For Students
Offers professional chef 
certifi cation. Level one’s “The 
Fundamentals of Raw Cuisine” is 
offered monthly and highlights 
core techniques. Level two’s 
“Advanced Raw Cuisine” is offered 
seasonally. Students participate 
in menu planning and budgeting, 
work alongside a mentor chef, 
and learn advanced fl avor and 
wine service techniques. Level 
one: $3,650; Level two: $8,450; or 
$12,100 for the entire program.   

For the Public
The public can take individual 
Raw Food Daily classes, which 
are offered every month. Spring 
courses (which focus on the theme 
of spring cleaning) include “Raw 
Foods for Weight Loss,” “Healthy 
and Indulgent Desserts,” “Gourmet 
Raw Meals,” and “Elements of 
Cleansing.”  Cost is $40 per two-
hour class.

Special Events
Monthly “Rawkstar Chef” dinners 
feature local and national celebrity 
guest chefs. Upcoming chefs 
include former Dallas Cowboys 
coach Barry Switzer.

Sunday Suppers feature level-two 
students preparing dinner for the 
public in the café.

N¬GHT AT THE MUSEUM (OR ZOO … OR AQUAR¬UM)
B Y  R A N I  L O N G

If you’ve ever wondered what would happen if you were locked in a museum at closing 
time, here’s your chance to fi nd out. Many museums, aquariums, and zoos are offering 
overnight events that give participants a unique behind-the-scenes perspective. “It’s 
a great blend of education and fun,” says Luz Montez, associate director of audience 
development at the American Museum of Natural History in New York City. “There is 
nothing more charming than seeing a band of eight-year-olds gathered with fl ashlights, 
trying to fi gure out the answers for the dinosaur scavenger hunt — they’re immersed and 
excited at the same time!” Midnight tours and scavenger hunts along darkened halls are 
just some of the activities offered through this sampling of nocturnal adventures.

A Night at the Museum

at the American Museum 

of Natural History
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M U S I C

The xx London 
This trio landed on every 2009 top 10 list 
that matters (Rolling Stone, the Guardian, 
Pitchfork Media) with a debut album that 
stripped the poppier spectrum of hip-hop 
to the bone. Cosingers Romy Madley Croft 
and Oliver Smith croon about romance 
over paper-thin synth beeps and guitar 
plinks, yet despite the minimalism, the 
melodies stick.

Toro Y Moi Columbia, South Carolina
The term blisscore describes indie acts 
that combine the synthy, R&B-tinged pop 
sounds of the ’80s with effects like thick 
reverb and looped samples — think Debbie 
Gibson through a Purple Haze. One-man 
band Toro Y Moi is the brightest new act 
in the blisscore crowd, mixing dreamy 
soundscapes with infectious, memorable 
pop songs.

Darker My Love Los Angeles
SXSW never has a shortage of psychedelic 
rock bands, but Darker My Love leads this 
genre with more aggression and punch 
than their droning, feedback-soaked peers. 
The reason: They add a hearty pinch of 
Black Sabbath-like urgency. With a new 
album dropping this summer, expect to 
hear some new tracks.

Midlake Denton, Texas
Midlake eschewed most modern rock 
trends with their 2006 breakout 
record The Trials of Van Occupanther, 
citing Fleetwood Mac and America as 
inspirations. Four years later, they’ve 
regressed further, mining the late ’60s 
sounds of Fairport Convention and Jethro 
Tull to craft a darker, urgent  folk-rock 
sound on their most confi dent record yet, 
The Courage of Others.

YOUR 
GU¬DE 
TO 
SXSW 
2010
B Y  S A M  M A C H KO V E C H

South by Southwest, Austin’s 
annual music festival (March 
17–21), is the biggest in the 
nation, almost to a fault. 
How is someone supposed 
to see all of the nearly 2,000 
international music acts over 
just fi ve days? (You might 
have to skip that show with 
the banjo-playing DJ. But 
that’s okay.) SXSW’s diverse 
music selection and intimate 
club venues make up for the 
sheer numbers — and if you 
sneak these handpicked fest 
faves into your schedule and 
follow our short list of tips 
for things to know before you 
go, your SXSW experience 
will be unforgettable. And 
maybe even life-altering. 
(Hey, you never know.)

10 ACTS NOT TO M¬SS

KNOW BEFORE 
YOU GO

MAKE A LIST, CHECK IT TWICE: 
You’ll panic if you don’t prepare a personal 
schedule before the hectic fest starts. 
Along with favorite bands, pick a few 
sleepers in case your dream concert sells 
out — and with such tiny venues, it’s 
defi nitely possible.

AVOID THE FRAY: When you get 
hungry around SXSW’s main strip of 
venues, Austin’s cabs and bike-taxis will 
speed you to better barbecue and Tex-
Mex spots outside the crowded fest nexus 
of 6th Street.
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We Were Promised Jetpacks
Glasgow, Scotland
They’ll win for quirkiest SXSW band name, 
and their heart-on-the-sleeve take on post-
punk — think Bloc Party crossing paths 
with U2 — should keep fans at the gig long 
after chuckling at the name.

Blue Scholars Seattle
Seattle’s hip-hop renaissance will send 
a number of ambassadors to this year’s 
SXSW, but Blue Scholars remain the 
Northwest’s best-known duo with an 
approach that’s equal parts positive and 
uncompromising. At last year’s SXSW, they 
worked a capacity club into a frenzy of 
hands in the air; expect a raucous repeat.

Fool’s Gold Los Angeles
Fool’s Gold embraces the Afropop genre via 
meandering songs ripe with chanting, horn 
sections, and aimless choruses. As such, 
you may never hear Fool’s Gold burn up 
the pop charts, but no matter; this band’s 
authentic celebration of Afropop will prove 
more intimate — and dance-worthy — at 
SXSW as a result.

White Ghost Shivers Austin
Say it with me: Prohibition-era vaudeville 
jazz. Weird, right? But this group has 
steadily built a fan base over the past 
decade in SXSW’s hometown, avoiding 
the pitfalls of the ’90s swing-dance fad 
by dabbling in genres like Western swing, 
calypso, and Meatloaf-era metal.

Efterklang Copenhagen, Denmark
While no strangers to SXSW in their 
10-year run, this Danish band’s February 
major-label debut on prestigious 4AD 
records would make you think otherwise. 
Their rebirth in Magic Chairs eschews the 
band’s more experimental past, and they 
explode with an orchestral pop that’s more 
epic than hipster icon Sufjan Stevens — yet 
more accessible than the Polyphonic Spree.

Jaill Milwaukee
This quartet deep-fries the best of classic 
punk and garage bands like 13th Floor 
Elevators, X, and the Ramones into crispy, 
danceable delights. Harmony vocals, 
fuzz-dripping solos, and hooky choruses 
will keep songs like “Always Wrong” and 
“Biggest Nugget of Them All” stuck in your 
head long after you’ve rocked out to them 
in a tiny SXSW nightclub.

To preview songs from all of these artists, go to www.americanwaymag.com/SXSW.   

HOTEL (IN) CALIFORNIA: 
Hopefully, you’ve booked a room by now, 
since most hotels fi ll up by the end of 
February. If not, you can probably still 
fi nd a good bed at least 10 miles up the 
highway from the Convention Center.

ENJOY A FREE AFTERNOON: 
SXSW doesn’t offi cially endorse most 
free daytime concerts around downtown, 
but we’d be remiss not to recommend a 
few, especially in the case of nighttime 
schedule confl icts. Search Google and 
you’ll fi nd showtimes. Also, check your 
favorite bands’ MySpace pages. Unoffi cial 
SXSW shows are often listed there too.

WITH FRIENDS LIKE THESE: 
Austinites tend to warm up to visitors, 
especially if you chat them up at a 
concert you both happen to like. They’re 
the quickest route to the best local music, 
food, and afterparty recommendations.
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Want a Dating 
Service That’s as 
Savvy as You Are? 
Meet Your Match.

I also work with people who have recently moved 
or who have ended a long-term relationship and just 
don’t know where to start looking. The bar scene isn’t 
typically a viable option. And when it comes to online 
dating, there’s not enough security or personal privacy. 
No one wants to be Googled or continuously emailed 
by people they have no interest in dating. 

What’s the best way to  
meet compatible people? 
Making a connection through someone who knows 
you and is really looking out for you is the key to 
success. I think that’s why It’s Just Lunch has grown  
to be such a respected organization over the past  
18 years. Our dating consultants handle everything  
in a very personalized and efficient manner… 
from finding the right matches to making all the 
arrangements for a date. All our clients have to do is 
show up and focus on having fun with someone new.

Why do people trust you  
with their personal lives? 
I think it comes down to discretion, standards, and 
personal service. When people call me to schedule  
an interview, it’s usually because they’ve made the 
decision to make a proactive change in their personal 
lives. And our service is completely confidential, so  
it makes taking that next step a lot easier. In fact,  
we never share last names or phone numbers with 
clients, even when we match people for a date. And 
then there’s the fact that we’re selective, just like the 
people we work with.

Another major distinction is that we personally hand-
select every match. We’re not like dating services that 
believe an algorithm is a good way to match people. 
What we do is more of an art than a science. And 
we individually interview every candidate, which is 
incredibly important these days considering the fact that 
many people using online dating services are actually  
in a relationship or not very serious about dating.

Dating specialist Sara Darling reveals the ins and  
outs of helping single professionals spice up their 
dating lives. She’s one of the many expert consultants 
at It’s Just Lunch — the personal dating service that’s 
helped countless people around the globe make 
exciting connections.

What typically gets between singles 
and a rewarding dating life? 
I’d say the top three challenges are making the  
time, knowing where to find like-minded people,  
and protecting your personal privacy. For most  
people, the problem is very rarely getting a date. 
The problem is actually connecting with someone 
interesting who you’re attracted to and who you  
can really have fun with. 

I have a lot of clients who are very active in the 
community and in the business world who come to 
me specifically because they don’t want to date within 
those same circles. It’s too uncomfortable. 

What are the most common  
dating mistakes you see?
Number one is putting too much pressure on  
yourself. This happens a lot with people who don’t 
have a lot of connections to other singles. They meet 
someone and think, “I’ve got to make this work out.  
It could be six months before I find someone else  
even remotely interesting.”

My clients know that I have plenty of great matches  
for them, so they can relax and not feel rushed.  
That’s really the focus of It’s Just Lunch — a casual, 
low-pressure way for people to meet for lunch, or  
a drink after work. My main focus is to arrange that 
first date for my clients, so they can decide if there’s 
enough interest for a second date. 

The other mistake people make is repeatedly dating  
the same type of person and expecting different 
results. I always encourage my clients to open 
themselves up to connecting with people who 
have similar core values but different professions, 
backgrounds, and interests. And we have a very 
diverse clientele, so there’s always a wide variety  
of interesting people to meet.

What’s the biggest reason people  
use a dating service like yours?
It’s definitely the time factor. Not in the sense that 
our clients don’t have time to meet people. They do. 
It’s just that the last thing they want to do is waste 
valuable personal time making a connection with 
someone who isn’t exactly what he or she made 
themselves out to be. We take that frustration away 
and make it easy to meet people well worth spending 
time with. 

It’s Just Lunch has professional dating consultants just like Sara  

all around the world. Call us and discover how we can help you 

create a more rewarding dating life today.

Meet your match today.  
Visit ItsJustLunch.com or call 1.800.335.8624.

PJ Osgood Lisa PurdumAllie HoultonJennifer Donnelly
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Want a Dating 
Service That’s as 
Savvy as You Are? 
Meet Your Match.

I also work with people who have recently moved 
or who have ended a long-term relationship and just 
don’t know where to start looking. The bar scene isn’t 
typically a viable option. And when it comes to online 
dating, there’s not enough security or personal privacy. 
No one wants to be Googled or continuously emailed 
by people they have no interest in dating. 

What’s the best way to  
meet compatible people? 
Making a connection through someone who knows 
you and is really looking out for you is the key to 
success. I think that’s why It’s Just Lunch has grown  
to be such a respected organization over the past  
18 years. Our dating consultants handle everything  
in a very personalized and efficient manner… 
from finding the right matches to making all the 
arrangements for a date. All our clients have to do is 
show up and focus on having fun with someone new.

Why do people trust you  
with their personal lives? 
I think it comes down to discretion, standards, and 
personal service. When people call me to schedule  
an interview, it’s usually because they’ve made the 
decision to make a proactive change in their personal 
lives. And our service is completely confidential, so  
it makes taking that next step a lot easier. In fact,  
we never share last names or phone numbers with 
clients, even when we match people for a date. And 
then there’s the fact that we’re selective, just like the 
people we work with.

Another major distinction is that we personally hand-
select every match. We’re not like dating services that 
believe an algorithm is a good way to match people. 
What we do is more of an art than a science. And 
we individually interview every candidate, which is 
incredibly important these days considering the fact that 
many people using online dating services are actually  
in a relationship or not very serious about dating.
 

Dating specialist Sara Darling reveals the ins and  
outs of helping single professionals spice up their 
dating lives. She’s one of the many expert consultants 
at It’s Just Lunch — the personal dating service that’s 
helped countless people around the globe make 
exciting connections.

What typically gets between singles 
and a rewarding dating life? 
I’d say the top three challenges are making the  
time, knowing where to find like-minded people,  
and protecting your personal privacy. For most  
people, the problem is very rarely getting a date. 
The problem is actually connecting with someone 
interesting who you’re attracted to and who you  
can really have fun with. 

I have a lot of clients who are very active in the 
community and in the business world who come to 
me specifically because they don’t want to date within 
those same circles. It’s too uncomfortable. 

What are the most common  
dating mistakes you see?
Number one is putting too much pressure on  
yourself. This happens a lot with people who don’t 
have a lot of connections to other singles. They meet 
someone and think, “I’ve got to make this work out.  
It could be six months before I find someone else  
even remotely interesting.”

My clients know that I have plenty of great matches  
for them, so they can relax and not feel rushed.  
That’s really the focus of It’s Just Lunch — a casual, 
low-pressure way for people to meet for lunch, or  
a drink after work. My main focus is to arrange that 
first date for my clients, so they can decide if there’s 
enough interest for a second date. 

The other mistake people make is repeatedly dating  
the same type of person and expecting different 
results. I always encourage my clients to open 
themselves up to connecting with people who 
have similar core values but different professions, 
backgrounds, and interests. And we have a very 
diverse clientele, so there’s always a wide variety  
of interesting people to meet.

What’s the biggest reason people  
use a dating service like yours?
It’s definitely the time factor. Not in the sense that 
our clients don’t have time to meet people. They do. 
It’s just that the last thing they want to do is waste 
valuable personal time making a connection with 
someone who isn’t exactly what he or she made 
themselves out to be. We take that frustration away 
and make it easy to meet people well worth spending 
time with. 

It’s Just Lunch has professional dating consultants just like Sara  

all around the world. Call us and discover how we can help you 

create a more rewarding dating life today.

Meet your match today.  
Visit ItsJustLunch.com or call 1.800.335.8624.
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spends water skiing, horseback riding, 
climbing, and making crafts. Hard as it 
may be to put technology on hold, it’s a trial 
Hannah looks forward to every year.

“It’s kind of like a symbolic way of step-
ping out of the real world,” she says. “It al-
lows me to take off from home, leave my 
worries, thoughts about college, and stress 
behind. I just go escape.”

It makes perfect sense, really, that kids 
such as Viroslav would relish the oppor-
tunity to back slowly away from their cell 
phones and PlayStation controllers for a 
few weeks each year and rediscover the 

outdoors at one of the myriad options avail-
able to them nationwide via the American 
Camp Association (ACA). But what’s strik-
ing is how much that’s actually happening, 
in light of the full-on assault of competition 
these camps face from video games, hun-
dreds of television channels, the ubiquitous 
Internet, and a raft of other programmed 
activities that make today’s overscheduled 
child busier than a high-fl ying executive.

Attendance at camps across America 
isn’t shrinking, despite the fact that child-
hood obesity rates are at an all-time high, 
not to mention that the average young 
person now spends nearly eight hours a 
day plugged into some sort of electronic 
media, according to a 2010  study from the 
Kaiser Family Foundation. In fact, for at 
least the past several years, attendance at 
camps nationwide has grown by an average 
of one to three percent per year, and nearly 
65 percent of camps surveyed in 2006 re-
ported an increase of four to 10 percent, 
which explains the ACA’s otherwise cheeky 
goal of increasing participation numbers of 
school-age kids to 20 million by the year 
2020. Currently, about 11 million of the 
country’s 53 million school-age children at-
tend camp each year. That means the ACA 
is looking to nearly double its numbers over 
the next decade.

Glance over at 
that child-shaped 
dent in the living 
room sofa, and that 
may seem a Hercu-
lean task. But it’s 
the very prolifera-
tion of technology’s 
tentacles that has 
helped parents dis-

cover camp, it turns out; they’re desperate 
for a safe way to nudge youngsters outdoors 
again.

“Parents see an opportunity for kids to be 
kids,” says Dayna Hardin, owner and direc-
tor of the Lake of the Woods Camp for Girls 
and Greenwoods Camp for Boys in Decatur, 
Michigan. “It brings kids back to the world 
before texting, Facebooking, instant mes-
saging, and constant communication.”

Years ago, American children were 
booted out of their homes after breakfast 
every summer and advised to not come 
back until dinner. They’d spread out into 

H
HANNAH VIROSLAV isn’t bashful about re-
counting the pain involved in relinquishing 
her iPhone for the three weeks she spends 
each summer at Camp Champions in Cen-
tral Texas’s Hill Country. Untethering the 
San Antonio 17-year-old from text mes-
sages, phone calls, and Facebook is a bit 
like hitting her fi nger with a hammer: It’s 
excruciating.

“It’s extremely diffi cult,” Hannah says. 
“It’s, like, your whole life.”

Once she’s unplugged, though, she’s 
completely liberated, free to frolic in the 
outdoors for a blissful 21 days, which she 

More and more, kids around the country are powering down 
and living it up at summer camps. By Winston Ross

Summer, Unplugged

Camp Champions

Lake of the Woods Camp for GirlsGreenwoods Camp for Boys
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 realization for parents.”
The overscheduled child can suffer reper-

cussions, too, most of them stress-related. 
But what’s heartening is that parents seem 
to be recognizing that they need to break 
their children loose from some of these vise  
grips, even if it’s within the structure of a 
three-week program.

“For three weeks, they’re disconnected 
from the electrical umbilical [cord],” says 
Steve Baskin, who, with his wife Susie, co-
owns Camp Champions, the camp Hannah 
attends. “What replaces it is true interaction, 
being fully present with another human be-
ing. I say ‘I’m not taking your phone away 
from you; I’m giving you the gift of knowing 
you can be spectacular without it.’ ”

Something certainly seems to be work-
ing. In 1996, Camp Champions’ inaugural 
year, attendance was at 600; today, it is 
1,100. Between 1999 and 2005, their annu-
al enrollment among high school students 
surged from 43 to 210, where it has stayed, 
simply because the camp is at capacity. And 
in the last fi ve years, the number of kinder-
gartners and fi rst graders in attendance has 
doubled.   

The growth in camp attendance also re-
fl ects the ACA’s efforts to stay relevant in 
a changing world. The association has ac-

complished this in 
two primary ways: 
by helping parents 
realize that a few 
weeks at camp is 
about much more 
than giving a child 
the chance to goof 
off with a bow 
and arrow and by 
diversifying the 
types of camp ex-
periences available 
to young people, 
so as to broaden 
the very defi nition 
of camp itself.

The fi rst effort has a lot to do with mar-
keting, Baskin says. Camp Champions, for 
instance, redesigned its brochure to play up 
the potential for growth as well as the rela-
tionships that children can expect to build 
with each other and with their counselors, 
instead of merely listing activities offered at 
the camp.

“We realized we’re not in the activity 
 business; we’re in the youth-development 
business,” Baskin says. “So in parents’ 
minds, we’ve moved away from the part of 
the budget where they have cruise ships and 
Disney World and into the budget where 
they have Sylvan Learning Centers, music, 
and trips to the Smithsonian. They’ll beat 
a path to your door once they understand 
what camp is. It’s not about archery. It’s 
about role models.”

Beyond that, there are now  numerous 
opportunities for children who might not 
fancy a traditional camp setting. Emagina-
tion is a program offered in several major 
cities that combines technological skills 
with outdoor pursuits, according to director 
Craig Whiting. In this way, the camp can in-
terest electronically inspired children with 
3-D animation workshops, lessons on cre-
ating Flash games and iPhone apps, robot 
building, and C++ programming. But they 
also require that a portion of the experience 
involves “getting unplugged.”

“They spend four and a half hours a day 
in a classroom, learning, and three hours in 
recreation — swimming, soccer, tennis, bas-
ketball, or in outdoor camps,” Whiting says. 
“Many of our campers would like to be on a 
computer 24/7. We think it’s important that 
they not be.”

There are also camps that focus on learn-
ing new languages, such as Concordia 
Language Villages, a camp in Minnesota’s 
North Woods that uses immersion-style 
techniques to integrate language learning 
with an array of activities that emphasize 
culture as much as vocabulary.

Hannah Viroslav isn’t the only one in her 
family who attends camp; her two siblings 
do too. That includes her 13-year-old sis-
ter, Olivia, who has a rare genetic disorder 
called Prader-Willi syndrome, which can 
have debilitating effects on diet, stamina, 
strength, and balance. She attends a camp 
that emphasizes less-strenuous outdoor 
 activities.

“She has a fabulous time,” says the girls’ 
mother, Alice Viroslav. The same can be 
said for Hannah, who knows all too well 
that there are no wires in the wilderness. 
And that’s a good thing. AW

WINSTON ROSS, a freelance journalist based in Eugene, Oregon, 
spends as much time staving off nature-defi cit disorder as he 
can — when he’s not sending text messages. 

the  neighborhood with their temporarily 
evicted peers and turn the world into one 
big playground, building forts, playing cops 
and robbers, and piling into sandboxes.

Times have changed, though. Whether 
it’s their perception or reality, parents now 
fear that this kind of unscripted romp is 
simply too dangerous, which leaves two 
options: They can either keep little Johnny 
under lock and key — where he’s likely to 
gravitate toward something that requires a 
power outlet — or micromanage an action-
packed schedule from dawn to dusk, replete 
with soccer practice, playdates, and paint-
your-own pottery.

“We refer to them as helicopter parents,” 
says Harriet Lowe, director of communica-
tions at the ACA, which is based in Mar-
tinsville, Indiana. “Their children are in the 
house, helicoptered over, being sedentary, 
being obese, playing video games.”

The cases of both the overscheduled and 
the sedentary child present problems. The 
latter may develop “nature-defi cit disor-
der,” a term introduced by author Richard 
Louv in his book Last Child in the Woods. 
The concept attributes a host of behavioral 
problems to spending too little time out-
doors, from attention-defi cit disorders to 
depression. Louv submits that being out-

side is practically a physiological need, and 
that when children are deprived of it, they 
are prone to suffering.

“We already know our children are not 
going to be as healthy as our generation, 
which is the fi rst time we’ve ever seen that 
reverse,” says Peg Smith, chief executive 
offi cer of the ACA. “That’s a frightening 

Lake of the Woods 
Camp for Girls
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In the minds of nonbelievers, baseball-card 
collecting has traditionally ranked some-
where between scrapbooking and pet-rock 
maintenance on the scale of innocuous 
hobbies. Those who never spent an after-
noon poring through piles of the lavishly 
illustrated, meticulously annotated pieces 
of cardboard — who never experienced the 
adrenaline surge that coincides with the ar-
rival of a virgin box or chomped down on 
the pavement-hard sticks of gum that ac-
companied the packs of years past — never 
truly understood what could prompt grown 
men to indulge in what they perceived to be 
a young boy’s hobby.

And if they didn’t understand the hobby’s 
appeal in the days before high-definition 
TV and multiplayer video games, well, 
they sure don’t understand it now. But de-
spite the perception in some quarters that 
baseball-card collecting is a quaint relic of a 
bygone era, there’s reason to believe that the 
hobby remains vital. Indeed, as technology 
affords collectors better ways to connect, 
and as card companies better tailor their 
 offerings to both pikers and whales (the lat-
ter of which is card-store lingo for custom-
ers who drop five grand each time they walk 
in the door), baseball-card collecting is on 
the cusp of reinventing itself.

“Just like every category in the age of 
the Internet and technology, the hobby is 
changing,” says Clay Luraschi — who, as 
director of product development for vener-
able card maker the Topps Company, obvi-
ously has a vested interest in the matter. “Is 
it where it [was] in the late ’80s and early 
’90s? No. But it’s still here, has a very strong 
base, and can still excite kids when executed 
properly.”

The boom period to which Luraschi al-
ludes saw aggressive expansion within the 

The Cold, Card Truth
After a boom-and-bust 
cycle, baseball-card 
collecting is back on the 
upswing. By Larry Dobrow

industry. As collectors clamored for more 
product and upstart card companies fought 
for the privilege to supply it, Major League 
Baseball and its players weren’t about to re-
fuse the licensing-fee bounties being tossed 
at their feet. As a result, the market quickly 
approached saturation, with longtime col-
lectors bemoaning the quality and ubiquity 
of the new lines.

“It was just glutted, plus the people buy-
ing up the cards weren’t collectors — they 
were speculators,” recalls Dan Fox, owner of 
Fox Sports Cards in Marion, Illinois. It cer-
tainly didn’t thrill Fox and his ilk when the 
news media fanned the frenzy, instructing its 
viewers to raid grandma’s attic for the lucra-
tive cache that may have survived the Great 
Spring House-Cleaning Purge of 2002.

Alas, that rush followed the trajectory 
of every other rush, and baseball-card col-
lecting settled into the lower-profile space 
it currently occupies. Assessing the state 
of the baseball-card union with any de-
gree of accuracy, however, is a challenging 
 assignment.

On one hand, industry cheerleaders 
 report anecdotally that card stores and col-
lectors’ klatches have never been more vi-
brant. On the other, both Topps and Upper 
Deck are privately held, so there’s no telling 
how many cards they’re moving vis-à-vis 
the boom period. Similarly, despite a few 
half-baited attempts to compile a tally, no-
body knows just how many card stores cur-
rently exist — and that’s before one throws 
into the mix comic-book stores that stock 
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­baseball­ cards,­ online-only­ sellers­ (hello,­
eBay),­ and­ big-box­ behemoths­ like­ Wal-
mart­and­Toys­“R”­Us.

The­ product­ offerings­ have­ similarly­
changed.­Casual­collectors­can­still­purchase­
99-cent­packs­of­cards,­though­they’re­rarely­
carried­by­corner­stores­anymore.­But­gen-
erating­the­most­collector­buzz­are­the­cards­
targeted­exclusively­at­high-end­­consumers­
—­ like­Upper­Deck’s­ Exquisite­ Collection,­
which­UD­sports­marketing­manager­Chris­
Carlin­describes­as­ “kind­of­ the­Bentley­of­
trading-card­releases.”

Owing­ to­ the­ set’s­ limited­ availability,­
each­pack­of­six­costs­a­jaw-dropping­$600­
to­ $650.­Not­ only­ are­ the­Exquisite­ cards­
thicker­ and­ more­ lushly­ appointed,­ but­
they’re­ also­ engineered­ (and­ engineered­ is­
the­ proper­ term)­ in­ a­way­ that­ those­who­
abandoned­ the­ hobby­ years­ ago­ will­ find­
amazing.­ Some­of­ the­ cards­ come­ embed-
ded­with­thin­shards­of­a­game-used­Shoe-
less­Joe­Jackson­bat­or­ fabric­swaths­ from­
a­ Derek­ Jeter­ jersey;­ by­ comparison,­ the­
authenticated­ autographs­ found­ on­ other­
cards­seem­almost­old-fashioned.

With­ smaller­ quantities­ of­ a­ product­
comes­increased­rarity,­thus­propelling­val-
ues­skyward­from­the­moment­a­treasured­
card­ is­ freed­ from­ its­ plastic-sealed­ tomb.­
Collectors­don’t­have­to­scour­flea­markets­
to­find­a­rare,­and­potentially­valuable,­trea-
sure;­ they­ can­happen­upon­one­ in­ a­new­
pack.­ Carlin­ says­ that­Upper­Deck’s­ auto-
graphed­ card­ of­ Stephen­ Strasburg,­ the­
college­ phenom­ taken­ by­ the­Washington­
Nationals­ with­ the­ first­ pick­ in­ the­ 2009­
draft,­has­been­valued­at­$500­—­and­that’s­
before­ Strasburg­ has­ thrown­ a­ single­ big-
league­pitch.

Clearly,­new­product­lines­and­any­offer-
ing­with­the­faint­tinge­of­authenticity­will­

“When I was 10, it was 
either a candy bar or 
baseball cards. I’m 47 
years old, and I’ll say 
this: You can never get 
past that thrill of open-
ing a pack of cards.”

The last of 
the great 

independents.
The owner/

operators who
give not only 
fine beef but

their hearts as
well.

The Independent Retail
Cattleman’s Association

557 Mt. Pleasant Road
Kingston Springs, TN 37082
info@greatsteakofna.com

Visit: www.greatsteakofna.com

Benjamin Steak House
NEW YORK, NY ...................212.297.9177
Proprietor: Benjamin Prelvukaj
Chef: Arturo McLeod

www.benjaminsteakhouse.com

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

Rick Crowe
www.mckendricks.com

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

www.malonesrestaurant.com

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

www.themetropolitangrill.com

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

www.geneandgeorgetti.com

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

www.stelmos.com

III Forks
DALLAS, TX............................972.267.1776
Proprietor: Chris Vogeli
HOUSTON, TX..........................713.658.9457
Proprietor: Oz Rogers

www.iiiforks.com

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

& Kevin Kuester
www.mannyssteakhouse.com

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

www.grill225.com
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AW

an application that bridges the digital/card-
board gap.

There’s also the question of what the 
industry can do to pass along the hobby 
to the next generation. As much as every 
person within the baseball-card food chain 
preaches the purity and sanctity of collect-
ing, nobody seems to know how to capture 
kids’ imagination as they ping-pong from 

keep collectors interested. But most believe 
that the future of baseball-card collecting 
hinges on card makers’ ability to integrate 
new technology — a hard-to-envision pros-
pect given how card makers only have a 2.5-
inch by 3.5-inch piece of cardboard canvas 
upon which to work. Collectors and execs 
say they expect cards to become “more in-
teractive,” but they’ve yet to stumble upon 

LARRY DOBROW, a New York–based writer, still keeps a 1994 
Don Mattingly card (Topps #600) in his wallet.

Collectors and execs say 
they expect cards to be-
come “more interactive,” but 
they’ve yet to stumble upon 
an application that bridges 
the digital/cardboard gap.

one blinking stimulus to the next. “We 
can’t expect them to just pick up a pack of 
cards and have the same experience that we 
had when we bought cards. It’s a different 
world,” Luraschi says.

To that end, Topps recently issued its At-
tax line of cards, which doubles as a game, 
and has integrated its cards with codes that 
unlock content on the ToppsTown website. 

Store owners, for their part, have pushed 
forward with grassroots programs of their 
own. Fox not only gives away hundreds of 
card packs to fl edgling collectors, but he 
also hosts scout troops, church groups, 
little-league teams, and anyone else who 
shows a burgeoning interest in the hobby.

He does so out of love and, in a way, out 
of obligation. “When I was 10, it was either 
a candy bar or baseball cards,” he recalls. 
“I’m 47 years old, and I’ll say this: You can 
never get past that thrill of opening a pack 
of cards. There aren’t too many things you 
can do at age six that you can enjoy as much 
at 47 or 87. Something like that should be 
passed on.”

FEAR LESS
Some business people worry about going to court because

their lawyers aren’t real trial lawyers.  We are.
And that helps whether you go to court or settle.

Afraid of the courthouse?

3500 Maple Avenue  •  Suite 900  •  Dallas, Texas 75219

(P)  214.752.8600  •  (F)  214.752.8700

rosewalker.com

Trial lawyers for business people.TM
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As Ugly Betty comes to a 
close, America Ferrera is 

sitting pretty with two new 
films and a future filled with 

possibility. By J. Rentillly.

America, the 
Beautiful
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“I think there’s definitely a fairy-tale quality to America’s ascent to stardom,” says Silvio 
Horta, creator and executive producer of ABC’s Ugly Betty, the show largely responsible for 
making Ferrera a household name and which will end its four-season run next month. “But 
I think the ‘fairy tale’ take romanticizes America’s incredible dedication to her craft. I’ve got-
ten to see firsthand what makes her successful: her incredible talent, her tremendous work 
ethic, and her resolve to never [settle for] ‘good enough.’ ”

Chloe O’Gara, the director of education and child development at Save the Children, a 
charity where Ferrera frequently volunteers, agrees. “America’s life story — like Ugly Betty’s 
— is the Cinderella fairy tale, but with a twist: America isn’t waiting for a prince to make 
a fantastic life,” she says. “America makes her own reality with smarts, hard work, and her 
own special style.”

Born the sixth child of Honduran immigrants, given a grandiosely patriotic name, and 
raised in the Los Angeles suburb of Woodland Hills, California, by a single mother who 
worked as an executive director of the housekeeping department at a Hilton hotel, Ferrera 
says she often felt like an outsider. Yet despite her humble background — and solely because 
of her vaulting ambition — she has managed to catapult herself into the pop-culture strato-
sphere. Her résumé, which in addition to Betty includes the films Real Women Have Curves 
and The Sisterhood of the Traveling Pants, is a testament to hard work and determination.

“You can’t teach what America’s got; you’re born with it,” says comedian Carlos Mencia, 
who costars with Ferrera in the upcoming romantic comedy Our Family Wedding. “She is 
the everywoman — soft and kind but capable of being fierce and hard. America is the person 
you want to love you and would fear if she didn’t like you.”

For her part, Ferrera, now 25, is counting her blessings. She pauses for a moment when 
a journalist suggests that she tends to choose roles playing outsiders who, much like her, 
triumph without having to compromise their own uniqueness or integrity. She insists it’s 
been an unintentional coincidence.

“I’ve always chosen roles that I can really relate to, that I believe in, and I’ve been truly 

blessed that they’ve connected so deeply 
with people,” Ferrera says. “You’re lucky 
if you get one role like that in a lifetime, 
so I’ve been incredibly blessed to get a 
couple of them.” She laughs and then 
adds, “I don’t really think you can say I 
made these acting decisions on purpose. 
I was so determined to become an ac-
tor when I was starting out that I would 
have played an Oreo cookie in a glass 
of milk if that were the job they offered 
me, and I would have done it with every 
ounce of my soul.”

The acting bug took hold of Ferrera 
at the age of eight when she was tread-
ing the boards in a youth Shakespeare 
production of Romeo and Juliet. Two 
years later, a role as the Artful Dodger in 
her school’s production of Oliver Twist 
cinched the deal; acting was the only 
option for the young thespian, who, at 
13, took public transportation to par-
ticipate in the California Youth Theatre 
in West Hollywood.

“When you’re the youngest of six, you 
have to fight for your moment in the sun 
and for your voice to be heard,” she says. 
“I don’t know what the cold, hard num-
bers are, but I’m betting a lot of youngest 
children are in the arts. I love my older 
siblings, but I’m sure being the young-
est fed my desire to be an actor. I was 
standing onstage, playing pretend, and 
being applauded for it. It was great.”

Acting was also a quick method for 
Ferrera to find a place where she be-
longed. Before she discovered acting, 
she struggled with her sense of self. 
That was in part the result of her grow-
ing up in a Spanish-speaking, distinctly 
Latin-American home while attending a 
school with much more of a So-Cal cul-
ture. The experience left Ferrera stuck 
somewhere in the middle.

“I grew up feeling like I had to strad-
dle two worlds — like I didn’t belong 
100 percent in either world,” she says. 
“I left the house every morning where 
we all spoke Spanish to each other and 
went to school where no one else spoke 
Spanish, so I wouldn’t want to speak 
Spanish because who wants to be that 
different when you’re a kid? I wanted 
to fit in, like most people do. But when 
I was younger, no matter what room I 
walked into, I didn’t feel like I fit in 100 

America Ferrera’s improbable story 
couldn’t sound more like a rags-to-riches 
fairy tale if it had been scripted by a Disney 
writer. Growing up, she was the prototypi-
cal outsider: a quixotic misfit with impos-
sible dreams and a continent-long list of 
quirks. But she wasted no time waiting for a 
glass slipper to transform her life. Instead, 
even as a child, Ferrera stuck to her singu-
lar ambition of becoming an actress. And in 
the process, she dictated her own fish-out-
of-water story, complete with a colorful 
family life, suburban misadventures, and, 
eventually, Cinderella-like success.
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fearlessness, her ability to be so raw — so 
emotionally naked — in front of the camera 
still leaves me breathless.”

For Ferrera, it’s all in a day’s work.
“I just love the work. My hunger has never 

been to be famous or well known or to win 
awards. I’ve never been interested in what-
ever the industry-prescribed defi nitions of 
success might be. My passion has always 
been to just do it — wherever I can, wher-
ever they’ll let me, whenever possible. I’ve 
always been single-minded, a horse with 
blinders on,” she says. “And it’s probably a 
good thing because I’m not the archetype 
of the Hollywood starlet. I’m Latino, and 
even now there’s not a huge range of roles 
for Latino actors. I’m not stick-thin. There’s 
probably a long list of roles I’m ‘wrong’ for 
because of who I am, but that very rarely 
crosses my mind, because I’m always fo-
cused on creating a reality that will allow 
me to work hard.”

Playwright and novelist Josefi na Lopez 
met Ferrera almost a decade ago when the 
then up-and-coming actress played a key 

the young actress’s upbringing lends her a 
soulfulness and grit uncommon in artists of 
her delicate age. “In Sisterhood, there’s a cli-
mactic confrontation between her character 
and the character of her father. In the scene, 
America unloads all the hurt and anger she’s 
been harboring toward him,” he says. “Most 
young actresses wouldn’t have a clue how 
to plumb the emotional depths required 
to bring this scene to life. But America did. 
She did take after take — 15 takes in total. 
Each time she attacked the scene, it seemed 
to spring from a whole new place. America’s 

percent. I always felt on the outside — like a 
watcher, not a participant.”

To make matters worse, Ferrera bore a 
rather conspicuous moniker, one that she 
inherited from her mother. She remembers 
the dread she would experience on the fi rst 
day of school each year, as the time came for 
roll call. “It would just kill me when they 
would call out America Ferrera. Every sin-
gle head would turn around because they 
had to see: ‘What freak is called America?’ ” 
she recalls. “There wasn’t really anything 
typical about me growing up.”

But experiences like those are what make 
Ferrera so relatable in her work today. Writ-
er/director Antonio Negret, who worked 
with Ferrera on the thriller Towards Dark-
ness, says she’s different in that way from 
many of her peers. “A lot of actresses are 
so focused on being in front of the camera 
that they bring no real life experience to 
their work,” he says. “With America, there 
is something very interesting about her and 
very real. You know she’s at least as interest-
ing after the director yells ‘cut’ as she is after 
he calls ‘action.’ ”

Bearing Ferrera’s history in mind, no part 
could be more perfectly suited to her than 
her starmaking role as Ugly Betty’s Betty 
Suarez, a sweet but unsophisticated girl try-
ing to fi t in at a high-fashion magazine. It 
seemed as though the character could have 
been created especially for her — which al-
most makes it seem unfair that she’s been 
awarded Golden Globe, Screen Actor’s 
Guild, and Emmy awards for her portrayal.

“Of course audiences love America as 
Betty — there is a very organic connection 
between America Ferrera and Betty Suarez,” 
says Horta. “America dug into her past all 
the time to create that performance. She’s 
lived that role.”

Ken Kwapis, who directed Ferrera in The 
Sisterhood of the Traveling Pants, believes 

“She is the everywoman — soft 
and kind but capable of being 
fi erce and hard. America is the 
person you want to love you and 
would fear if she didn’t like you.”

Ferrera in Our 
Family Wedding

American Ferrera.indd   32 2/5/10   1:54:46 PM

AAP - Pitstop - _032SW_AW20100301-032.pdf February 5, 2010 13:55:53



MARCH  1  2010     AMERICAN WAY     33

role in the HBO movie version of Lopez’s 
Real Women Have Curves. “I don’t think 
America has ever tried to be ‘cute’ or a ‘girl’ 
to get ahead. She’s not had time to; she’s 
been a woman for a long time,” Lopez says. 
“The character she played in Curves came to 
life because America brought all of herself 
to the role without apology for not looking 
like a typical ingenue. She’s got a fire within 
her.”

Audiences most familiar with Ferrera’s 
full-blooded but genteel performances in 
projects like Betty and Sisterhood finally 
get to see her mature into a world-class ac-
tress in The Dry Land, a gut-wrenching war 
drama that she also produced and that her 
longtime paramour, Ryan Piers Williams, 
directed. In the film, which premiered at 
the Sundance Film Festival in January, Fer-
rera plays the wife of a struggling war vet-
eran. “It’s probably the most grown-up role 
I’ve played. When I did Sisterhood, I was 
20 playing 16. With Betty, I always played 
younger than I am. I’m known for these 
coming-of-age characters, but in this mov-
ie, I’m a grown-up, dealing with grown-up 
questions of sacrifice and redemption and 
homecoming,” she says. “It’s an important 
movie for me.”

This month, she’ll add two new titles to 
her ever-growing résumé. Ferrera will grace 
the big screen first in Our Family Wed-
ding, which costars Forest Whitaker and 
Taye Diggs. That will be followed by How to 
Train Your Dragon, an animated film from 
the makers of Shrek and Kung Fu Panda. 
Ferrera says she enjoyed the challenge of 
doing her first voice-only performance.

“I loved doing the voice work,” she says. 
“It’s a whole different ball game. I’m used 
to doing film and television and stage, but 
when you’re doing the voice work, you lose 
your face and your body. Your toolbox gets 
emptied out, so you have to be as great as 
you can with only one tool: your voice. That 
was a huge learning process for me.”

But perhaps most of all, it was the subject 
matter of the project — which involves Vi-
kings, dragons, and other mythical beings 
— that drew her to it.

“It’s a fairy tale,” she says. “And I love fairy 
tales. You might have guessed.”

J. RENtIllY is an award-winning journalist based in Los An-
geles. His first book, Thanksgiving: 50 Celebrities on the Power 
of Gratitude, will be published in November 2010 by Adams 
Media.
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Head coach Jay Humphries of the Reno 
Bighorns talks to his players on the sideline.
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 T W E N T Y  M I N U T E S 

S O U T H  O F  D O W N -

T O W N  R E N O, 

N E VA D A  ,  I N S I D E  A 

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

C O M P L E X ,  1 2  G U Y S 

I N  P R A C T I C E 

J E R S E Y S  A R E  R U N -

N I N G  T H R O U G H 

P L AY S  O N  A 

B A S K E T B A L L 

C O U R T.  T H E Y ’ R E 

H U S T L I N G  H A R D, 

M OV I N G  T H E  B A L L , 

A N D  J O S T L I N G 

U N D E R  T H E  H O O P. 

T H I S  I S N ’ T  A  W E E K -

E N D  G A M E  A M O N G 

C I V I L I A N S  — 

E V E R Y O N E  K N O W S 

W H AT  T H E Y ’ R E 

D O I N G  H E R E .  B U T 

S O M E T H I N G  F E E L S 

A  B I T  A S K E W.

J.C. Mathis of the Idaho Stampede lays up a shot 
against Cezary Trybánski of the Reno Bighorns.
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People are missing passes, and shots fall 
short. It’s clear the players are not very fa-
miliar with one another. But the group 
needs to get its act together — and quickly 
— because the fi rst game of the season is 
only 11 days away. As of this morning, the 
Reno Bighorns have been a team for exactly 
one week.

Head coach Jay Humphries blows a 
whistle to stop the action, walks into the 
clump of players, and instructs center Rod 
Benson: “Go headhunt the guy and get him 
in the paint — make him go here, and then 
you got an easy shot.”

Benson nods and jogs back into position. 
This is Humphries’  second season coaching 
the Bighorns. It’s also the Bighorns’ second 
year as a franchise in the NBA’s Develop-
ment League, the offi cial minor league for 
professional basketball.

Comprising 16 teams in secondary mar-
kets like Reno, Albuquerque, and Bismarck, 
the so-called D-League acts as a farm sys-
tem for NBA franchises. Players join the 
league and are either drafted or allocated to 
a team with the goal of being called up to 
the pro level.

It’s a logical structure and a more orga-
nized counterpart to the labyrinth of minor 
and semipro leagues that support other 
sports. But when asked about the D-League, 
few sports fans have even heard of it.

“Our fi rst season was 2001–2002,” 
explains Dan Reed, president of the D-
League. “There were a handful of minor 
leagues with loose associations to the NBA. 
But there wasn’t a consistent affi liated sys-
tem. Our commissioner, David Stern, had a 
vision that a true minor league in the NBA 
would be a good thing. He saw it as a holis-
tic development of not only players but also 
coaches, refs, and salespeople.”

The D-League has grown exponentially 
ever since. For the 2009–2010 season, the 
league unveiled two more teams, the Maine 
Red Claws and the Springfi eld (Massa-
chusetts) Armor. Each D-League team is 
affi liated with at least one NBA franchise. 
Four NBA teams — the Los Angeles Lak-
ers, the San Antonio Spurs, the Oklahoma 
City Thunder, and the Houston Rockets — 
 actually own their affi liates.

To boost awareness, the NBA broadcasts 
all D-League games live and free of charge 
on its Futurecast website, and it recently 
fi nalized a deal to have 16 games aired on 
Versus. The D-League schedule runs paral-
lel with that of the NBA, and personnel can 

be moved between the two leagues through-
out the season.

“Last season, 20 players were called up,” 
Reed says. “Twenty-seven  of the 30 NBA 
teams have D-League players on their ros-
ters. Every referee from the NBA has come 
exclusively from the D-League. We’ve called 
up 22 coaches.”

Like other professional sports 
leagues, the NBA heavily scouts 
college teams for future talent. 
But sometimes players take a 
different path to play pro bas-
ketball. And for them, that’s the 
D-League.

“We cast a pretty wide net,” 
says Chris Alpert, vice presi-
dent of basketball operations 
and player personnel for the 
D-League. “We sign guys who 
get released from NBA teams. 
We go to all the draft camps, 
the summer leagues. We go 
overseas and scout the top Eu-
ropean players.”

For example, last year’s star 
for the Bighorns was 24-year-
old point guard Russell Rob-
inson, who was drafted after 
 playing at the University of 
Kansas and leading his college 

team in points, steals, and assists. He at-
tracted big attention from the NBA, but af-
ter stepping up to play Summer League with 
the Orlando Magic and then preseason with 
the Cleveland Cavaliers, he was cut from the 
league. He’s now back with the Bighorns.

The Reno Bighorns

Rod Benson

Kansas and leading his college 
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D - L E A G U E

their confi dence. It’s excellent competition 
for them, and they recognize that if they 
don’t come prepared and ready to play, the 
D-League players are gonna be gunning 
for them.”

The D-League also attracts the journey-
men, or players who spend years shuttling 
between teams, playing pro and semi-
pro ball, and eventually end up in the D-
League. Maybe they will get called back 
up to the NBA. Maybe this is where their 
career ends.

Cezary Trybánski, currently the center 
for the Bighorns, is originally from Warsaw, 
Poland, and at 30, he is the oldest player 
on the squad. He started his career in Eu-
rope and has since played with several NBA 
teams, from the Memphis Grizzlies to the 
Phoenix Suns to the New York Knicks. After 
two months with the Chicago Bulls during 
training camp, he was waived in October 
2004. The following year he was drafted 
into the D-League by the 66ers and then 
called back up to the NBA by the Toronto 
Raptors in 2006. When the Raptors re-
leased him before he had even logged any 
playing time with them, Trybánski ended 
up back with the 66ers and then moved to 
the NBA’s Sacramento Kings for the Sum-
mer League. He spent a year in Greece with 
a pro league, and then he returned to the 
United States and signed with the Bighorns 
last year as a free agent.

“My life is really crazy,” Trybánski says. “I 
started playing basketball when I was 17, I 
came here, and I signed a contract, so I told 
my parents I’ll stay here. They can’t believe 
it happened so fast. I just left and never 
went back.”

S U C C E S S  S T O R I E S  A R E  M A N Y, 
but one name that keeps coming up as the 
league’s poster child is Ramon Sessions, 
guard for the NBA’s Minnesota Timber-
wolves. Bighorns assistant coach Jason 
Glover remembers Sessions vividly from 
when he played college ball for the Univer-
sity of Nevada, Reno.

“I run the Nevada Basketball Academy 
here in town,” Glover says, “so a lot of the 
players in the summertime work out with 
me. Ramon would come by, and I’d work 
out with him. He’s got a great work ethic; 
he’s very strong, physical, and can play mul-
tiple positions. We’re not real close, but we’d 
talk about moving to the next level. He was 
like a sponge. He took it in.”

The Milwaukee Bucks drafted Sessions 
straight out of college, and he quickly land-
ed a slot playing with the Tulsa 66ers fran-
chise, the Bucks’ D-League affi liate at the 
time. After one season, the Bucks called him 
up to the NBA, and this year he was picked 
up on waivers by Minnesota for a cool four-
year, $16 million deal.

And yet, for every Ramon Sessions, there 
are a number of players who move in the 
opposite direction. The league’s offi cial 
term for that is assignment, but it’s basi-
cally what happens when an NBA team 
thinks a player needs more experience 
before playing at the pro level  and sends 
someone back down the ladder to their D-
League affi liate.

“From the team’s perspective, it’s a chance 
to accelerate their development,” explains 
Alpert. “There’s nothing like game-playing 
experience. You can’t simulate that. It’s an 
opportunity for those players to build up 

“ T W E N T Y- S E V E N   O F  T H E  3 0  N B A 
T E A M S  H AV E  D - L E A G U E  P L AY E R S 
O N  T H E I R  R O S T E R S .  E V E R Y  R E F -
E R E E  F R O M  T H E  N B A  H A S  C O M E 
E X C L U S I V E LY  F R O M  T H E  D - L E A G U E . 
W E ’ V E  C A L L E D  U P  2 2  C OA C H E S . ”

“That was a good experience,” Robinson 
says after the Bighorns’ practice ends. “That 
was all due to my play here last year. So, I 
plan on building off that and having a better 
year this year.”

Like every D-League player, Robinson 
knows the scouts are watching. At any mo-
ment, the phone could ring. “You know 
they’re there,” he says. “It’s a matter of play-
ing well, and then if [they’re interested], 
they talk to your agent. And you take things 
from there. You just go out there and hope 
for the best.”

While they’re waiting for “the call,” D-
League players use the opportunity to im-
prove their skills, playing under NBA rules 
with NBA referees. The money isn’t much 
— $20,000 to $30,000 a year, compared 
with the average NBA salary of $5.3 million 
— but in a way, it’s like getting paid to prac-
tice and develop in front of NBA recruiters.

The D-League even provides skill con-
sultants, says Alpert, who travel around the 
country helping players in specifi c areas. 
“We have a shooting consultant who works 
with players on mechanics and practice 
routines. We’ve had a ‘big man’ consultant; 
he works with the post players on their foot 
moves. We’ve had a strength and condition-
ing consultant to talk about how to stay in 
shape. We also have a coaches’ consultant; 
he helps our coaches work on being more 
effi cient, running practices, breaking down 
fi lm after a game.”

Russell Robinson of the Reno Big-
horns moves the ball against Lanny 

Smith of the Idaho Stampede.
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In high school, JACK BOULWARE played in a charity basketball 
game against the local police force. He was called for a foul 
against Offi cer John Carranza, but it felt really good.

B E S I D E S  B E I N G  A  T R A I N I N G 
stop for players, coaches, and referees, the 
D-League keeps local communities excit-
ed about basketball. As Reed puts it, the 
league offers “a fan-friendly experience at 
affordable prices.”

And in many ways, it is like the NBA. 
The D-League does an offi cial draft, gives 
out MVP Awards, and hosts an annual 
All-Star Game. Teams may have peculiar 
names — Fort Wayne Mad Ants, Iowa En-
ergy, Dakota Wizards — but they all boast 
mascots and cheerleading squads, and 
they sell offi cial clothing. Fans can become 
“virtual scouts.”

Despite the backing of the NBA , though, 
nothing is really certain. Eleven D-League 
teams have either moved or folded in the 
past nine years. The 2009 champions, the 
Colorado 14ers, called it quits one month 
after winning the title. (The league has 
since moved the team to Frisco, Texas, and 
will relaunch it with a new name, logo, and 
colors this fall.)

But the athletes who have played in both 
the NBA and the D-League appreciate ei-
ther opportunity, and they understand that 
at the end of the day, it’s all just basketball. 
Still, there’s a world of difference between 
playing pro and with a farm team. The D-
League salary is peanuts, at least compara-
tively. The gymnasiums are small. Even 
with something as basic as commuting to 
games, players are constantly reminded of 
where they are in their career and where 
they are not.

“In the NBA, the team owns the plane. 
You got space. You can sit, lie down,” Try-
bánski says. “It’s different here. We bus, or 
we just go to the airport with everybody, 
take the plane, regular airline. Sometimes 
it’s hard for me to fi t in the chair.” The 
 seven-foot-two player laughs. “They always 
put me in the emergency-exit row!” AW

The D-League season 
continues through April 
3. Visit www.nba.com/
dleague for more info 
and schedule listings.
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BOX 
OFFICE 
GOLD

NEW MEXICO’S ASCENT 
AS A PRIME DESTINATION 
FOR FILM AND TV 
PRODUCTIONS HAS 
HOLLYWOOD TAKING NOTE.

BY MONICA MULLENS 
AND CHRIS WARREN
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For anyone involved in the entertainment 
industry, this type of A-list activity is about 
more than simple bragging rights, although 
that’s a nice perk, too; drawing big-name 
stars like Washington, Cranston, and 
Swank is an indication that a studio is not 
just legitimate but also an established play-
er in the business. But besides its ability to 
attract top-notch film and TV productions, 
what’s remarkable about Smerigan’s studio 
is its location: on a pancake-flat patch of 
former cattle-grazing land located in Al-
buquerque, New Mexico, far, far, far from 
Hollywood’s epicenter. And for Smerigan, 
the chief operating officer and founder of 
Albuquerque Studios — which in its brief, 
nearly three-year existence has hosted the 
filming of the action thriller Terminator 
Salvation, Gerard Butler’s Gamer, and The 
Hangover director Todd Phillips’s newest 
comedy, Due Date — it was a time of simul-
taneous validation and disbelief. “You are 
kind of going, ‘Oh, my God, this actually 
worked,’ ” he says.

In fact, when it comes to hosting film and 
TV shoots, New Mexico has emerged as one 

of the most sought-after locations in the 
world. Indeed, a survey published last fall 
in the Hollywood trade publication Variety 
ranked New Mexico third, behind long-
time stalwarts California and New York, as 
the best place for film production in North 
America. The ranking has real credibility, 
too, because it’s based on the input of hun-
dreds of location managers, cinematogra-
phers, directors, and assistant directors. 
And it’s not just a function of the presence 
of Albuquerque Studios and its eight state-
of-the-art soundstages, either; films and 
TV episodes are shot on location all around 
the state, and 2010 will see the start of 
construction of Santa Fe Studios, a facility 
designed to draw filmmakers to the state’s 
bustling capital. In addition, last May actor 
Robert Redford and New Mexico Governor 
Bill Richardson announced a collaboration 
called Sundance in New Mexico, to provide 
training and support specifically geared to 
Native American and Hispanic filmmakers. 

Add to all this the fact that actors and 
actresses such as Julia Roberts, Val Kilmer, 
Shirley MacLaine, and Jane Fonda all call 

It’s the type of scenarIo any Hollywood studio chief would crave. At one point last year, Nick Smerig-
an could walk around a succession of soundstages and see an almost incomparable array of acting talent 
at work. On one set was two-time Emmy winner Bryan Cranston, the lead in the AMC series Breaking 
Bad. Not far away, Smerigan could pop his head in and watch two-time Oscar winner Denzel Washing-
ton as he filmed scenes for his movie about post-apocalypse America, The Book of Eli. As if that weren’t 
enough, Smerigan could then take a spin on a golf cart (the preferred mode of transport on studio lots) 
and catch two-time Oscar winner Hilary Swank working on the thriller The Resident.

New Mexico home, and it becomes more 
than a little tempting to call the state Hol-
lywood Southwest or maybe Tinseltown in 
the Desert. David Valdes, who produced 
The Book of Eli and whose credits include 
The Green Mile, In the Line of Fire, and 
Unforgiven, spent seven months working 
in New Mexico in 2009 and goes even fur-
ther in his assessment of the health of the 
film business in the state. “It’s booming. It’s 
much healthier in New Mexico than it is in 
Hollywood right now,” he says.

to say that new MexIco has a long history 
of filmmaking is the ultimate understate-
ment: The first movie filmed there was Indi-
an Day School, a short film depicting Native 
American children that was produced by 
an up-and-coming auteur named Thomas 
Edison in 1898, 14 years before New Mexico 
became a state and 16 years before Holly-
wood’s founding father, Cecil B. DeMille, 
made his first flick. Despite that promising 
start, the film business landed in California, 
and through the years New Mexico’s for-
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tunes as a location for Hollywood films has 
waxed and waned. “It was kind of the whim 
of the market, and it was largely driven by 
the popularity of specific genres at the time, 
mostly Westerns and science fiction,” says 
Eric Witt, deputy chief of staff and film ad-
visor to Governor Richardson.

Although the state already had incentives 
in place to lure filmmakers, the election of 
Richardson in 2002 was the beginning of 
a concerted effort to draw film and TV pro-
ducers to New Mexico. It didn’t hurt that 
the governor is a movie buff — his favorite 
movie is Butch Cassidy and the Sundance 
Kid (guess where part of it was filmed?) — 
says Witt, and that he has an encyclopedic 
knowledge of famous and obscure movie 
lines. But the real reason is economic. “Very 
few, if any, industries pump this amount of 
cash this quickly and across as broad a spec-
trum into a local economy as does film,” says 
Witt, who points out that a recent TV series 
filmed in the state utilized more than 400 
local vendors, everything from dry cleaning 

to paint and lumber supplies to babysit-
ting. The town of Carrizozo welcomed the 
construction crew of The Book of Eli with a 
potluck dinner, where local businesses were 
encouraged to bring along literature and 
business cards as well as casseroles.

As a start, New Mexico focused on the 
financial incentives, offering producers a 
generous 25 percent tax rebate for so-called 
qualified expenses in a film or TV budget. In 

essence, what that means is that  producers 
can receive a check from the state for a 
quarter of their budget, with the stipula-
tion being that the rebate applies only to 
money spent in New Mexico or to hire New 
Mexicans; the economic benefit to the state 
is what makes an expense qualified. “If 
you’re doing a $10 million movie and you 
spend all of your money on cast and crew 
in New Mexico, you could get $2.5 million 
just for that,” Valdes says. “That’s pretty 
phenomenal.”

But Valdes would be the first to point out 
that financial incentives, while necessary, 
are hardly sufficient by themselves to lure 
Hollywood producers out of Los Angeles. 
In fact, these days, 43 states — along with 
numerous foreign countries — offer some 
sort of financial enticement to filmmakers, 
a fact that can muddy the thinking of some 
producers. “You have to be careful that you 
don’t shoot a rebate instead of shooting a 
movie,” Valdes says. What may even matter 
more is whether a state has the infrastruc-
ture and personnel necessary to handle the 
very complicated task of shooting a feature 
film or television series. In his experience, 
Valdes has learned to be dubious of boasts 
by state film commissions that are trying 
to win his business. “They have spent the 
money and time to build a soundstage, and 
you look at it and say, ‘Oh, it’s a glorified 
warehouse,’ ” he says.

It would be ImpossIble to look at Albu-
querque Studios and imagine it’s a ware-
house. In fact, on a frigid December day, the 
temperature is the only thing that indicates 
you’re not on a bustling Sony or Warner 
Bros. studio lot in Los Angeles. A phalanx 
of Star Waggons, the domicile of choice for 

working actors, clog the parking lot; groggy 
crew members form a line outside a Star-
bucks trailer; golf carts whiz by; and a flash-
ing red light outside a soundstage alerts 
passersby that a shoot is in progress. In all, 
this sprawling complex has 168,000 square 
feet of soundstages, 95,000 square feet of 
production office space, another 100,000 
square feet devoted to mill and produc-
tion space for set building, as well as a full 

Happy BirtHday, Santa Fe!
When it comes to historical vacations, places like Washington, 
D.C., Boston, and maybe Plymouth Rock get most of the love. But 
get this: Santa Fe, New Mexico, has Plymouth beat by about 10 
years in terms of historical significance. That’s when it became a 
capital city, America’s oldest, as part of a Spanish colony. In 2010, 
New Mexico’s capital city, already known for its art scene and 
fabulous cuisine, turns 400. If you visit, don’t miss these Santa 
Fe highlights:

PA l AC e  o F  T h e  G ov e R N o R S
Originally Spain’s seat of government, this adobe structure on 
the Plaza of Santa Fe is the oldest continuously occupied public 
building in the United States. Tours are available, and your ticket 
is also good for admittance to the New Mexico History Museum 
around the corner.

N e W  M e x I C o  h I STo R y  M u S e u M
Opened in May 2009, this museum offers interactive features 
about the state’s indigenous people, Spanish colonization, 
Mexican rule, and the Santa Fe Trail.

SA N  M I G u e l  M I S S I o N  ( 1 )
Built between 1610 and 1628, this is the oldest Catholic church in 
the United States. Located on the Old Santa Fe Trail, the mission 
still celebrates Mass every Sunday.

SANTA Fe FIeSTA AND The BuRNING oF ZoZoBRA (2)
Begun in 1712, this is one of the oldest continually held 
community celebrations in the United States. The festival takes 
place the weekend after Labor Day and includes entertainment, 
food, crafts, parades, a carnival, and a Mass followed by a 
candlelight procession. The weekend kicks off with its most 
popular event, which was added in 1924: the Burning of Zozobra, 
a 50-foot-tall marionette meant to represent the gloom that 
people experience during the year.

T h e  R A I lyA R D
The first train pulled into the Santa Fe Railyard in 1880, ushering 
in an era of economic and social change. Recently, after the 
area had suffered decades of blight and neglect, the city came 
up with a revitalization plan. The Railyard is now a cultural and 
entertainment center, including becoming the permanent site of 
the Santa Fe Farmers Market and home to galleries, shops, and 
restaurants. In addition, the trains are running again, including 
the new RailRunner Express, which takes passengers all the way 
to Albuquerque.

The CATheDRAl BASIlICA oF ST. FRANCIS oF ASSISI (3)
Although the original church on this site was destroyed long ago, 
a small part of the original structure still exists and now houses 
the oldest representation of the Virgin Mary in the United States, 
brought over from Spain in 1625. The cathedral was dedicated in 
1887 and elevated to Basilica status in 2005.

EscapE from L.a. > American Airlines offers direct flights  
into Santa Fe from both Los Angeles and Dallas/Fort Worth.  
To see fares and to purchase tickets, please go to www.aa.com.

“[the fIlm busIness Is] much healthIer In new mexIco than It Is In hollywood rIght now.”

1 2 3
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N E W M E X I C O

Other elements that make New Mexico 
so attractive to filmmakers simply can’t 
be created through funding or new pro-
grams. Proximity to Los Angeles certainly 
helps because it means crew, executives, 
and stars are just a two-hour flight from 
family. It’s also pretty hard to beat what 
New Mexico has to offer when it comes to 
cuisine, culture, and hotels — places like 
Santa Fe’s Rosewood Inn of the Anasazi, 
a cozy, upscale boutique hotel in the heart 
of the city. Valdes says Denzel Washington 
and the international cast of Eli were more 
than content as temporary denizens of New 
Mexico. “I never got tired of the food, and 
I had cast members from all over the world 
— from England, from New York, from the 
West Coast — and everybody stayed in dif-
ferent places, and [they were] extremely 
happy,” he says.

Perhaps the only people happier are the 
New Mexicans who now find themselves 
employed by or doing business with Hol-
lywood. According to Witt, that’s a lot of 
people. In 2002, he says, there was about 

largest outside California and New York.
To accomplish this, the state has helped 

fund the Film Technicians’ Training Pro-
gram, which provides hands-on training to 
students at six community colleges through-
out the state. And “hands-on” is not a eu-
phemism in these programs. Indeed, one 
of the first things the students do is work 
on an actual production, usually something 
short, like a public-service announcement 
or a commercial. Monique Anair, a film 
and media-arts instructor at Santa Fe Com-
munity College, says the 12-hour days and 
heavy lifting typical of any shoot are an im-
mediate antidote to glamorous Hollywood 
dreams. “They come in with stars in their 
eyes,” she says. “They get kind of a real-life 
experience, and at that point many of them 
say, ‘I’ve got three or four kids; this is not 
going to work for me.’ ” Around 50 percent 
of students drop out after their film boot 
camp, but the rest usually go on to an in-
ternship program and eventually into film 
or TV work, where they know exactly what 
they’re getting into.

contingent of production-support partner 
companies that provide camera equipment, 
lighting and grip equipment, and heavy 
equipment. While this sort of grand scale 
allows Albuquerque Studios to accommo-
date numerous productions simultaneous-
ly, the sheer newness of the facility is also 
a draw. “In many respects, they are better 
than 75 percent or 80 percent of the studios 
in L.A. because they are brand-spanking-
new,” Valdes says. “Some that are used in 
L.A. are 50, 75 years old.”

Of course, a big, modern, beautiful facility 
like this would be of little use if there were no 
skilled professionals around to staff it. For 
Witt, who worked for legendary Hollywood 
producer Dino De Laurentiis before return-
ing home to New Mexico, creating a human 
infrastructure was an important way to dif-
ferentiate the facility from its competition. 
Since 2003, the number of  below-the-line 
crew in New Mexico — meaning the folks 
who work in set construction, electrical 
work, makeup, and costumes — has swelled 
from 60 to more than 2,000, making it the 
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ineffable about the lure of the state, some-
thing that keeps him coming back and gets 
stronger with every visit. “There’s a spiritual 
draw people have to New Mexico,” he says. 
“And if you don’t have it before you get there, 
you get infected with it once you’re there.” AW

Santa Fe Community College, says Anair, 
who has been able to draw dozens of work-
ing filmmakers to become adjunct faculty 
members. “A lot of these folks are work-
ing and they want to give back,” she says. 
“When I worked in L.A., even though I was 
in this great community in L.A., they’re just 
too busy to come in.”

For David Valdes, there’s also something 

$8 million in total economic impact result-
ing from film and TV production in the 
state. From 2003 until today, though, that 
number has ballooned to $3 billion. “That 
represents about a billion dollars in direct 
spend and then an additional $2 billion in 
economic impact and about 10,000 jobs 
that are attributable to the industry here,” 
he says. “So it’s been significant.”

From the back oF Val kilmer’s ranch in the 
high desert country north of Santa Fe, the 
view looks like it hasn’t changed in, well, 
forever. The rocky Pecos River, flanked by 
sheer cliffs and centuries-old ponderosa 
pines, bends in such a picture-perfect way 
that it seems almost staged, particularly af-
ter an overnight snow. The interior of the 
main lodge, a hybrid log cabin/Pueblo-style 
building, looks well lived in. The actor’s 
cowboy hats and baseball caps hang from 
pegs, and stacked on a table is an eclectic 
collection of books.

A longtime resident of New Mexico, 
Kilmer, who rose to fame in Top Gun and 
went on to play Jim Morrison in Oliver 
Stone’s The Doors, along with countless oth-
er roles, is a big booster of the film business 
in his state. Far from being overprotective of 
his little piece of paradise, Kilmer has let film 
crews descend on his home, including for the 
recent Hugh Grant and Sarah Jessica Parker 
movie, Did You Hear About the Morgans? 

The kind of welcoming spirit that 
prompts a well-known actor like Kilmer to 
open his home to filmmakers may be the se-
cret ingredient behind New Mexico’s ascent 
in the world of TV and film production. For 
instance, Witt says he gives his cell phone 
number to production managers in case 
they run into trouble. For all the modern 
facilities available at Albuquerque Studios, 
Nick Smerigan says his real emphasis is 
on service, making sure that the filmmak-
ers have exactly what they need. For him, 
it means everything. “I use the analogy of 
going to a great party, and then you come 
out of the party and have to wait for your 
car from the valet for 50 minutes,” he says. 
“Your first call the next day is to your friend 
going, ‘Do you believe I had to wait 50 min-
utes for my car?’ You don’t talk about the 
great party and the great food.”

That attitude of wanting to help and 
wanting to make a contribution extends to 

California-based writer MoNICA MullENs brought her decade 
of experience working in Hollywood to reporting this story about 
New Mexico’s flourishing film business. Cowriter ChRIs WAR-
REN added his love of margaritas and Southwest cuisine.
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FAROS Offers Help to Hispanics 
on Medicare
The University of Texas M. D. Anderson 
Cancer Center’s Facilitated Assistance 
Research & Outreach Service (FAROS) 
project, developed by the Center for 
Research on Minority Health, is designed to 
improve cancer prevention and treatment 
for Hispanics on Medicare.  For more 
about FAROS benefi ts and participation 
requirements, please call 713-563-6288 
or email faros@mdanderson.org. 

www.mdanderson.org/crmh 

Change is inevitable… 
Are your networking professionals ready 
for the future? Cisco Certifi cations 
and training give your employees the 
skills they need to meet any challenge. 
With Cisco Certifi cations you gain 
competitive advantages, keep your 
business thriving, and build the talent 
you need to keep your network secure 
and ready for business.   

www.cisco.com/go/hire

America’s InnovatorsTM is regularly featured on Sky Radio Network’s airline 
business shows on American Airlines.

www.SkyRadioNetwork.com
 

AMERICA’S INNOVATORS

Cardiovascular disease is our nation’s No. 1 killer and physical inactivity signifi cantly 
increases the risk of heart disease and stroke. Start! is the American Heart Association’s 
national cause initiative that helps individuals, families and communities achieve a healthy 
lifestyle through physical activity and good 
nutrition. For more information call    
    1-800-AHA-USA1 or visit…
 www.startwalkingnow.org  

AIMM offers Independent Medical 
Management for Self-funded Major Medical 
Health Plans, utilizing the unique P3CM® 
model.  Services include fully integrated 
Utilization, Case, Disease and Wellness 
Management, Claims Data Mining / Predictive 
Risk Modeling, Health Risk Assessment 
Surveys, Work-site Wellness Programs, 
Population Management Health Initiatives, 
and more!  Example Group Experience:  Year 
1 - Trust went from a 3.5 mil defi cit to a 4.5 
mil surplus! Call 866-845-8854 today!  

www.aim-m.com 

1969 CHEVROLET CAMARO Z/28 2 DOOR HARDTOP 
Selling at Barrett-Jackson Palm Beach 2010.

www.Barrett-Jackson.com or call 480.663.6255

palm beach, florida april 1-3, 2010 
HUNDREDS OF VEHICLES, ALL OFFERED AT NO RESERVE!

CONSIGN A VEHICLE, REGISTER TO BID, 
OR GET YOUR TICKETS NOW!

Door-to-door transportation services

888-426-9962
www.cnworldwide.com

Tethys Bioscience is a privately held company developing novel risk-assessment tests to 
preempt cardiometabolic disease, a growing global healthcare challenge. Founded in 2005, 
the Company integrates an experienced management team, innovative research based 
on sound science, a CLIA-certifi ed clinical laboratory, and a commercialization team with 
extensive experience in diagnostic innovation. The Company’s lead commercial product is the 
PreDxTM Diabetes Risk Score.   
                              888-697-7339
                       www.Tethysbio.com

Intelemark   In our company’s thirteen 
years in the industry, Intelemark has 
earned the reputation of providing the 
highest level of professional business to 
business communications. Our specifi c 
areas of expertise include appointment 
setting, lead generation, data collection, 
lead nurturing and data vetting. We 
pride ourselves on delivering revenue 
opportunities to our clients, not just leads.

 602-943-7111
www.intelemark.com

 
A-1 Specialized Services & Supplies, Inc. is the world’s leading recycler of platinum, palladium 
and rhodium from automotive catalysts, managed in accordance with the highest standards, as 
certifi ed under ISO 9001, ISO 14001 and OHSAS 18001. Headquartered in Croydon, Pennsylvania, 
they are an important and active marketer of platinum, palladium and rhodium to meet the growing  

                   needs of consumers.

     800-251-2100
www.A-1Specialized.com
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B B C / D I S C O V E R Y ’ S  W O N D E R F U L  L I F E   |   T H E  W H I G S   |   R A L P H  E L L I S O N  R E T U R N S   |   A N D  M O R E

Lost star Elizabeth Mitchell fi nds herself at home on the 
set of her newest project, V. By Bryan Reesman

FACT FACT 
VERSUS VERSUS 
SCIENCE SCIENCE 
FICTIONFICTIONFICTION
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“The only Thing To be careful of is not to slip 

into one [character] or the other in either place. That’s the 

only difficulty I’ve found. We did an interrogation scene 

on V where I slipped right into Juliet because my charac-

ter was lying,” she says. “It was really funny and really fun, 

but then at the end of it we had to redo it.”

While the perky, friendly Mitchell seems quite far off 

from her villainous role of Juliet, she does share some-

thing in common with her character: island living. Specifi-

cally, Mitchell resides on Bainbridge Island, Washington, a 

small community near Seattle. But while the area’s quiet 

remoteness was part of what attracted Mitchell and her 

family, it’s a far cry from the desolate Lost habitat.

“I love how clean the air is, I love the water and how 

the water meets the land,” says the Dallas native. “My 

husband and I flew over Seattle one time on the way to 

Montana, and we wanted to go there. We were looking 

for a place that I could easily get to L.A. for work and a 

place that would be easy to fly in and out of. And we were 

looking for a very safe and remote place to raise our little 

boy. That’s what we found.”

Another great thing about Bainbridge Island is its 

proximity to Vancouver, where V is filmed. The five-foot-

nine-inch actress says she’s enjoying the chance to show 

off her more physical side as a butt-kicking heroine on 

the show. It’s been a dream of Mitchell’s to tackle such 

a character since Alien and Terminator first hit the silver 

screen. And while the sci-fi genre of film has long been 

ripe with strong female protagonists, the same wasn’t 

always true in television.

“I just read this wonderful college dissertation about 

how [Buffy the Vampire Slayer creator] Joss Whedon 

changed the face of television by making female action 

figures on television profitable,” says Mitchell, who also 

points to Abrams’s Alias as another prime example. “In 

science-fiction literature, female characters are always 

strong and always pretty fascinating.”

She should know. Growing up, Mitchell was an avid 

reader of science fiction. She enjoyed looking beyond what 

she knew and had been taught to consider other possibili-

ties. She loved being drawn into detailed fantasy worlds in 

another place and time. (Not surprisingly, she was thrilled 

to get the chance to attend Comic-Con in San Diego this 

past summer as part of her promotional duties for V.)

“As a kid growing up in Texas, I just wanted to be [in 

those worlds],” recalls Mitchell, who adds that Dune au-

thor Frank Herbert was her favorite. “When I put down 

Dune, I think I read it seven more times. Madeleine 

L’Engle did the same thing. There’s just something about 

people who create something and take these amazing, 

strong characters and then put them into these extraor-

dinary situations.”

Even while Mitchell was undergoing classical dramatic 

training in London, studying Shakespeare and Chekov, she 

had a “childlike longing” to do an action-adventure proj-

ect. In that sense, V has been a dream come true.

“To be an adversary or a sly character on Lost was 

super fun and something that I didn’t know,” Mitchell 

says. “But it wasn’t my childhood dream. [V] fulfills that 

13-year-old girl going, ‘I want to be able to do that!’ ”

Though Elizabeth 
Mitchell has made 

notable appearances 
on television in the 

past — her sexy stint 
on ER and playing 
the famous titular 

character in The Linda 
McCartney Story, 

among them — she 
has become best 

known for her turns 
as creepy, calculating 

doctor Juliet Burke on 
J.J. Abrams’s megahit 
Lost and, most recent-

ly, as alien- fighting 
FBI Agent Erica Evans 
on the hit ABC reboot 

of V. The characters 
are so different — one 

is a duplicitous sur-
vivalist, the other a 

brave, noble freedom 
fighter — that one 

wonders how Mitchell 
was able to film both 

shows simultaneously 
without developing a 

split personality.

here and right, 
Mitchell on V

left and here, 
Mitchell on Lost
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Three cheeTahs slink stealthily across the African savanna as they stalk an unsuspecting 

ostrich, an animal twice their weight. Then, with absolute precision and breathtaking teamwork, 

they fell the bird, effecting a perfect kill. Life, as it turns out, is no Disney flick.

Indeed, Life is the epic follow-up to 2007’s Discovery Channel/BBC critical and commercial 

smash collaboration, Planet Earth. Filmed over 3,000 days in 50 countries on seven continents, 

Life is the holy grail of nature filmmaking — a high-definition fantasia of the exotic, the absurd, 

and the sublime. Narrated by Oprah Winfrey, the 11-hour series — which features episodes 

devoted to birds, sea creatures, insects, mammals, primates, reptiles, and more — premieres on 

the Discovery Channel later this month.

“In Planet Earth, the habitats took center stage,” says Susan Winslow, executive producer 

for the Discovery Channel and of Life. “In Life, the animals — and, in one episode, plants — 

are the stars.”

By design, most viewers will be unfamiliar with a good many of the series’ stars, such as the 

South American pebble toad, the Hawaiian goby fish, and the Vogelkop bowerbird. Marquee 

players such as dolphins, tarantulas, and humpback whales get their share of screen time too. 

The goal, regardless of the animals’ notoriety, was to capture them in ways never before seen.

“All the easy stuff has already been filmed; we wanted the rush of getting stuff no one’s shot 

before,” says Mike Gunton, creative director of the BBC’s Natural History Unit and executive 

producer of Life. “I wanted to set the bar very high to bring new stories, new animals, and new 

ways of filming to every sequence.”

Technology provided the key to fulfilling Gunton’s ambitions. An international crew of 30 pro-

duction personnel, 70 cinematographers, and 100 field assistants (including guides and scien-

tific consultants), all armed with state-of-the-art equipment, was unleashed on an unsuspecting 

animal populace to create some of the most stunning nature photography of all time.

“The technology brings not only new, beautiful, and spectacular images but also new insight 

into life itself, showing you things you otherwise couldn’t see,” Gunton says. “By witnessing these 

things, you understand something new about the world and how it works.”

This month, BBC and the Discovery Channel will 
unveil Life, a stunning documentary series that’s 
more than four years in the making. By J. Rentilly

AnimAl PlAnet

Before a single frame was shot, Gunton spent months dreaming 

up each episode’s dramatic arc, working diligently to ensure that 

each installment contained extreme entertainment value, a com-

pelling story, and an illuminating conclusion. “We wanted people to 

leave each episode — and the series — smiling and thinking about 

the world in a different way,” Winslow says. “Fact is far better than 

fiction. That’s what Life demonstrates over and over again.”

The crew traveled tens of thousands of miles, gently embedding 

themselves in the natural environments of some of the world’s most 

unusual creatures. Often, the filmmakers shadowed their subjects 

as intently as a predatory animal would its prey. Such was the case, 

for instance, for the crew tracking a Komodo dragon that stalked 

its water buffalo prey for three arduous days.

“We have lots of rules about how we engage with the animals 

and the environment,” Gunton says. “We try to make the minimum 

impact on the location we visit and on the animals themselves — 

not only because that’s what’s best for them, but because disturbed 

animals don’t behave naturally.”

Gunton hopes that the similarities between humans and the ani-

mals spotlighted, whom he calls “clever, cunning, Machiavellian, and 

even heroic,” comes through in the finished product. And while au-

diences will undoubtedly be astounded by this visual masterpiece, 

Gunton knows that his experience making it was a singular one.

“We lived and breathed this series for four years,” he says. “It 

really changes your life, the intense feeling of privilege of seeing the 

wonders of the world and what the animals are doing. It’s some-

times almost unbelievable.”
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As fAr As trAditions go, the 

college town of Athens, Georgia, has a 

pretty impressive musical legacy. This 

small city of 100,000 people, located 

in the shadow of the University of 

Georgia, has produced a steady stream 

of acts from R.E.M. and the B-52s to 

jam-band favorites Widespread Panic 

and indie-pop great Neutral Milk Hotel.

The latest in the long line of Ath-

ens talents are the Whigs. The trio, 

led by singer/guitarist Parker Gispert, 

has been winning over critics and fans 

— including musician Dave Matthews, 

who signed the band to his ATO label in 

2006 — with a catalog of pop tunes, 

played with a punk intensity and rock-

and-roll punch. The group, bubbling 

under the radar for the past five years 

thanks to a pair of LPs — Give ’em All 

a Big Fat Lip and Mission Control — 

seems poised for bigger things with 

the just-released In the Dark.

Dedicated road dogs, the Whigs 

came home after an intense year of 

touring in mid-2009 to begin record-

ing In the Dark at Chase Park Trans-

duction studio in Athens, just a mile 

or so from Gispert’s house. With the 

sessions eventually stretching into 

studios in Nashville, the band also 

expanded its sonic palette. “We were 

talking about the Rolling Stones’ Beg-

gars Banquet a lot, and that [was an] 

influence when we were making the 

record. But, of course, the finished 

record sounds nothing like Beggars 

Banquet,” Gispert says, laughing. In 

fact, the record flashes a wide array of 

influences, from the Stones to the hor-

ror punk of the Cramps to the twang 

of country music.

For Gispert, the process of writing 

and reworking the songs in the studio 

revealed what kind of record In the 

Dark would ultimately be. “We wrote 

way more songs than we recorded, and 

we recorded way more songs than we 

needed for the album,” Gispert says. 

“I think it was really smart for us to  

do — it gave us a lot of options.”

While the Whigs have been seen 

as being in thrall to 1990s indie-rock 

groups like Superchunk and Archers 

of Loaf (and even Nirvana), Gispert 

says In the Dark should do away with 

those comparisons. “This is the most 

current-sounding record we’ve made,” 

he says. “That was definitely a goal; 

we didn’t want to sound like we were 

PYloN
Although contem-

poraries R.E.M. 

earned the lion’s 

share of the attention, this group 

of art-schoolers — named after a 

William Faulkner novel — created 

the template for Athens’s signa-

ture jangle-pop sound. Their dis-

cography was recently expanded 

and reissued by the hip DFA label.

oh-oK
This early-1980s 

art-pop combo fea-

tured Linda Hop-

per and Lynda Stipe, the sister of 

R.E.M. singer Michael Stipe. Their 

small but influential output was 

collected on 2002’s Oh-OK: The 

Complete Recordings.

ThE GlANds 
Although the band 

fell off the radar 

soon after the re-

lease of its second album in 2001, 

the Glands’ hooky, shambling take 

on rock and roll made them one of 

the more beloved acts to emerge 

from the city in recent years.

Georgia Peachy

After a year of high-profile gigs like opening for 
Kings of Leon in sold-out stadiums, Southern 
rockers the Whigs are poised to break out with 
their new CD, In the Dark. By Bob Mehr

Check out these three great groups, all of 
which hail from the Whigs’ hometown of 
Athens, Georgia.

Left of Reckoning

1990s revivalists or anything like that. 

We wanted to make something that 

sounded like 2010.”

The past two years have given the 

band plenty of opportunity to show off 

their songwriting wares to increasing-

ly large crowds, as they’ve become a 

favorite on the outdoor festival  circuit. 

They also served as arena openers 

for fellow Southern rockers Kings of 

Leon. While some bands chafe at the 

warm-up role, the Whigs instead rev-

eled in it.

“It really is a different beast than 

headlining your own show,” Gispert 

says. “We actually like playing for peo-

ple who don’t know who we are. Try-

ing to win a crowd over is a personal 

challenge that we enjoy.”

Such flirtations with the big time 

have given Gispert a view of what 

massive success would look like. But 

for the Whigs, whether or not fame 

and fortune follow, their plans will re-

main the same.

“For all three of us, playing and 

writing songs is something that comes 

really naturally,” Gispert says. “We’re 

just lucky we have the opportunity to 

be touring and making records.”
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Invisible Man author Ralph Ellison worked 
on his second novel for 40 years. More 
than 15 years after his death, we fi nally get 
to read it. By Jenna Schnuer

Years in 
the Making

IT’S HARD TO BELIEVE, but it’s 

true: Invisible Man was the fi rst and 

only novel that groundbreaking au-

thor Ralph Ellison published during 

his lifetime. But Ellison did have plans 

for a second novel. Lots of plans. The 

Oklahoma-born Ellison began working 

on a book about his home state just as 

Invisible Man was published in 1952. 

And then he worked on it some more. 

And then some more.

When Ellison died, on April 16, 

1994, the novel was still unfi nished, 

but he left behind thousands of pages 

of manuscripts and notes. Adam Brad-

ley, an associate professor of English at 

the University of Colorado, and John F. 

Callahan, a friend of Ellison’s as well 

as the literary executor of Ellison’s es-

tate and a professor of humanities at 

Lewis & Clark College in Portland, Or-

egon, have poured over and analyzed 

Ellison’s manuscripts to piece together 

a posthumous follow-up novel entitled 

Three Days Before the Shooting … : 

The Unfi nished Second Novel (Modern 

Library, $50).

Both Callahan and Bradley fell 

hard for Ellison’s work during their 

college days: Callahan in the 1960s 

as the civil rights sit-ins were going 

strong down South and Bradley in 

1993 when Callahan — then Bradley’s 

professor at Lewis & Clark — put it 

on his reading list.

“I felt for sure as soon as I started 

reading that book that he was not only 

speaking for me but to me, about me, 

and through me,” Bradley says.

After several painstaking years, 

Callahan and Bradley are fi nally ready 

to share Ellison’s follow-up with the 

world. And boy, is it a doozy! The mas-

sive Three Days is a sweeping narrative 

about an African-American jazzman-

turned-preacher named Alonzo Hick-

man who becomes the surrogate fa-

ther to a child of “indeterminate race.” 

The child grows up to become a racist 

politician, and Hickman learns of a plot 

to assassinate his former charge.

“It’s a book very much about 

memory and the need to remember 

and the cost of rejecting your iden-

tity,” Callahan says. “It’s a book also 

about Ellison’s mantra: that the true 

American, whatever else he or she is, 

was also somehow black.”

Three Days will undoubtedly challenge readers. While, according to Callahan, 

it includes Ellison’s “latest and most complete drafts for each [section],” it is by 

no means a fi nished work. “My advice to the reader is relax into it,” Callahan says. 

“It’s a mystery. It’s a puzzle. And it’s quintessentially Ellison.”

Three Days offers readers the chance to see a master writer at work and 

to imagine what might have been if Ellison were still with us today. It will also 

most certainly leave readers slack-jawed in awe of the beauty of what he previ-

ously delivered.

“This novel, because of its incompletion, is an empowering book in that it re-

quires an active reader,” Bradley says. “It insists on a reader taking on a role of 

cocreator. That is its greatest challenge but also its greatest opportunity.”

Callahan assures readers, though, that the work they’re reading has not been 

greatly marred by outside direction; rather, it is almost entirely Ellison’s.

“Like [Franz] Schubert’s ‘Unfi nished’ symphony [Symphony No. 8 in B Minor], 

there [was] enough there that we felt the best course of action would be to present 

this in kind of an unmediated way,” he says. “We did very little line-by-line editing. 

Whenever possible, we went with [Ellison’s] words, punctuation, and grammar.”

Adds Bradley: “Our job was to get out of his way as much as possible.”

“It’s a mystery. It’s a 
puzzle. And it’s quintes-

sentially Ellison.”
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“Unlike some kitchen appliances, the refrigerator doesn’t cry out 
for attention. Sure, some fridges talk or broadcast TV, 

and some boast fancy brand names. But the best refrigerators 
are like clean windows: entirely forgettable.” 

MeMoirs of AMericAns in europe Are hArdly new, 

and neither is their message: Europe changes you. But what the 

multitude of authors who have penned such memoirs in recent 

years (many of them about fixing up villas in charming country 

towns) either don’t understand or ignore is the flip side of the equa-

tion: You can’t change Europe.

A celebration of great opening lines in literature. 
By Steve WeinbergFirst Impressions

In Lunch in Paris, author Elizabeth Bard 
tells a romantic, real, and riotously funny 
tale of discovering love and cuisine in the 
City of Light. By Natalie Danford

French Connection
That’s exactly the message that Elizabeth Bard relates in her frank, funny memoir, Lunch 

in Paris: A Love Story, with Recipes (Little, Brown and Company, $24). Rather than putting on 

rose-colored glasses to recount her transformation from footloose American grad student to 

the (sometimes) proper wife of a Frenchman, she tells her journey exactly like it was, and her 

chatty book is refreshing because of her honesty, witty sense of humor, and wicked phrasing.

But don’t be misled into believing that the native New Yorker is sour or regretful about 

relocating overseas; she simply prefers the true Paris over any sugarcoated version. Give Paris 

in springtime to someone else — Bard will take the City of Light in winter, when it’s “damp and 

close, so unlike the blinding sunshine and razor-sharp air of New York.” Clearly, not everyone in 

her life feels the same way, as demonstrated when a friend comes to visit her and is shocked to 

learn that Bard doesn’t live in a romantic garret or renovated country villa but in a typical (read: 

small) European rental. “I don’t think she was expecting the mattress on the floor or a metal 

coatrack for a closet,” Bard muses.

Soon after settling into life as a permanent Parisian, Bard begins to fill her time with daily 

visits to the markets, which help inspire her culinary fancy. In her typical style, Bard recounts 

her experiences vividly, for better or worse. “In France, the customer isn’t always right,” she 

notes about the strange relationship between vendors and their patrons. She even compares a 

trip to the butcher shop to catty high school politics. “Instead of blond girls with lip gloss,” she 

writes, “the alpha females are blue-haired grannies with plaid shopping caddies, clicking their 

tongues with contempt as you dither over cuts of veal or forget the French word for ‘deboned.’ ” 

And after another trip to buy a hunk of cheese, Bard recalls that her hand stinks, “as though I’d 

slept holding a wet gym sock.”

Thankfully, Bard survives the markets and learns to cook classic French fare such as poached 

cod with wilted leeks and homemade mayonnaise, and a savory “cake” with bacon, chervil, and 

figs, as well as American comfort food like Grandma Elsie’s spaghetti sauce with pork ribs and 

meatballs — all from the confines of her tiny French kitchen.

Bard punctuates each chapter with several recipes for dishes like these. And while her recipes 

are terrific, it’s the author’s clear-eyed observations that feel most novel. True, French women 

don’t get fat, but they also control their portions with the precision of sharpshooters. Yes, the 

French value friends and family, but if you’re an outsider, making friends can be a challenge. And 

when it comes to small talk at French parties, Bard notes, “Work is considered boring, money is 

out of the question, politics comes later (and only in like-minded company).”

And, sure, Bard’s Frenchman boyfriend-turned-husband is charming and smart, but it takes 

someone with American can-do spirit to convince him that he can create work he loves and 

needn’t spend the next 30 years trudging toward a pension. Eventually Bard, too, creates work 

she loves: that would be Lunch in Paris, and the love comes across on every page.

— Fresh: A Perishable History by Susanne Freidberg (Belknap Press/Harvard University, $28)
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5 4 7
9 8

2 7 1 4
9 2 8 4
6 9

2 3 6 8
1 4 3

8 9
8 1 7

7 1 8

7 6 9 4
2 1 7

6 3
5 3 2 6

9 4 3 7

2 5 3

4 2 1 3
2 9 5

6 8
8 6

3 1 4
8

2 5
4 9 8
9 3 5 6 2

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 70. Good luck!

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. Buy it online at 
www.gsn.com/shop.
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 ACROSS

 1 Pickling need

 6 One of the  
Three Bs

 10 Sailed through

 14 Tomb raider Lara

 19 Austerity

 20 Big name in oil

 21 Raisin rum cake

 22 Sun: prefix

 23 Painter of 
religious images?

 25 Metal sculpture 
of Cosell?

 27 Toiler of yore

 28 “Gotcha!”

 29 Symbol on a 
digital watch

 31 Part of 5 Down

 32 Queries

 34 Runway sight

BY FRED PISCOP

Stumped? Find the solution on page 70.
For more crosswords, visit www.crosswordsclub.com.
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 35 ___ von 
Bismarck

 36 Introspective 
query

 39 Rum, to some

 40 “Fancy ___  
you here!”

 44 Many English 
degs.

 45 Perfect wave?

 49 Essayist’s alias

 50 Eroica key

 52 What directors 
sit on (abbr.)

 53 Joint part

 55 “___ alive!”

 56 Was purposely 
ambiguous

 58 Movie awards

 61 Garbage haulers

 63 Blue state?

 64 Go like heck

 65 L.A. Law role

 66 Pop

 68 “Lance, meet our 
beauty pageant 
runners-up”?

 73 Founded (abbr.)

 74 Kudu’s cousin

 76 San ___, Italy

 77 Swiss watches

 79 Perfume the air

 80 Husky

 82 “Nor I”

 85 Gigantic bird of 
myth

 86 Vodka brand,  
for short

 88 Despoiler of yore

 89 “Way cool!”

 90 Major util.

 92 Offbeat headline 
about Mrs. 
Bowie?

 97 Claptrap

 98 Apartment 
balcony

 100 Pikes, e.g.

 101 Offenbach’s  
La belle ___

 103 JD holder

 104 Vito Corleone’s 
eldest

 105 Mule’s mother

 106 Yalta’s peninsula

 109 Paradise Lost 
character

 110 Sea dog

 111 Sea dog

 115 Pancake house’s 
private label?

 117 Angry returns 
filer?

 120 The Balcony 
playwright

 121 Uncommon

Put Yourself First

Oral representations cannot be relied upon as correctly stating 
representations of the owner. For correct representations, reference 

should be made to the documents required by section 718.503, Florida 
Statutes, to be furnished by the owner to a buyer or lessee. Not an o� er where 
prohibited by state statutes. Model furniture not included in asking price.

me,
myself

&

New Designer Models 
 On-Site Sales Center 

Open Daily

305.371.1411
iconbrickell.com

With pricing lowered across the 
board, Miami’s most spectacular 
condominium also happens to be 
it’s most spectacular deal. Icon 
Brickell. A two-acre private park, 
100 feet above Biscayne Bay, all 
yours. An Infinity-edge pool that 
almost lives up to its name. Also 
yours.  The most lavish spa in the 
city, that’s yours too. 
There will never be another 
Icon Brickell. Never.

Studios to Penthouses
Immediate Occupancy
Clear Title
Unprecedented Value
Building Financing Available
Hassle-Free Closing

grand opening 
of tower II

465 Brickell Avenue, Miami, FL 33131 
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 122 Chord 
component

 123 Rocket stage

 124 Nursery buy

 125 Top banana

 126 Influence

 127 Untidy

DOWN

 1 Jewish 
ceremony

 2 Bridal shower

 3 Memorable lab 
assistant

 4 Skim

 5 Pitcher’s no.

 6 They’re drawn

 7 Horne solo

 8 IV units

 9 Stylist’s gadget

 10 Chisholm Trail 
stop

 11 Winter air

 12 Black, to Blake

 13 “Dapper” one

 14 JFK’s prep school

 15 Did more than 
edit

 16 Pearl Buck 
heroine

 17 Send packing

 18 Sweeney ___

 24 Did a croupier’s 
task

 26 Prefix meaning 
58 Down

 30 Methane’s lack

 33 Strikes down

 34 Alice’s 
restaurant

 35 Portents

 36 Wirers’ union 
(abbr.)

 37 Palms-down call

 38 Whirling 
dervish?

 39 Beatnik’s 
salutation

 41 What was owed 
to King Priam?

 42 Airhead

 43 Likkered up

 46 Sun-Times critic

 47 Video-game 
name

 48 Prefix with  
plop or flop

 51 Most people

 54 Hush-hush org.

 57 Kauai keepsake

 58 Different

 59 Appears

 60 Tippy craft

 62 Whip up

 66 Under wraps

 67 Corrida chant

 69 Get in shape

 70 Like instant 
meals, maybe

 71 Correct

 72 Witness

 75 ___ Moines, IA

 78 Snap ingredient

 80 Warm and 
comfy

 81 Gran finale?

 83 007’s prep 
school

 84 Learning method

 87 Tiny mint

 88 Lamarr of film

 91 Tight on space

 93 Ben, to Casey

 94 New Rochelle 
college

 95 Compounds in 
red wines

 96 Chicago hub

 99 Greenpeace 
concerns

 102 Gil Blas author

 104 Pelvic bones

 105 Pirate’s 
salutation

 106 Smokes

 107 Syngman of 
Korea

 108 Skye of Say 
Anything

 109 5 Down, e.g.

 110 “Cheerio!”

 112 Some floor votes

 113 Lorgnette part

 114 Room-service aid

 116 Surgery ctrs.

 118 Line of seats

 119 The Office 
receptionist
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1. How many common English words can you make 

from the letters below, using each letter only once 

in each word?

E  D  T  I

2. Unscramble the 14 letters below to make a com-

mon four-word expression that is very popular in 

the army.

A A D H I N P R R T U U W Y

3. Figure out the pattern in the first three examples 

and use it to figure out the last number.

7, 4, 3 (8)

9, 3, 3 (9)

7, 7, 2 (12)

8, 6, 3 (?)

4. Start with the number of legs on an arachnid, 

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 70. 
By Dr. Abbie F. Salny

8. Fill in the blanks to complete the word shown 

below. 

__ NS __ __ N __ A __ __ O __ __ L __ 

9. Figure out the pattern in the first three examples 

and use it to figure out the last number.

a, c, d (8)

d, e, f (15)

a, a, f (8)

f, a, b (?)

Bonus Question: Give the complete common name 

for Varecia variegata variegata, a creature found 

in Madagascar.

 divide by the number of legs on a biped, and multi-

ply by the number of legs on a tripod. What number 

do you get? 

5. Find the number that best completes the se-

quence below.

1   12   3   14   5   16   7   18   ?   20   11

6. What one three-letter word can be inserted into 

all three blanks below to make two words in each 

row?

LIS___TACLE

HAS___DON

OF___DER

7. Ryan is now two-thirds Rachel’s age. Six years 

ago, he was half her age. Six years from now, he will 

be as old as Rachel is now. How old are they now?

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 
© 2010 by Dr. Abbie F. Salny and American Mensa Limited from 
the Mensa Page-A-Day Calendar (Workman Publishing). The 
2010 edition of the calendar is available for sale now.
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TOP TEN
USDA PRIME STEAKHOUSES

PRIME TIME

www.primesteakhouses.com

Send Comments to Prime Time Top 10
4369 D’Evereux Circle, Pensacola, FL 32504

Quiz on page 60
Mensa Answers
1. Diet, edit, tide, tied
2. Hurry up and wait.
3. (11) (Add the first two numbers and subtract the third.)
4. 12 (8÷2=4; 4x3=12)
5. 9 (There are two series: A) Start with “1” and count by twos; 
B) Start with “12” and count by twos.)
6. Ten (listen, tentacle; hasten, tendon; often, tender)
7. Ryan is 12, and Rachel is 18.
8. Instantaneously
9. (9) (Take the numbers that represent each letter’s position in 
the alphabet and add them together.)
For the answer to the Bonus Question, please visit our website, 
www.americanwaymag.com.

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

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

4 5 2 6 1 7 3 9 8
8 1 3 2 4 9 5 7 6
9 6 7 8 5 3 2 4 1
2 4 5 7 9 1 8 6 3
3 9 1 5 8 6 7 2 4
7 8 6 3 2 4 9 1 5
6 3 8 1 7 2 4 5 9
5 2 4 9 6 8 1 3 7
1 7 9 4 3 5 6 8 2
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        Sheldon S. Kabaker, MD
3324 Webster Street

 Oakland, CA  94609 
(510) 451-1116

www.kabaker.com

Steven B. Hopping, MD
Center for Cosmetic Surgery
2311 M Street, NW  Suite 503

Washington, DC  20037
Phone (202) 785 3175
Fax (202) 785 0763

www.center4cosmeticsurgery.com  

 L. Mike Nayak, MD
Nayak Plastic Surgery

763 S. New Ballas Rd., Suite 204 
St. Louis, MO  63141

 (866) 974-1750
www.nayakplasticsurgery.com

  

 Angelo Cuzalina, MD
      Tulsa Surgical Arts

 7322 E. 91st St., Tulsa, OK  74133      
     (888)-769-9108 

  www.tulsasurgicalarts.com  
 

 Robert M. Dryden, MD
Arizona Centre Plastic Surgery

1241 N. Wilmot Rd. 
Tucson, AZ  85712

(520) 722-0909
www.azcosmeticsurg.com

 

�onsidering 
Cosmetic Surgery?

Trust only the Doctors with training, 
expertise and results, who are true  

Specialists in Cosmetic Surgery.
�

Cosmetic Surgery is a subspecialty that 
uniquely restricts itself to the enhancement 
of appearance through surgical and medical 
techniques. These surgeons are leaders in 

the field of cosmetic surgery with a wealth of 
education, training and experience. They have 

lectured extensively across the country in 
Cosmetic Surgery and have the expertise 

required to give you the results you desire. 

 
     Recognized asTop Cosmetic Surgeons

  Across  America!

 H. George Brennan, MD
400 Newport Center Dr., Suite 100

Newport Beach, CA  92660
         (949) 644-1641 

www.drgeorgebrennan.com
  

Newport Beach, CA

 Tulsa, OK 

Washington, DC 

Oakland, CA

Tucson, AZ St. Louis, MO

“All are Board Certified and limit their practices exclusively to Cosmetic Surgery”
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Name                                                                                                       

Address                                                                                                   

City                                    State                     Zip                                 

Telephone                                                                                             

E-mail address                                                                                     

Please mail your completed survey to: American Way Survey,  
P.O. Box 413050, Naples, Florida 34101-3050, or clip form and 

fax to (888) 847-6035.  Surveys must be received by 
April 15, 2010, to be eligible for the drawing.

A. I am:    1.  c Male 2. c Female

B. I am:    3.  c Single 4. c Married

C. My age is:   5.  c  Under 21 6. c 21-35     7. c 36-49   
      8.  c  50-59 9.  c 60+ 
 
D. My annual household income is: 10. c Under $75,000    
 11.  c $75,000-$99,999    12. c  $100,000-$149,999    
 13.  c $150,000-$199,999   14. c $200,000+ 

E. I am:  15. c  An AAdvantage Member   
   16. c  AAdvantage Gold    
   17. c  AAdvantage Platinum     
   18. c  AAdvantage Executive Platinum  
   19. c  Not an AAdvantage Member

 
F. I am:   20. c  An Admirals Club Member  
   21. c  Not an Admirals Club Member

OFFICIAL RULES: 1. Employees and families of AMR Corporation,  Pueblo Bonito and their affiliates, subsidiaries, and agencies are not eligible to win. 2. Entrants must be 18 years old or older and be a resident of the 
United States to win. 3. No purchase necessary. 4. You need not be present to win. 5. To enter, simply write your name, address, and phone number in the completed survey and return by fax or mail. One random 
drawing will be held at the offices of American Way on or around May 1, 2010. 6. One entry per person. 7. Retail value of the prize is approximately $3,000. 8. For the name of the sweepstakes winner, available after 
May 1, 2010, send a self-addressed stamped envelope to: American Way March Reader Sweepstakes Winner, P.O. Box 619640, MD 5374, DFW Airport, TX 75261-9640. 9. Void  where prohibited or restricted by law. 10. 
For a complete set of rules, write to: American Way Reader Sweepstakes Rules, P.O. Box 619640, MD 5374, DFW Airport, TX 75261-9640.

Clip here to fax
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G. Where do you normally check in for flights?
22.  c  AA.com 23. c  Airport

H. For your next vacation, what would be your ideal destination to visit?
24. c Mexico   25. c Jamaica
26. c The Bahamas 27. c The Dominican Republic

I. If you decide to visit Mexico and its beaches, which destination would 
you choose?
28. c Mazatlan  29. c Los Cabos
30. c Cancun  31. c Riviera Nayarit - Puerto Vallarta

J. If you decide to visit Los Cabos, would you prefer to travel:
32. c With Spouse or Partner 33. c With Friends
34. c With Family

K. From time to time, American Airlines Publishing conducts surveys
via e-mail.  Would you like to take part in future surveys and have a 
chance to win valuable prizes?
35. c Yes  36. c No

L. From time to time, advertisers in American Way offer special  
discounts and promotions exclusively for American Way readers. How 
would you like to be notified about these special opportunities?
37. c  E-mail 38. c  Posted mail
39. c  Do not notify 

You and a guest will stay at the luxurious Pueblo 
Bonito Pacifica Resort and Spa, situated on the 
Western side of the tip of Baja, overlooking 
the Pacific Ocean. This ultimate destination for 
adults only is perfect for romance and seclusion.  

The prize package for two includes a 4-night 
stay in ocean-view Junior Suite and 70,000 
American Airlines AAdvantage® miles. 

www.pueblobonitapacifica.com

Enter for your chance to win an
unforgettable vacation in Los Cabos, Mexico!
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Insider
Your Guide to American Airlines11111111 11111111

It’s something most of us are left with after 
an international trip: extra change in the cur-
rency of the country we’ve just visited. Seeing 
a unique opportunity, American Airlines signed 
on in 1994 as the U.S. participating airline part-
ner for UNICEF’s Change for Good program, 
through which donated spare change helps the 
world’s most vulnerable children. The program 
lets travelers on select international AA fl ights 
donate unused U.S. and foreign currencies, 
collected by fl ight attendants onboard.

UNICEF was founded in December 1946, 
when the global community declared a new 
ethic of protection for children, establishing the 
United Nations International Children’s Emer-
gency Fund (UNICEF) in order to respond to the 
millions of displaced and refugee children who 
were in need of shelter and food in the after-
math of World War II. Since then, UNICEF has 
evolved to take on a broader mission: to save, 
protect, and improve children’s lives world-
wide. Operating in more than 150 countries, 
UNICEF provides lifesaving medicine and im-
munizations, nutrition, clean water, HIV/AIDS 
treatment and prevention, education, child 
protection, and assistance during humanitar-
ian emergencies.

American Airlines and the U.S. Fund for 
 UNICEF continue to work together to save, 
protect, and improve children’s lives through 
Change for Good, creating an opportunity for AA 
employees to get involved via the Champions 
for Children campaign, a volunteer program 
that empowers fl ight attendants and other em-
ployees to take action while they’re on the job.

The Change for Good program on American 
Airlines is proudly supported by Airline Ambas-
sadors International (AAI), a nonprofi t humani-
tarian organization that provides aid to children 
and families as well as relief and development 
to underprivileged communities worldwide. 
AAI president and AA fl ight attendant Nancy 
Rivard (shown above with her husband, Dave, 
feeding an infant girl during an Airline Ambas-

sadors mission in El Salvador) leads the effort 
to recruit Champions for Children volunteers.

American is one of several international air-
lines that support Change for Good, including 
 oneworld partners Cathay Pacifi c, Finnair, Ja-
pan Airlines, and Qantas.

Over the years, American has collected 
more than $4 million in donations from cus-
tomers, raising a record-breaking $1 million-
plus in 2009. Together, the oneworld alliance 
partners have collected more than $90 mil-
lion. In 2008 alone, the alliance raised nearly 
$8 million. Thanks to the generous support of 
customers, Change for Good and UNICEF are 
helping provide a healthier future for millions 
of children.

American Airlines customers can make 
donations to Change for Good (all currencies 
are accepted) on select international fl ights, 
 including on fl ights to and from Argentina, Bra-
zil, Chile, China, Europe, India, Japan, and Uru-
guay. Donations are also accepted at  Admirals 
Club locations throughout our system.

Change Is Good

American Airlines and UNICEF’s 
Change for Good program is cel-
ebrating a wonderful milestone. 
In 2009, more than $1.2 million in 
spare currency was collected on-
board AA fl ights and at Admirals 
Club locations. These funds will 
help UNICEF provide life-saving 
services and supplies to children 
around the world.

Adding to this impressive total, 

American Airlines has committed 
that all funds that were collected 
through Change for Good in Janu-
ary and February will be directed 
to UNICEF’s relief, recovery, and 
rebuilding work for children in 
earthquake-ravaged Haiti.

Says Caryl M. Stern, Presi-
dent and CEO of the U.S. Fund 
for  UNICEF, “The overwhelming 
generosity of American Airlines 

customers and incredible dedica-
tion of Champions for Children 
employee volunteers is playing a 
vital role in helping UNICEF save 
and improve the lives of children in 
Haiti and around the world.”

Here are some examples of how 
donations can help:
$.06 provides a sachet of oral-
rehydration salts to help children 
combat dehydration.

$2 immunizes 20 children against 
diphtheria, tetanus, and whooping 
cough.
$20 buys 20 packets of high-
 energy biscuits, specially devel-
oped for malnourished children.
$150 provides 10 families with 
 Basic Family Water kits for use 
during emergency situations.

Please visit www.unicefusa.org 
for more information.

Thanks a Million: Change for Good Helps in Haiti
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AA Receives Best in Business Travel Awards
American Airlines has once again been rec-
ognized by the readers of Business Traveler 
magazine as a leader in domestic travel. AA 
was named “Best North American Airline 
for First-Class Service” and “Best Airline for 
North American Travel” by Business Trav-
eler’s 2009 Best in Business Travel Survey.

“We are honored that readers of Business 
Traveler believe our dedication to provid-
ing premium service and products is award 
worthy,” says Lauri Curtis, American’s vice 
president, Onboard Service.

Approximately 8,000 Business Traveler 
subscribers were randomly selected to par-
ticipate in the 2009 Best in Business Travel 
Survey. Selections for the open-ended survey 
were submitted and finalized in September 
2009.

“These awards reflect the dedication of 
all the employees at American Airlines who 
work to make air travel safe, dependable, and 
efficient for our loyal customers,” says Kurt 
Stache, American’s vice president and gen-
eral sales manager.

Along with these awards, American also 
ranked second in the “Best North American 
Airline for International Travel” and “Best In-
Flight Services in North America” categories.

AA Expands Cashless Cabins to All Flights
As of February 1, 2010, American became 
cashless onboard all flights. American ac-
cepts Citi/AAdvantage MasterCard as well as 
other major credit and debit cards for pur-
chases made in flight. Cash is not accepted.

American Airlines implemented cashless 
cabins in June 2009 on flights within the con-
tinental United States as well as on flights 
to and from Hawaii, Alaska, and Canada. 
Customer feedback indicated that plastic pay-
ment options are convenient and a great way 
to conserve cash while being able to purchase 
items available on American Airlines flights.

“The implementation of cashless cabins on 
select flights last summer has simplified the 
in-flight transaction process for both custom-
ers and flight attendants,” says Lauri Curtis, 
American’s vice president, Onboard Service.

Flight attendants use handheld Onboard 
Sales Recorders — devices that American has 
used since May 2006 — to process transac-
tions on credit and debit cards, eliminating 
the need for passengers to search for small 
bills or change. Receipts are provided to pas-
sengers upon request.

American Eagle and AmericanConnection 
flights will continue to accept only cash for 
onboard purchases.

11111111111111111111111

Contact Us 
Anytime

Names and Numbers  
You Need to Know

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.
n To give feedback on how well 
American provided disability-related 
services, please call (817) 967-3000.

We welcome your comments and 
suggestions. For the quickest re-
sponse, e-mail us via the Contact AA 
link at AA.com. Include your daytime 
phone number as well as the flight 
and 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

“It’s substance, not appearance, that’s im-

portant.” So says Helen Yu, the senior liti-

gation attorney at American Airlines. That 

outlook may explain why Yu was recently 

named 2009 Dallas Business Journal Best Corporate Counsel Champion of Diversity.

Yu, a five-year veteran of American, came from humble beginnings. “We were a typical im-

migrant family,” she begins. “Mom was a seamstress; Dad was a chef at a Chinese restaurant. 

We lived in a tiny one-bedroom apartment in Queens [New York] over the garment factory.”

Yu worked at a convenience store and at age 15 was placed in charge. She attended Bronx 

High School of Science, where she was captain of the varsity volleyball team. She also played 

on the Junior Olympics volleyball team representing New York City. Yu attended Boston Univer-

sity, intending to enter medical school, but a summer job at a law firm sparked a new interest. 

She attended Northeastern University School of Law on a full scholarship. She is a member of 

the California, New York, and Massachusetts bars and is awaiting admission to the Texas bar.

Yu takes minority law students at Texas Wesleyan School of Law in Fort Worth to legal hearings. 

She also takes an active role in the Chinese Youth Leadership Camp in Richardson, Texas, a sum-

mer program for high school students. Yu also serves as chairperson of the Diversity Committee in 

American’s legal department. American partners with local law firms to take on pro bono cases in 

the community, and through that connection Yu handles local family-law cases.

“It’s important to be a part of your community and to help others,” she says. “I want to be a good-

will ambassador for diversity, as I believe we are enriched by our differences.”

Helen Yu

Noteworthy News

Being There
Our Employees Go the Extra Mile
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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 
 Reservations.

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 
occur, our goal is to get you to your destination 
safely and as quickly as possible.
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Visit the World @       .com

Flights. Hotels. Rental Cars. Activities. Vacations. Cruises.
Book them all at AA.com.

Get Flexibility On Guaranteed Low Fares
Finding what works best for you is quick and easy on AA.com. Search by price and schedule* directly from the AA.com home page to 
see up to 40 combinations of flight schedules and prices for each travel date; plus, each fare comes with our Lowest Fare Guarantee.** 
Quickly find exactly what you want; sort by lowest fare, number of stops, departure or arrival time, or even total travel time. Plus, 
glance at the lowest fares three days before and after your selected travel dates. It’s all in your hands on AA.com. Check it out today.

Flight Notifications 
From AA.com to You

It’s easier than ever to connect with 
friends and family when you fly. As 
an AAdvantage member, you can 

update your profile to have AA.com 
notify you via e-mail, text, or voice 

mail every time you fly.

AA.com/connect

Earn 500 AAdvantage 
Miles on Every Hotel

For a limited time, earn 500 
AAdvantage  miles on every hotel you 
book on AA.com. Plus, save with our 

Price Match Guarantee*** and no 
AA.com cancellation or change fees on 

more than 60,000 hotels worldwide.

AA.com/hotelpromo

*Sample one-way results from ORD to LGA as of 9/29/09. Taxes and fees of $10.40 apply. AmericanAirlines, AA.com, DealFinder, and We know why you fly are marks of American Airlines, Inc. oneworld is a mark of the oneworld 
Alliance, LLC. © 2010 American Airlines, Inc. All rights reserved.

**If a lower airfare (by $5 or more) is found on another travel website for the exact same AA flight(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.

***For details, go to www.aa.com/hotelguarantee.

American Airlines, American Eagle, AmericanConnection, AAdvantage, Net SAAver & Special Offers, Net SAAver Alerts, AA.com, and We know why you fly are marks of American Airlines, Inc. American Eagle and 
AmericanConnection are American’s regional airline associates. oneworld is a mark of the oneworld Alliance, LLC. 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 participating companies. For complete details about the AAdvantage program, visit www.aa.com.

Why Book Today at 
AA.com? 

We make it easy to book it all in one 
place — flight, car, hotel, and more. 
Plus, save with no booking fees and 
our Lowest Fare Guarantee, which 

refunds the difference and awards you 
a $50 promo code for your next trip!

AA.com/benefits
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The oneworld Alliance

Food & Beverage

Products & ServicesVisit the World @       .com
Looking for more ways to earn miles? The AAdvantage Dining program serves up three miles per dollar on 
your bill at over 9,000 restaurants nationwide. Membership is free. And now, when you dine out and spend 
$25 or more within 30 days of joining, you’ll earn 1,000 AAdvantage bonus miles on top of that! Dine out 
often? Frequent diners earn fi ve miles per dollar! Go to www.aa.com/aadvantagedining to learn more.

American Eagle now offers nonstop service from Miami to Charleston, South Carolina; Knoxville, Tennes-
see; North Eleuthera, Bahamas; Treasure Cay, Bahamas; and Governors Harbour, Bahamas. We’ve also 
begun service between Los Angeles and Santa Fe, New Mexico. For more information on these or any 
other American Airlines or American Eagle routes, please visit www.aa.com.

Since American Airlines Vacations is the only travel company that lets you pay with AAdvantage miles, 
why not pay for your next trip with miles and save your cash for use while you’re traveling? Put as few 
as 500 miles toward your next stay at any of over 10,000 hotels and resorts around the world! Go to 
www.aavacations.com/aadvantage to learn more.

With spring and summer travel just around the corner, it’s a great time to become an Admirals Club 
member. We provide members with an excellent club network, professional services, and outstanding 
amenities, allowing you to remain productive when traveling while also providing a quiet place to relax. 
To become a member or purchase a One-Day Pass, please visit www.aa.com/admiralsclub or call (800) 
237-7971 (in the United States, Canada, and Puerto Rico) or (817) 963-6100.

When you travel in our Premium Class cabins, you’re invited to enjoy entrées created by talented chefs 
such as Nancy Brussat of Convito Café & Market, Dean Fearing of Fearing’s Restaurant, and Stephan 
Pyles of Stephan Pyles. Also, discover award-winning wines selected by acclaimed wine consultant Ken 
Chase. Read about these talented chefs and about our wine consultant at www.aa.com/aboutourchefs.

American Airlines offers a suite of products designed specifi cally for small businesses. The Business 
Suite includes the AAirpass program, which offers discounted fares on last-minute travel, and Business 
ExtrAA, which rewards businesses when their employees fl y on AA. Redeem reward points for fl ights, 
Admirals Club memberships, and more. The Business Suite also includes a cash-rebate credit card and 
discounts for group travel. Visit www.aa.com/business.

With the Business ExtrAA program, companies of any size can earn reward points every time their 
employees travel with American. Business ExtrAA points can be redeemed for fl ights, upgrades, and 
even Admirals Club One-Day Passes. There is no cost to join, and while your company earns points, your 
employees earn their AAdvantage miles. For details or to enroll, visit www.aa.com/businessextraa.

Any group of 10 or more people can save money by calling American Airlines Group & Meeting Travel  
professionals. We’ll work with you from start to fi nish — everything from airline reservations, group 
discounts, domestic or international travel, and special car-rental rates with Avis. Call us at (800) 221-
2255 and we’ll explain how it all works. Or visit www.aa.com/group to learn more.

Iberia now has a codeshare agreement with our future oneworld partner, S7, the largest Russian domestic 
air carrier (by the number of passengers), on fl ights between Moscow Domodedovo airport and Madrid. 
Iberia’s code will be placed on the weekly fl ight that S7 operates between the Russian and Spanish 
capitals. The Russian airline will place its code on the 11 weekly fl ights that Iberia offers between both 
cities with Airbus A319 aircraft. Later this year, S7 will become a member of the oneworld alliance.

3.1 PI Pages.indd   77 2/11/10   7:39:30 AM

AAP - Pitstop - _0349Y_AW20100301-077.pdf February 11, 2010 07:40:44



78     AMERICAN WAY     MARCH  1  2010

AVAILABLE ON
SELECT FLIGHTS

01 MEASURE FOR 
MEASURE

Welcome to the wonderful world of classical music. 
This month, enjoy music from the Vienna Philharmonic 
and guitarist John Williams.

02 AFTER HOURS
Kick back and relax with this mellow and sophisticated 
blend of jazz instrumentals and vocals, including 
music from Michael Feinstien and Kenny Burrell.

03 33 1/3
The best rock of the twentieth century spins this 
month on 33 1/3. Hear your favorite songs from the 
Who, Ten Years After, and Pink Floyd.

04 CONNECTED
Connect to the hottest hit music on the planet, 
including popular new tracks from Lady Gaga, 
Orianthi, and Leona Lewis.

05 SPIRIT OF R&B
Find rhythm and blues in yesterday’s hits and hear it 
reverberate through the next generation of artists. 
Enjoy tracks from Dwele and Keyshia Cole.

06 HARVEST
Country music was alive and well from 2000 to 2009. 
We celebrate the award-winning artists that made 
the decade so memorable, such as Alan Jackson.

07 SO ’80S
Experience a totally awesome fl ashback to the decade 
you hate to love, the 1980s, with classic songs from 
artists such as Culture Club and Bon Jovi.

08 SKY RADIO
Listen in on incisive conversations with leading entre-
preneurs, thinkers, and industry trailblazers regarding 
the latest advances in science and industry.

09 SLEEP
Peaceful musical soundscapes blended with delta-
wave pulses help quiet your mind and lead you into 
deep, restorative sleep. 

10 LATIN SHOWCASE
Latin music comprises a wide variety of sounds 
and infl uences. This month, we feature songs from 
Jesse y Joy, María José, and Chayanne.

11 AMERICAN 
JUKEBOX

Go back to the malt shop and listen to the feel-good 
music of the 1950s and ’60s. This month, hear classics 
from Ricky Nelson and James Darren.

12 SMOOTH
Whether from the fi elds of pop, R&B, or classic rock, 
these music offerings refl ect a laid-back vibe. This 
month, check out tracks from Mazzy Star and Seal.

13* JAPANESE 
HORIZONS

J-pop continues its march as one of the fastest-
growing music genres. Hear the best of today’s hits 
from artists such as Chara and Younha.

14* PEACE
Enjoy a relaxing sonic atmosphere with an Asian 
infl uence. Listen to calming tracks from Solar Sound 
Club and Kopas.

15* HINDI BEATS Get into the earth-shaking rhythms of bhangra 
beats and inspirational Hindi ballads.

16* MANDARIN MIX Climb the charts with some of the coolest artists 
from the ever-expanding Mandarin music scene.

06 ALAN JACKSON 10 JESSE Y JOY

* ADDITIONAL CHANNELS AVAILABLE ON SELECT 777 FLIGHTS. FOR A COMPLETE SET LISTING, PLEASE VISIT AA.COM/MUSIC.

 

Some guests may have paid a fee to appear. The opinions expressed on this program do not 
necessarily refl ect those of American Airlines or of Sky Radio.

SKY RADIO BUSINESS AND 
TECHNOLOGY REPORT

NEWSDESK
Hear  interviews  with leaders in 
 business and society,  including: 

Hilton Hotels Corp.
City of Hope

AMERICA’S INNOVATORS
Listen in on conversations with 
those on the leading edge of a 
wide variety of industries, includ-
ing representatives from:

Learning@Cisco
A-1 Specialized Services & Supplies
Pamela Yellin, author, Bank On Yourself
Rain Bird Corp.
Concordia University, Chicago
NHB Advisors, Inc.
Intelemark
Epson America, Inc.
Boyer Communications
Cohenights Arts Society
Medical Education Institute
The Moving Picture Institute
Barrett Jackson Auction Co.
Wigwam Mills, Inc.
CN WorldWide North America
Sterling Financial Group
Glaser, Weil, Fink, Jacobs, Howard & 
Shapiro, LLP

Multi-Tech Systems, Inc.

21ST CENTURY HEALTH CARE
The health care and medical 
industries will be in the middle of 
the action as new approaches and 
technologies are utilized. Listen 
in on the discussion:

IMW Consultants
Keas, Inc.
A u l t  I n t e r n a t i o n a l  M e d i c a l 
Management
Tethys Bioscience, Inc.
Center for Research on Minority 
Health, M. D. Anderson Cancer Center, 
University of Texas
AIST & PARO Robots USA
American Heart Association
Gaia Herbs, Inc.
Kent State University College of 
Nursing

TRAVEL A LA MODE
 Travel Ala Mode presents recom-
mendations for some of the world’s 
best hotels and resorts:

The Fairmont Hamilton Princess
Adam Burke, Senior VP and Managing 
Director, Hilton HHonors Worldwide
VIK Hotels Group PepsiCo Americas 
Beverages

SPECIAL THANKS TO:

HILTONHHONORS.COM

FOR MORE INFORMATION: 
MARC HOLLAND, EXECUTIVE PRODUCER
TOLL-FREE (888) 330-7869, 
SKYRADIONETWORK.COM

05

04 LEONA LEWIS

KEYSHIA COLE
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FIND YOUR DESTINATION 
TO SEE WHAT’S PLAYING VIDEO

now
showing
 THE BLIND SIDE > 2:09 minutes > Drama

Sandra Bullock, Quinton Aaron || Michael Oher, a homeless 

African-American teen, is taken in by a loving family, 

allowing him to fulfi ll his dreams of playing in the NFL. 

Rated PG-13 

2009 Golden Globe Winner for Best Actress (Sandra Bullock)

 EVERYBODY’S FINE > 1:39 minutes > Drama

Drew Barrymore, Robert De Niro || Realizing his only 

connection to his family was through his wife, a widower 

takes an impromptu holiday road trip to reunite with 

each of his grown children. Rated PG-13

 GHOST TOWN > 1:42 minutes > Comedy

Ricky Gervais, Greg Kinnear || Bertram Pincus has the 

annoying ability to see ghosts, particularly Frank Herlihy, 

who pesters Pincus into breaking up the impending 

marriage of his widow. Rated PG-13

 THE INVENTION OF LYING > 1:40 minutes > Comedy

Jennifer Garner, Ricky Gervais || A down-on-his-luck loser 

fi nds that not telling the truth has its rewards in a world 

in which no one has ever lied. Rated PG-13

 PLANET 51 > 1:31 minutes > Kids

Jessica Biel, Dwayne Johnson || Astronaut Charles “Chuck” 

Baker lands on Planet 51 and discovers the planet is 

inhabited by little green people who are happily living 

in a white-picket-fence world. Their only fear is alien 

invaders … like Chuck. Rated PG

 STAR TREK XI > 2:02 minutes > Action/Adventure

Chris Pine, Zachary Quinto || James T. Kirk and the young 

USS Enterprise crew come to the aid of a Federation 

starship that is being attacked by a vicious Romulan in 

search of the unassuming Spock. Rated PG-13

 UP IN THE AIR > 1:49 minutes > Drama

George Clooney, Anna Kendrick || Ryan Bingham is a 

corporate downsizing expert whose cherished life on the 

road is threatened just as he is on the cusp of reaching 

10 million frequent-fl ier miles and just after he’s met 

the frequent-traveler woman of his dreams. Rated R 

2009 Golden Globe Winner for Best Screenplay

WHERE THE WILD THINGS ARE > 1:41 minutes > Drama

Catherine Keener, Max Records || Max, a rambunctious and 

sensitive boy, feels misunderstood at home and escapes 

to where the Wild Things are — an island where he meets 

mysterious and strange creatures whose emotions are as 

wild and unpredictable as their actions. Rated PG

FLIGHTS FLIGHT DIRECTION

UP IN THE AIR

DOMESTIC // CANADA EASTBOUND, SOUTHBOUND WESTBOUND, NORTHBOUND

March 1 to 15 Everybody’s Fine [E] [LS] Up in the Air [E] [LS]

March 16 to 31 Planet 51 [E] [LS] The Blind Side [E] [LS]

HAWAII* // ALASKA TO FROM

March 1 to 15 The Blind Side [E] [LS] Planet 51 [E] [LS]

March 16 to 31 Up in the Air [E] [LS] Everybody’s Fine [E] [LS]

*Second Feature (from DFW and ORD only) Star Trek XI [E] [LS]

SAN JUAN // CARIBBEAN // MEXICO TO FROM

Feature Where the Wild Things Are [E] [LS] The Invention of Lying [E] [LS]

UNITED KINGDOM // IRELAND TO FROM

First Feature Where the Wild Things Are [E] [LS] The Invention of Lying [E] [LS]

Second Feature  
(may not be available on all fl ights) Star Trek XI [E] [LS] Ghost Town [E] [LS]

GERMANY // SWITZERLAND TO FROM

First Feature Where the Wild Things Are [E] [G] The Invention of Lying [E] [G]

Second Feature Star Trek XI [E] [G] Ghost Town [E] [G]

FRANCE // BELGIUM TO FROM

First Feature Where the Wild Things Are [E] [F] The Invention of Lying [E] [F]

Second Feature Star Trek XI [E] [F] Ghost Town [E] [F]

SPAIN TO FROM

First Feature Where the Wild Things Are [E] [CS] The Invention of Lying [E] [CS]

Second Feature Star Trek XI [E] [CS] Ghost Town [E] [CS]

CENTRAL AND SOUTH AMERICA // HAITI TO FROM

Feature Where the Wild Things Are [E] [LS] [F] The Invention of Lying [E] [LS] [F]

BRAZIL TO FROM

Feature Where the Wild Things Are [E] [P] The Invention of Lying [E] [P]

ITALY TO FROM

First Feature Where the Wild Things Are [E] [I] The Invention of Lying [E] [I]

Second Feature Star Trek XI [E] [I] Ghost Town [E] [I]

THE BLIND SIDE

language key
[E] English
[LS] Latin Spanish
[G] German

[F] French
[CS] Castilian Spanish
[P] Portuguese

[I] Italian
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Federal law prohibits passen-
gers from threatening or in-
timidating the flight crew or 
interfering as crew members 
perform their duties.

Onboard Our Flights
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 batteries 
may catch fire when not handled 
properly. Place spare lithium bat-
teries in carry-on baggage, not 
in checked baggage. See battery-
size limitations at safetravel. dot 
.gov. It is preferable that you use 
the original packaging to store 
spares. If the original packaging 
is not available, store in separate 
plastic bags or use electrical tape 
on terminals to prevent batter-
ies 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) larger than 16 ounces, fuels, 
paints, solvents, starch, alcohols, 
nail polish, nail-polish remover, 
lighter refills, camping 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.

Things You Need to Know to Make Your Trip Safe and Comfortable

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

n Check-In We advise cus tomers 

to check in 90 minutes before their 

scheduled departure for domestic 

flights when checking bags, 60 min-

utes with no bags, and two hours for 

international 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 depar-

ture time.

n Luggage Effective for domestic 

economy-class tickets that include 

the U.S./Puerto Rico/U.S. Virgin Is-

lands and were purchased on or af-

ter February 1, 2010, a $25 charge 

applies for a first checked bag and 

a $35 charge applies for a second 

checked bag. For economy-class 

tickets between the U.S./Puerto 

Rico/U.S. Virgin Islands and Europe 

or India that were purchased on or 

after September 14, 2009, a first 

bag may be checked at no charge 

and a $50 charge applies for a sec-

ond checked bag (exceptions ap-

ply for all baggage charges). The 

checked-bag charges between the 

U.S. and Canada remain $15 for a 

first bag and $25 for a second bag. 

Passengers may carry one piece of 

luggage and one personal item on-

board. Carry-on items, which include 

laptop computers, must be placed in 

the overhead bin or under the seat 

in front of you. To avoid additional 

charges, all luggage must meet spe-

cific size and weight requirements. 

Liability for loss, delay, or dam-

age to baggage is limited, so carry 

valuables onboard with you. Visit  

www.aa.com/baggage for more.

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 customers 

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 tur-

bulence, it is the most likely threat 

to your in-flight safety. Unless you 

must leave your seat, keep your seat 

belt fastened at all times, even when 

the seat-belt sign is off.

n Disability Assistance Customers 

who need assistance with disabili-

ties, including obtaining wheelchairs, 

should contact an AA representa-

tive. Per government regulations, 

service animals traveling in the cabin 

to assist passengers 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 accommo-

date a service animal. To give feed-

back on how well American provided 

disability-related services, call (817) 

967-3000.

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 Busi-

ness Class and in select rows in the 

Main Cabin for powering approved 

electronic devices. For information 

about powerports, visit AA.com. 

New B737 aircraft offer 110V AC 

power outlets in every row. Only one 

device per outlet is allowed.

n Electronic Equipment/Personal  

Devices Personal electronic devices 

may be used during boarding until 

the flight attendant’s announce-

ment to switch them off. After the 

 announcement, all portable electronic 

devices must remain off and properly 

stored (electronic devices include but 

are not limited to e-books). During 

this period, noise-canceling headsets 

may be worn while switched off and 

devices without power switches 

(e.g., some PDAs) must be stored 

and remain in the sleep mode. Dur-

ing flight, your flight attendant will 

inform you when approved devices 

may be used. Cellular PDAs (provided  

they are in airplane/flight mode) are 

permitted. Audio and video equip-

ment may be used only with head-

sets, and noise-canceling headsets 

may be activated. The use of still and 

video cameras, film or digital, is per-

mitted only for recording of personal 

events. Unauthorized photography or 

video recording of airline personnel, 

other customers, aircraft equipment, 

or procedures is strictly prohibited. 

Never activate two-way pagers, radi-

os, TV sets, remote controls, cordless 

computer mouses, or commercial TV 

cameras. E-cigarettes may not be 

activated at any time while onboard. 

All devices with transmitting capa-

bilities must be switched off except 

Wi-Fi 802.11. Wi-Fi 802.11 devices 

may be used (when authorized) only 

on aircraft equipped with in-flight 

Internet service. If in-flight Internet 

service is provided, it is intended for 

customer access to the Internet, e-

mail, and VPN only. Any voice, audio, 

video, or other photography (motion 

or still), recording, or transmission 

while on any American Airlines air-

craft is strictly prohibited, except to 

the extent specifically permitted by 

American Airlines. Before landing, 

your flight attendant will announce 

when to switch off and store all elec-

tronic devices. These devices must 

remain off until the plane is at the 

gate and the seat-belt sign has been 

switched off.
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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  fluids 

— such as water, juice, and milk — and minimize 

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.

The information above is for onboard Wi-Fi connectivity only. For information 
on American’s onboard cell phone policy, see below.

PEANUT ALLERGY
American recognizes that some passen-
gers are allergic to peanuts. Although we 
do not serve peanuts, we do serve other 
nut products, and there may be trace ele-
ments of unspecified peanut ingredients, 
including peanut oils, in meals and snacks. 
We make no provisions to be peanut-free. 
Additionally, other customers may bring 
peanuts onboard. Therefore, we cannot 
guarantee customers will not be exposed 
to peanuts during flight, and we strongly 
encourage customers to take all neces-
sary medical precautions to prepare for 
the possibility of exposure.

Staying 
in Touch
Wi-Fi in the Sky
Internet connectivity is now available on all 
Boeing 767-200 aircraft and select MD80s 
and is coming soon to our 737 fleet. Enjoy 
complimentary  access to AA.com, including the 
ability to book flights, hotel rooms, or rental cars 
and to check your AAdvantage account. With 
Gogo Inflight Internet service, you can stay 
connected during your flight with full broad-
band web, VPN, and e-mail access for as low 
as $4.95 per session. Gogo Inflight Internet 
works with all Wi-Fi–enabled devices, so you 
can check your e-mail, send instant messages, 
or just surf using your laptop or smartphone 
(platforms supported include BlackBerry, Win-
dows Mobile, Apple, and Nokia Symbian 560). 
For instructions on how to log on, review the 
card in your seatback. Details on connectivity 
and pricing can be found at www.gogoinflight 
.com. To find out if Wi-Fi is on your next flight, 
visit www.aa.com/wifiwidget 24 hours before 
your departure.

Cell Phones
You may use your cell phone onboard until the 
flight attendant advises that it must be switched 
off. During flight, cell phones may be activated 
only in the airplane/flight mode, with the cellular 
transmitting function switched off. After land-
ing in the United States, the U.S. Virgin Islands, 
and Puerto Rico, cell phones may be used (when 
authorized) on certain aircraft.* If you plan to 
use your phone after landing, keep it available, 
as FAA regulations require passengers to remain 
seated and all carry-on baggage to remain stored 
until the seat-belt sign has been switched off.

*Does not apply to American Eagle ATR aircraft flights.
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Airline Partners

As a member of the oneworld global 
airline alliance, American works with 
10 of the world’s best airlines and 
more than 20 of their affi liate car-
riers to offer rewards and benefi ts 
no single airline could deliver on 
its own. When traveling on eligible 
oneworld fl ights, AAdvantage  mem-
bers earn elite-qualifying miles, and 
after qualifying for elite status, they 
enjoy special benefi ts such as priority 
check-in, seating, and standby as well 
as lounge access to some 550 airport 
lounges worldwide. Serving nearly 
700 destinations in almost 150 coun-
tries,  oneworld revolves around you. 
For more details about oneworld, 
visit www.aa.com/oneworld.

American also has marketing agree-
ments with select partners, expand-
ing the opportunities for customers 
to earn and redeem miles for travel 
to over 800 destinations throughout 
the world.13 For more information, 
visit www.aa.com/participantairlines.

*What is a Codeshare Flight?
American “codeshares” with oneworld and 
select partners, placing our AA code on 
services operated by our partners and mar-
keting them as AA fl ights. In these cases, 
AAdvantage members earn elite-qualifying 
miles, points, and segments just as with 
any other AA-operated fl ight. Through our 
codeshare agreements, we offer the most 
convenient schedules to important destina-
tions worldwide.

Other Airline Partners

oneworld® Alliance Partners

Airline Partner Based In Earn Miles Earn Elite-Qualifying Miles Redeem Miles

Airline/Rail Partner Based In Earn Miles Earn Elite-Qualifying Miles Redeem Miles

American Airlines North America  X X X

British Airways1 Europe  X2 X2   X2

Cathay Pacifi c3 Asia  X X X

Finnair Europe  X X X

Iberia4 Europe  X X        X

Japan Airlines5 Asia  X X X

LAN6 South America  X X X

Malév Europe  X X X

Qantas8 Australia  X  X X

Royal Jordanian Middle East X9  X9 X9

1 British Airways includes BA Cityfl yer, Comair, and Sun-Air of Scandinavia. 2 British Airways transatlantic fl ights between the United States and Europe are not eligible for mileage accrual or redemption. 3 Cathay Pacifi c includes Dragonair. 
4 Iberia includes Air  Nostrum. 5 Japan Airlines includes JALways, JAL Express, Japan Transocean Air, and J-Air. 6 LAN includes LAN Airlines, LAN Argentina, LAN Ecuador, LAN Express, and LAN Peru. 7 Mexicana includes MexicanaClick and 
MexicanaLink. 8 Qantas includes Jetconnect and  QantasLink (Airlink/National Jet Systems, Eastern Australia Airlines, and Sunstate Airlines). 9 Royal Jordanian fl ights to and from Iraq are not eligible for mileage accrual or redemption.

10 Must be booked as AA fl ight number. 11 Miles may 
be earned only on interisland fl ights. 12 Miles may not 
be earned for Jet Airways transatlantic fl ights taken 
solely between the United States and Belgium. Visit 
www.aa.com/jetairways for details. 13 Government 
restrictions prohibit earning or redeeming miles for 
travel to and from Cuba. Visit www.aa.com/aadvan-
tage for details.

Air Pacifi c Pacifi c X  X

Air Tahiti Nui Pacifi c    X

Alaska Airlines/Horizon Air North America X  X  X

Brussels Airlines Europe X X10  X

China Eastern Asia X10 X10

El Al Middle East X  X

Etihad Airways Middle East X10 X10 

EVA Air Asia X10 X10

GOL South America X  X

Gulf Air Middle East X X10 X

Hawaiian Airlines North America X11 X10 X

Jet Airways Asia X12 X10 X

Deutsche Bahn (Rail) Europe X10 X10

SNCF (Rail) Europe X10 X10
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Terminal Maps

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 
 baggage-claim areas.

Domestic 
Terminal A
Alaska Airlines

Terminal B
American Airlines
American Eagle

International 
Terminal E
American Airlines 
(arrivals only)
British Airways
Finnair (seasonal)
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

CHICAGO O’HARE INTERNATIONAL AIRPORT
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Parking
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T
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International Arrivals
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T

D/C

D/C
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Chicago O’Hare International Airport

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)
British Airways
Iberia 
(arrivals only)
Japan Airlines
Mexicana
Royal Jordanian
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Miami International Airport
A connecting 
walkway is provided 
be tween Concourses 
D and 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 
32 in Concourse 
D and to Gate 5 in 
Concourse E (with 
the exception of High 
E gates 20-33, which 

are accessible only 
by tram service from 
the main terminal, 
just inside the check-
point/sterile area).

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 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

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)
Air Pacifi c
Air Tahiti Nui
British Airways
Cathay Pacifi c
China Eastern
EL AL
EVA AIR
Japan Airlines
LAN
Mexicana
Qantas (departures 
to Melbourne, Sydney, 
and New York/JFK)

TERMINAL 2
Hawaiian Airlines

TERMINAL 3
Alaska Airlines
Horizon Air

TERMINAL 4
American Airlines
American Eagle
Qantas
(departures to 
 Auckland and 
Brisbane) 

C1-C4, C6, C8

 LaGuardia Airport New York Narita (Tokyo) International Airport
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Interline check-in counters 
            (arrival floor) 
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Central
Terminal

Seattle-Tacoma International Airport

Terminal D
American Airlines
American Eagle

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
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
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San Francisco International Airport
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International Terminal
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SPRINGS

MONTROSE/TELLURIDE

ALBUQUERQUE

EL PASO

DENVER

BURBANK

ONTARIO
PALM SPRINGS

LOS ANGELES

SAN DIEGO

SANTA BARBARA

SAN JOSÉ
DEL CABO/
LOS CABOS

GUADALAJARA

LEÓN-GUANAJUATO

MONTERREY

SAN ANTONIO

GRAND CAYMAN

HOUSTON

MONTEGO BAY

MCALLEN

IXTAPA/ZIHUATANEJO

KAUAI/LIHUE

OAHU/HONOLULU

MAUI/KAHULUI

HAWAII/
KONA

COZUMEL

BELIZE CITY

MANAGUA

SAN PEDRO SULA

TEGUCIGALPA

LIBERIA GUANACASTE 

SAN SALVADOR

GUATEMALA CITY

PUERTO VALLARTA

FAIRBANKS

KETCHIKAN
JUNEAU

HUATULCO

OAXACA
TUXTLA GUTIÉRREZ

ZACATECAS

VILLAHERMOSA

AGUASCALIENTES

TORREÓN

LAREDO CORPUS CHRISTI

CANCÚN

MORELIA

MAZATLÁN

MÉRIDA

VERACRUZ

HILO ANCHORAGE

MÉXICO CITY

ACAPULCO

OKLAHOMA CITY

LOUISVILLE

INDIANAPOLIS
DAYTON

COLUMBUS

PITTSBURGH

CHARLOTTE

JACKSONVILLE

DETROIT

FAYETTEVILLE/
BENTONVILLE/
N.W. ARKANSAS
AIRPORT

WICHITA

TULSA

MEMPHIS

OMAHA

MINNEAPOLIS/
ST PAUL

NEW ORLEANS

BIRMINGHAM

TAMPA

FT MYERS

NASHVILLE

WHITE PLAINS/
WESTCHESTER COUNTY

HUNTSVILLE/
DECATUR

COLLEGE STATION/
BRYAN

KILLEEN/FT HOODSAN ANGELO

MIDLAND/
ODESSA

LUBBOCK

AMARILLO LAWTON/FT SILL

LA CROSSE

WICHITA FALLS

ABILENE

WACO
TYLER

LONGVIEW

TEXARKANA

FT SMITH

ROCHESTER

MADISON

DUBUQUE

CEDAR RAPIDS/
IOWA CITY

DES MOINES

GREEN BAY

AUSTIN

DALLAS/FT WORTH

ATLANTA

KANSAS CITY

ST LOUIS

CHICAGO

TORONTO

FT WAYNE

GREENSBORO/
HIGH POINT/

WINSTON-SALEM

BUFFALO

OTTAWA

SYRACUSE

MOLINE/
QUAD CITIES

LITTLE ROCK

SHREVEPORT

KNOXVILLE

CINCINNATI

TOLEDO
CLEVELAND

ROCHESTER

KALAMAZOO

GRAND RAPIDS
MILWAUKEE

TRAVERSE CITY

MARQUETTE

CHAMPAIGN/
URBANA

PEORIA

BLOOMINGTON

CHATTANOOGA

GREENVILLE/
SPARTANBURG

BATON ROUGE

PENSACOLA

SPRINGFIELD/
BRANSON

EVANSVILLE

BALTIMORE

RICHMOND

NORFOLK/VIRGINIA BEACH/WILLIAMSBURG

HARTFORD/SPRINGFIELD

BERMUDA

MONTREAL

NEWARK
NEW YORK CITY

PHILADELPHIA

WASHINGTON DC

RALEIGH/DURHAM

HALIFAX

ORLANDO

WEST PALM BEACH

FORT LAUDERDALE/HOLLYWOOD

KINGSTON

PROVIDENCIALES

PORT-AU-PRINCE

MIAMI

SANTO 
DOMINGO

KEY WEST

FREEPORT

NASSAU

MARSH HARBOUR

PANAMÁ CITY

SAN JOSÉ

CALI

BOGOTÁ

MEDELLÍN

MARACAIBO

QUITO

GUAYAQUIL

LIMA

LA PAZ

SANTA CRUZ

IQUIQUE

ANTOFAGASTA

SANTIAGO

CARACAS

RÍO DE 
JANEIRO

SÃO PAULO

BUENOS AIRES
MONTEVIDEO

CONCEPCIÓN

PUERTO MONTT

PUNTA
ARENAS

VANCOUVER

PORTLAND

SACRAMENTO

LAS VEGAS

PHOENIX/
SCOTTSDALE

TUCSON

SALT LAKE CITY STEAMBOAT SPRINGS

MONTEREY

RENO

JACKSON HOLE

SEATTLE/TACOMA

YAKIMA

CALGARY

SPOKANE

PASCO

EUGENE

MEDFORD
SUN VALLEY

BOISE

KLAMATH FALLS

SAN FRANCISCO
SAN JOSE/SILICON VALLEY

FRESNO
VAIL

COLORADO
SPRINGS

ALBUQUERQUE

EL PASO

DENVER

BURBANK

ONTARIO
PALM SPRINGS

LOS ANGELES

SAN DIEGO

SANTA BARBARA

SAN JOSÉ
DEL CABO/
LOS CABOS

GUADALAJARA

LEÓN-GUANAJUATO

MONTERREY

SAN ANTONIO

GRAND CAYMAN

HOUSTON

MONTEGO BAY

MCALLEN

IXTAPA/ZIHUATANEJO

KAUAI/LIHUE

OAHU/HONOLULU

MAUI/KAHULUI

HAWAII/
KONA

COZUMEL

BELIZE CITY

MANAGUA

SAN PEDRO SULA

TEGUCIGALPA

LIBERIA GUANACASTE

SAN JOSÉ

SAN SALVADOR

GUATEMALA CITY

PUERTO VALLARTA

FAIRBANKS

KETCHIKAN
JUNEAU

HUATULCO

OAXACA
TUXTLA GUTIÉRREZ

ZACATECAS

VILLAHERMOSA

AGUASCALIENTES

TORREÓN

LAREDO CORPUS CHRISTI

CANCÚN

MORELIA

MAZATLÁN

MÉRIDA

VERACRUZ

HILO ANCHORAGE

MÉXICO CITY

ACAPULCO

PANAMA CITY

OKLAHOMA CITY

LOUISVILLE

INDIANAPOLIS
DAYTON

COLUMBUS

PITTSBURGH

CHARLOTTE

JACKSONVILLE

DETROIT

FAYETTEVILLE/
BENTONVILLE/
N.W. ARKANSAS
AIRPORT

WICHITA

TULSA

MEMPHIS

OMAHA

MINNEAPOLIS/
ST PAUL

NEW ORLEANS

BIRMINGHAM

TAMPA

FT MYERS

NASHVILLE

WHITE PLAINS/
WESTCHESTER COUNTY

HUNTSVILLE/
DECATUR

COLLEGE STATION/
BRYAN

KILLEEN/FT HOODSAN ANGELO

MIDLAND/
ODESSA

LUBBOCK

AMARILLO LAWTON/FT SILL

LA CROSSE

WICHITA FALLS

ABILENE

WACO
TYLER

LONGVIEW

TEXARKANA

FT SMITH

ROCHESTER

MADISON

DUBUQUE
CEDAR RAPIDS/

IOWA CITY
DES MOINES

GREEN BAY

AUSTIN

DALLAS/FT WORTH

ATLANTA

KANSAS CITY

ST LOUIS

CHICAGO

TORONTO

FT WAYNE

GREENSBORO/
HIGH POINT/

WINSTON-SALEM

BUFFALO

OTTAWA

SYRACUSE

MOLINE/
QUAD CITIES

LITTLE ROCK

SHREVEPORT

KNOXVILLE

CINCINNATI

TOLEDO
CLEVELAND

ROCHESTER

KALAMAZOO

GRAND RAPIDS
MILWAUKEE

TRAVERSE CITY

MARQUETTE

CHAMPAIGN/
URBANA

PEORIA

BLOOMINGTON

CHATTANOOGA
GREENVILLE/
SPARTANBURG

BATON ROUGE
PENSACOLA

SPRINGFIELD/
BRANSON

EVANSVILLE

BALTIMORE

RICHMOND

NORFOLK/VIRGINIA BEACH/WILLIAMSBURG

HARTFORD/SPRINGFIELD

BERMUDA

MONTREAL

NEWARK
NEW YORK CITY

PHILADELPHIA

WASHINGTON DC

RALEIGH/DURHAM

HALIFAX

ORLANDO

WEST PALM BEACH

FORT LAUDERDALE/HOLLYWOOD

KINGSTON

PROVIDENCIALES

PORT-AU-PRINCE

SANTIAGOCASA DE CAMPO/
LA ROMANA

PUNTA
CANA

MIAMI

SANTO DOMINGO

KEY WEST

FREEPORT

NASSAU

MARSH HARBOUR

MONTEGO BAY KINGSTON

PROVIDENCIALES
PUERTO 

PLATA

PORT-AU-PRINCE

SANTIAGOCASA DE CAMPO/
LA ROMANA

PUNTA
CANA

SANTO DOMINGO

NASSAU

PANAMÁ CITY

SAN JOSÉ

CALI

BOGOTÁ

MARACAIBO

QUITO

GUAYAQUIL

LIMA

LA PAZ

SANTA CRUZ

IQUIQUE

ANTOFAGASTA

SANTIAGO

CARACAS

RÍO DE 
JANEIRO

SÃO PAULO

BUENOS AIRES
MONTEVIDEO

CONCEPCIÓN

PUERTO MONTT

PUNTA
ARENAS

SAN LUIS POTOSÍ

GRAND CAYMAN

SAN SALVADOR
GUATÉMALA CITY

GUATÉMALA CITY
SAN SALVADOR

MEXICO CITY

BOSTON

SAN LUIS POTOSÍ

CHIHUAHUA

LEXINGTON

MOBILE

SAVANNAH

SAVANNAH

MOBILE

FORT WALTON BEACH

FORT WALTON BEACH

COLUMBIA

COLUMBIA

FLINT

GULFPORT

FLINT

GULFPORT

CHARLESTON

LAFAYETTE

LAFAYETTE

BELLINGHAMVICTORIA

EDMONTON

EDMONTON

BELLINGHAMVICTORIA

MONROE
ALEXANDRIA

ALEXANDRIA

MONTROSE/TELLURIDE

TALLAHASSEE

GRAND JUNCTION

CENTRAL
WISCONSIN

MEDELLÍN

TRINIDAD AND TOBAGO

TREASURE CAY

TAMPICO

USHUAIA

BAHAMAS

CUBA

JAMAICA

HAITI

 TURKS &
CAICOS ISLANDS

BELIZE

HONDURAS

EL SALVADOR NICARAGUA

GUATEMALA

MEXICO

BRITISH
COLUMBIA

ALBERTA

SASKATCHEWAN

MANITOBA
ONTARIO

QUEBEC

NEWFOUNDLAND

NEW
BRUNSWICK

NOVA
SCOTIA

CANADA

BOLIVIA

PARAGUAY

ARGENTINA

CHILE

URUGUAY

VENEZUELA

GUYANA
SURINAME

FRENCH GUIANA

ECUADOR

PERU

BRAZIL

DOMINICAN 
REPUBLIC

PUERTO RICO

MEXICO

COSTA RICA

GUATEMALA

EL SALVADOR

COLOMBIA

PANAMA

NICARAGUA

HONDURAS

CUBA

HAITI

JAMAICA

BAHAMAS

CUBA

JAMAICA

HAITI

 TURKS &
CAICOS ISLANDS

DOMINICAN
REPUBLIC

PUERTO RICO

BAHAMAS

CUBA

JAMAICA

HAITI

 TURKS &
CAICOS ISLANDS

DOMINICAN
REPUBLIC

PUERTO RICO

VENEZUELA

BELIZE

HONDURAS

EL SALVADOR NICARAGUA

COSTA RICA

COLOMBIA

PANAMA

GUATEMALA

MEXICO

BRITISH
COLUMBIA

ALBERTA

SASKATCHEWAN

MANITOBA
ONTARIO

QUEBEC

NEWFOUNDLAND

NEW
BRUNSWICK

NOVA
SCOTIA

CANADA

BOLIVIA

PARAGUAY

ARGENTINA

CHILE

URUGUAY

VENEZUELA

GUYANA
SURINAME

FRENCH GUIANA

ECUADOR

PERU
BRAZIL

DOMINICAN 
REPUBLIC

PUERTO RICO

MEXICO

COSTA RICA

GUATEMALA

EL SALVADOR

COLOMBIA

PANAMA

NICARAGUA

HONDURAS

CUBA

HAITI

JAMAICA

NORTHERN
IRELAND

SCOTLAND

IRELAND

WALES
ENGLAND

SWITZERLAND

FRANCE

ICELAND

BELGIUM

LUXEMBOURG

ITALY

BULGARIA

ROMANIA

LITHUANIA

DENMARK

NETHERLANDS
POLAND

SLOVAKIA

MACEDONIA

SERBIA

CROATIA

SLOVENIA

AUSTRIA

HUNGARY

BOSNIA/
HERZEGOVINA

ALBANIA

GERMANY

CZECH REPUBLIC

TUNISIA

MALLORCA

GREECE

CRETE

TURKEY

MOLDOVA

UKRAINE

BELARUS

RUSSIA

LATVIA

ESTONIA

SWEDEN

NORWAY

FINLAND

CÔTE
D’IVOIRE

MOROCCO

ALGERIA

TUNISIA

LIBYA

CHADNIGERMALI

GAMBIA

TOGO

NIGERIA

EQUATORIAL
GUINEA

GABON

CONGO

CAMEROON

CENTRAL
AFRICAN
REPUBLIC

ANGOLA

ZAMBIA

NAMIBIA

BOTSWANA

ZIMBABWE

MOZAMBIQUE

DJIBOUTI

SOMALIA

ETHIOPIA

UGANDA
DEM. REP.

OF THE
CONGO
(ZAIRE)

BURUNDI

RWANDA

KENYA

MALAWI

TANZANIA

MADAGASCAR

SWAZILAND

LESOTHO

SOUTH
AFRICA

SENEGAL

GUINEA

LIBERIA

SIERRA LEONE

GUINEA-BISSAU

GHANA
BENIN

BURKINA
FASO

MAURITANIA

WESTERN 
SAHARA

UNITED ARAB
EMIRATES

SUDAN
YEMEN

ERITREA

SAUDI ARABIA
OMAN

INDIA

EGYPT

ISRAELJORDAN

QATAR

KUWAIT

AFGHANISTAN

PAKISTAN

TURKEY

SYRIA

TASMANIA

LEBANON IRAQ IRAN

NEW ZEALAND

PHILIPPINES

PAPUA
NEW GUINEA

INDONESIA

MALAYSIA

VANUATU

NEW
CALEDONIAA U S T R A L I A

NORTH 
KOREA

MONGOLIA

SOUTH 
KOREA

TAIWAN

VIETNAM

BRUNEI

SUMATRA

CAMBODIA

LAOS

INDIA BANGLADESH

CHINA

BHUTAN
NEPAL

PAKISTAN

MYANMAR
(BURMA)

THAILAND

JAPAN

SPAIN

PORTUGAL

MOROCCO ALGERIA

CYPRUS

DOMINICAN
REPUBLIC

MALTA

CORSICA

SARDINIA

SICILY
MAURITIUS
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L
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A
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E
 L

IN
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MANAGUA

JACKSON

G U L F
O F  A L A S K A

P A C I F I C
O C E A N

P A C I F I C  O C E A N

G U L F  O F  M E X I C O

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

N O R T H  A T L A N T I C  O C E A N

P A C I F I C  O C E A N

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

A T L A N T I C
O C E A N

M E D I T E R R A N E A N  S E A

M E D I T E R R A N E A N
S E A

B L A C K  S E A

S O U T H  A T L A N T I C  O C E A N

I N D I A N  O C E A N

A R A B I A N
S E A

N O R T H
P A C I F I C

O C E A N

P H I L I P P I N E
S E AB A Y  O F

B E N G A L

I N D I A N  O C E A N

BRUSSELS

N O R T H  A T L A N T I C  O C E A N

B A Y  O F  B I S C A Y

B A L T I C  S E A

N O R T H  S E A

A D R I AT I C
S E A

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

JACKSON

G U L F  O F
A L A S K A

P A C I F I C
O C E A N

P A C I F I C  O C E A N

G U L F  O F  M E X I C O

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

N O R T H  A T L A N T I C  O C E A N

N O R T H
A T L A N T I C

O C E A N

P A C I F I C  O C E A N

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

A T L A N T I C
O C E A N

TRINIDAD

TRINIDAD

COZUMEL

CANCÚN

BELIZE CITY

SAN PEDRO SULA

TEGUCIGALPA

MANAGUA

SAN JUAN

MEXICO CITY
COZUMEL

CANCÚN

BELIZE CITY

SAN PEDRO SULA
TEGUCIGALPA

MANAGUA

SAN JUAN

ISLAMABAD

BOSTON

CHIHUAHUA

LEXINGTON

DELHI

FORT-DE-FRANCE

CHARLESTON

GUNNISON/
CRESTED BUTTE

MONROE

CORDOBA

MENDOZA ROSARIO

CORDOBA

SANTA ANA/
ORANGE COUNTY/

JOHN WAYNE
AIRPORT

ROSWELL

SPRINGFIELD

SPRINGFIELD

IQUITOS

PIURA

CUZCO
JULIACA

AREQUIPA

ARICA

LA SERENA

TEMUCO

VALDIVIA

IQUITOS

PIURA

CUZCO JULIACA

AREQUIPA

ARICA

LA SERENA

TEMUCO

VALDIVIA

NADI

SANTA ANA/
ORANGE COUNTY/

JOHN WAYNE
AIRPORT

GUAM

TALLAHASSEE

MUMBAI

BANGALORE CHENNAI

AHMEDABAD

HYDERABAD

KOLKATA

ATHENS

SANTIAGO DE COMPOSTELA

RECIFE

SALVADOR

BELO HORIZONTE

RECIFE

SALVADOR

PUERTO 
PLATA

CHARLESTON

CHARLESTON

LA CORUNA

ASTURIAS

SANTA FE

SANTA FE

BROWNSVILLE

BROWNSVILLE

LAKE 
CHARLES

LAKE CHARLES

MONTGOMERY

MONTGOMERY

TRINIDAD AND TOBAGO

MANHATTAN

MANHATTAN

GEORGE TOWN

GEORGE TOWN

NORTH ELEUTHERA
GOVERNORS HARBOUR

TREASURE CAY

NORTH ELEUTHERA
GOVERNORS HARBOUR

USHUAIA

RIO GALLEGOS

RIO 
GALLEGOS

EL 
CALAFATE

EL 
CALAFATE

COMODORO RIVADAVIA

COMODORO RIVADAVIA

SAN CARLOS 
DE BARILOCHE

SAN CARLOS 
DE BARILOCHE

IGUAZU

IGUAZU

FLAGSTAFF

PRESCOTT

FLAGSTAFF

PRESCOTT

MAMMOTH LAKESSANTA ROSA

MAMMOTH LAKESSANTA ROSA

Time zones indicate Standard Time

American Airlines and American Eagle
and/or AmericanConnection service

American Eagle and/or
AmericanConnection service

Codeshare service with 
non-oneworld Alliance partner* Admirals Club

Seasonal Cities

For details, see American’s Airline Partners
within this section.

Time zones indicate Standard Time

*

*

American Airlines cities

Codeshare service with non-oneworld 
Alliance airline partner and/or Rail partner*

Codeshare service with 
oneworld Alliance partner*

oneworld Alliance destinations

Admirals Club

Seasonal cities

*For details, see American’s Airline Partners
within this section.

Time zones indicate Standard Time

ARUBA

CURAÇAO

American Airlines and American 
Eagle and/or AmericanConnection service

American Eagle and/or
AmericanConnection service

Codeshare service with 
non-oneworld Alliance partner*

Admirals Club

Seasonal cities

For details, see American’s Airline Partners within this section.

Codeshare service with 
oneworld Alliance partner*

oneworld Alliance destinations   

*

Codeshare service with oneworld 
Alliance partner*

oneworld 
Alliance 
destinations       

ROSWELL

FALKLAND
ISLANDS

FALKLAND
ISLANDS

MADEIRA
ISLANDS

CANARY
ISLANDS

GRAN CANARIASANTA CRUZ
DE LA PALMA

TENERIFE
REINASFI

TAMPICO
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IBIZA

MONTENEGRO

REIMS

METZ

VIGO

OSLO

COPENHAGEN

STOCKHOLM

HELSINKI

WARSAW

VIENNA

BUDAPEST

HAMBURG

LONDON

PARIS

JERSEY

FRANKFURT

ZÜRICH

BIRMINGHAM

BRISTOL

LILLE

LE MANS

TOURS

BASEL

DÜSSELDORF

ESSEN DORTMUND

KASSEL

BERLIN
GÖTTINGEN

FREIBURG

WÜRZBURG

AMSTERDAM

MUNICH

STUTTGART

NÜRNBERG

PRAGUEMANNHEIM

HANOVER

STRASBOURG

MANCHESTER

VENICE

GENEVA

BONN

COLOGNE

MILAN

LYON

TOULOUSE

VALENCE

MONTPELLIER
NÎMES

PISA

BOLOGNA

ROME

NAPLES

MARSEILLE

AIX-EN-PROVENCE

BARCELONA

AVIGNON

PALMA 

NICE

RENNES

NANTES

POITIERS

BORDEAUX

LISBON

MADRID

ANGERS

MÁLAGA

DUBLIN

EDINBURGH

NEWCASTLE

ABERDEEN

GLASGOW

BELGRADE

PRIŠTINA

BUCHAREST

ISTANBUL

LUXEMBOURG

FLORENCE

GÖTEBORG

TURIN

CASABLANCA

DRESDEN

LEIPZIG

ERFURT

PORTO

SOFIA

CORK

SHANNON

STRAUSBERG

BILBAO

VALENCIA

ALICANTE

SEVILLA

JEREZ DE LA FRONTERA

NORTHERN
IRELAND

SCOTLAND

IRELAND

WALES
ENGLAND

SWITZERLAND

FRANCE

ICELAND

BELGIUM

LUXEMBOURG

ITALY

BULGARIA

ROMANIA

LITHUANIA

DENMARK

NETHERLANDS
POLAND

SLOVAKIA

MACEDONIA

SERBIA

CROATIA

SLOVENIA

AUSTRIA

HUNGARY

BOSNIA/
HERZEGOVINA

ALBANIA

GERMANY

CZECH REPUBLIC

TUNISIA

MALLORCA

GREECE

CRETE

TURKEY

MOLDOVA

UKRAINE

BELARUS

RUSSIA

LATVIA

ESTONIA

SWEDEN

NORWAY

FINLAND

SPAIN

PORTUGAL

MOROCCO ALGERIA

CORSICA

SARDINIA

SICILY

GRANADA

M E D I T E R R A N E A N  S E A

M E D I T E R R A N E A N
S E A

B L A C K  S E A

BRUSSELS

N O R T H  A T L A N T I C  O C E A N

B A Y  O F  B I S C A Y

B A L T I C  S E A

N O R T H  S E A

A D R I AT I C
S E A

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

ATHENS

SANTIAGO DE COMPOSTELA

LA CORUNA

ASTURIAS

*

American Airlines cities

Codeshare service with non-oneworld 
Alliance airline partner and/or Rail partner*

Codeshare service with 
oneworld Alliance partner*

oneworld Alliance destinations

Admirals Club

 Seasonal cities

*For details, see American’s Airline Partners
within this section.

Time zones indicate Standard Time

CHRISTCHURCH

WELLINGTON

AUCKLAND

ADELAIDE

MELBOURNE

QUEENSTOWN

TASMANIA

NEW ZEALAND

MUMBAI

BANGALORE
CHENNAI

AHMEDABAD

HYDERABAD

DOUALA

CONAKRY

YAOUNDÉ

ENTEBBE

NAIROBI

DAKAR

CASABLANCA
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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 In-fl ight

Português 

O formulário I-94, Registro de Ch-
egada/Saída, deve ser preenchido 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 Es-
tados 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. Data de emissão do    
 passaporte (dia/mês/ano)

7. Data de vencimento do   
 passaporte (dia/mês/ano)

8. Número do passaporte

9. Companhia aérea e número do vôo

10. País de residência

11. Cidade de embarque

12. Cidade da emissão do visto

13. Data da emissão (dia/mês/ano)

14. Endereço enquanto estiver nos 
 Estados Unidos (Número e rua)

15. Cidade e Estado

16. Telefone onde poderá ser 
  localizado nos EUA

17. Endereço de e-mail

18. Sobrenome

19. Nome

20. Data de nascimento (dia/mês/ano)

21. País de cidadania

Français

Tous les ressortissants étrangers, à 
l’exception des ressortissants améric-
ains, 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, doivent com-
pléter 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 remercions 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. Date de délivrance du passeport
 (jour/mois/an)

7. Date d’ expiration du passeport
 (jour/mois/an)

8. Numéro de passeport

9. Ligne aérienne et numéro de vol

10. Pays de résidence

11. Ville où vous avez 
 embarqué

12. Ville où le visa a été délivré

13. Date de délivrance (jour/mois/an)

14. Adresse lors de votre séjour aux
 Etats-Unis (Numéro et rue)

15. Ville et état

16. Numéro de téléphone aux États-
 Unis permettant de prendre 
 contact avec vous

17. Adresse électronique

18. Nom de famille

19. Prénom

20. Date de naissance (jour/mois/an)

21. Pays de nationalité

Español  

El formulario I-94, Registro de 
Llegada/Salida, debe ser llenado por 
toda persona (excepto ciudadanos 
de los Estados Unidos, extranjeros 
residentes en Estados Unidos que están 
regresando, extranjeros con visa de 
inmigrante, y ciudadanos 
de Canadá de visita o de tránsito). 
Este formulario 
registra la llegada y salida de visi-
tantes a los Estados Unidos. Escriba en 
el anverso solamente, con letra mayús-
cula y en inglés.  Guarde este formu-
lario 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. Fecha en que se expidió el 
 pasaporte (día/mes/año)

7. Fecha en que expira el pasaporte
 (día/mes/año)

8. Número de pasaporte

9. Línea aérea y número de vuelo

10. País donde Ud. vive

11. Ciudad donde abordó el avión

12. Ciudad donde se emitió su visa

13. Fecha emitida (día/mes/año)

14. Su dirección mientras esté en los
 Estados Unidos (Número y calle)

15. Ciudad y Estado

16. Número telefónico dónde 
 localizarlo en Estados Unidos

17. Dirección electrónica (email) 

18. Apellido paterno

19. Primer nombre

20. Fecha de nacimiento (día/mes/
 año)

21. País de ciudadanía
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The I-94W Nonimmigrant Visa Waiver Arrival/Departure form must be completed by every nonim-
migrant visitor not in possession of a valid visa who is a national of one of the following countries:

ANDORRA

AUSTRALIA

AUSTRIA

BELGIUM

BRUNEI

CZECH REPUBLIC

DENMARK

ESTONIA

FINLAND

FRANCE

GERMANY

HUNGARY

ICELAND

IRELAND

ITALY

JAPAN

LATVIA

LIECHTENSTEIN

LITHUANIA

LUXEMBOURG

MALTA

MONACO

NETHERLANDS

NEW ZEALAND

NORWAY

PORTUGAL

SAN MARINO

SINGAPORE

SLOVAK REPUBLIC

SLOVENIA

SOUTH KOREA

SPAIN

SWEDEN

SWITZERLAND

UNITED KINGDOM

I-94W Visa Waiver Form

Import Restrictions: There are strict procedures and vet-
erinary controls on the introduction of products of animal 
origin into the European Union. Travelers must surrender 
these products to Customs in order to avoid fi nes and/or 
criminal prosecution. Please check notices in the baggage 
hall for additional information.

Japanese

DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

OMB No. 1651-0111

OMB No. 1651-0111

OMB No. 1651-0111

CBP Form I-94 (05/08)

CBP Form I-94 (05/08)

CBP Form I-94 (05/08)

STAPLE HERESee Other Side

Admission Number

Arrival Record

000000000 00

Admission Number

Departure Record

000000000 00

1. Family Name

2. First (Given) Name 3. Birth Date (DD/MM/YY)

4. Country of Citizenship 5. Sex (Male or Female)

8. Passport Number 9. Airline and Flight Number

10. Country Where You Live 11. Country Where You Boarded

12. City Where Visa Was Issued 13. Date Issued (DD/MM/YY)

14. Address While in the United States (Number and Street)

16. Telephone Number in the U.S. Where You Can be Reached

17. Email Address

18. Family Name

19. First (Given) Name 20. Birth Date (DD/MM/YY)

21. Country of Citizenship

DEPARTMENT OF HOMELAND SECURITY
U.S. Customs and Border Protection

15. City and State

6. Passport Issue Date (DD/MM/YY) 7. Passport Expiration Date (DD/MM/YY)

Welcome to the United States
I-94 Arrival/Departure Record

Instructions
This form must be completed by all persons except U.S. Citizens, returning resident aliens, 
aliens with immigrant visas, and Canadian Citizens visiting or in transit. 

Type or print legibly with pen in ALL CAPITAL LETTERS. Use English. Do not write on the 
back of this form.

This form is in two parts. Please complete both the Arrival Record (Items 1 through 17) and 
the Departure Record (Items 18 through 21).

When all items are completed, present this form to the CBP Officer.

Item 9 - 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.
5 U.S.C. § 552a(e)(3) Privacy Act Notice: Information collected on this form is required by Title 8 of the U.S. Code, 
including the INA (8 U.S.C. 1103, 1187), and 8 CFR 235.1, 264, and 1235.1. The purposes for this collection are to 
give the terms of admission and document the arrival and departure of nonimmigrant aliens to the U.S. The 
information solicited on this form may be made available to other government agencies for law enforcement purposes 
or to assist DHS in determining your admissibility. All nonimmigrant aliens seeking admission to the U.S., unless 
otherwise exempted, must provide this information. Failure to provide this information may deny you entry to the 
United States and result in your removal.

English
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The Wright brothers were, of course, 
dubbed liars for claiming they could fly. If 
Spaceport America seems equally ludicrous, 
consider that the New Mexico Spaceport 
Authority has let $90 million in contracts 
and boasts clients such as Virgin Galactic 
and Lockheed Martin. Plans for construction 
of tourist welcome centers in Truth or 
Consequences and Hatch, New Mexico, are in 
the works for next year, and there’s even a 
hard-hat tour of the construction site (www 
.spaceportamerica.com).

On the tour, what strikes you is the history 
of the place — explorers seeking new worlds, 
overcoming nature’s odds. Spaceport America 
lies in a barren stretch of New Mexico known 
as El Jornada del Muerto, or the Journey 
of Death, because of its lack of water. That 
didn’t faze Spanish conquistador Don Juan 
de Oñate, who somehow survived a trip up El 
Camino Real with 400 people and 7,000 head 
of cattle. The trail became a busy trade route 
between Mexico City and Santa Fe, luring 
army scout Kit Carson and Apache warrior 
Geronimo as well as outlaw Billy the Kid.

Today in New Mexico, the dry weather 
and desert isolation that proved so daunting 
to early travelers are what appeal to the 
rocketeers. The father of modern rocketry, J. 
Robert Oppenheimer, fled to Roswell in the 
mid-1940s after being ridiculed for his ideas. 
Werner von Braun launched his V-2 rocket — 
the first human artifact to go suborbital — 
from nearby White Sands Proving Ground in 

the 1940s. NASA still uses White Sands for 
astronaut training and as a communications 
hub for its satellites worldwide.

Spaceport America takes advantage of 
White Sands’ no-fly zone — one of only two 
in the U.S. where all commercial air traffic is 
banned (the other is over the White House). 
It doesn’t hurt that the area also offers 
300-plus days of ideal weather and a mile-
high elevation, which saves energy and fuel. 
Stand out on the desert floor now, and you 
can already catch experimental rockets 
going up from spaceport land: There were 
three launches in 2009, including a secretive 
Lockheed Martin test shot, with four or five 
set for this year. One client — Celestis Inc. 
— sends up the ashes of loved ones for sub-
space memorials.

“The idea is to create a low-cost window 
to space,” says David Wilson, a one-time 
Spaceport skeptic who is now Spaceport 
America’s PR man. “It’s not all about space 
tourism. That’s the sexy thing. It’s about the 
emerging commercial space industry. The 
bigger deal is incubating a spaceline, traveling 
from Spaceport America to Australia in a 
couple of hours, skating on the edge of space 
where there is no atmosphere,” says Wilson.

Lunatic maybe, but I keep thinking of Steve 
Waid out there, his hand on that massive 
Caterpillar, watching the paver lay asphalt 
for the runway. The Wright brothers and Don 
Juan de Oñate seemed crazy too. Look how 
that turned out.

StEvE WAId StANdS in the middle of 
the Chihuahuan Desert, listening to the 
sound of the future. We’re in the middle of 
nowhere — 32 miles from the nearest town, 
Truth or Consequences, New Mexico — 
on land sacred since the 1500s, when the 
Spaniards first trekked through New Mexico 
on El Camino Real, or the Royal Road. Today, 
trucks carrying asphalt thunder past us while 
Peterbilt “belly dump” trailers lumber along 
with their cargo of aggregate rock. A paver 
beeps as it creates a layer cake of hot asphalt 
atop soil and cement.

A dust devil swirls off in the distance, 
reminding us just how desolate this place is. 
At night, rabbits and coyote take back the 
land from man and his machines.

Waid, an employee of David Montoya 
Construction and a New Mexico native, is 
overseeing construction of the 200-foot-
wide and nearly two-mile-long runway, 
the first phase of Spaceport America. It is 
the world’s first purpose-built spaceport 
designed specifically for commercial space 
travel. “This isn’t a pie-in-the-sky deal. I’m 
building a spaceport,” Waid says, patting a 
Caterpillar. The spaceport’s runway should be 
finished this summer, he says, as construction 
continues on the Terminal Hangar Facility — 
a futuristic bit of architecture where private 
astronauts (each paying up to $200,000 to 
Virgin Galactic) will check in and train before 
taking a thrill ride into suborbital space.

It could all happen as early as 2011. Yet 
despite the tech wizardry of the spaceships, 
the spaceport itself couldn’t be simpler: 
cement and asphalt launching a dream. Waid, 
as project engineer for the runway, oversees 
bulldozers and graders fitted with lasers, 
robotics, and a GPS to make sure the landing 
strip is exactly 48 inches thick, which includes 
a base of two feet of compacted soil, covered 
by six inches of soil cement, then four inches 
of asphalt, topped by a 14-inch-thick layer of 
concrete, all for spacecraft that will literally 
glide back to Earth from nearly 70 miles up. 
“Romans invented concrete, and now we’re 
using the same material for private space 
travel,” muses Waid. “I’m so proud of this 
project and so proud to be part of it. My 
family goes back to the Spanish land grants 
in the 1500s here in New Mexico.”

By Cathy Booth Thomas

Countdown to  
Spaceport America
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New. 

Our best headphones. Since we introduced the world’s 
first noise cancelling headphones over 20 years ago, we 
have conducted continuous research to improve this tech-
nology. Now, we have engineered significant advances 
in noise reduction to make the QC®15 headphones our 
quietest ever. Exclusive Bose technologies electronically 
sense more of the sounds around you, reducing more 
noise across a wider range of frequencies. And we didn’t 
stop there. We developed a new ear cushion that further 
reduces unwanted noise. It works in harmony with the 
electronics to deliver a better listening experience and a 
comfortable fit.

Try them for yourself risk free. When you fly, the 
engine roar fades even further away. When you listen to 
music at home or at work, fewer distractions get in the 
way. Less noise, along with our acclaimed lifelike sound, 
a fit that stays comfortable for hours and the quality 
you expect from Bose. It all adds up to a combination of 
benefits unmatched in the industry. So now you can relax 
and appreciate music, movies or just some serenity more 
than ever before. We invite you to try QC15 headphones 
for yourself risk free for 30 days. And when you call, ask 
about making 12 easy payments, with no interest 
charges from Bose.* We’re so sure you’ll be delighted, 
we’ll even pay to ship them to your door. 

Quieter than ever before.
Introducing Bose® QuietComfort®

 
15 Acoustic Noise Cancelling® headphones.

To order or learn more: 

1-800-760-4305, ext. Q7663 or visit Bose.com/QC

*Bose payment plan available on orders of $299-$1500 paid by major credit card. Separate financing offers 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. ©2010 Bose Corporation. 
Patent rights issued and/or pending. The distinctive design of the headphone oval ring is a trademark of Bose Corporation. Financing and free shipping offers 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. C_007915

Welcome to an even quieter world.
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