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SPECIAL HOLIDAY HOURS: 59TH STREET & LEXINGTON AVENUE, NEW YORK, 212-705-2000:  TUESDAY THROUGH MONDAY 9-10 • SOHO, 504 BROADWAY, NEW YORK 212-729-5900:  TUESDAY THROUGH MONDAY 10-10 • 175 BLOOMINGDALE RD, WHITE PLAINS, 914-684-6200:   TUESDAY 
THROUGH SATURDAY 9-10; SUNDAY AND MONDAY 9-11 • ROOSEVELT FIELD MALL, GARDEN CITY: FURNITURE GALLERY 516-620-6400:  TUESDAY THROUGH SATURDAY 9-10; SUNDAY 10-9; MONDAY 9-10 • ROOSEVELT FIELD MALL, GARDEN CITY: HOME AND FASHION STORE 516-873-2700, 
TUESDAY THROUGH THURSDAY 9-10; FRIDAY THROUGH MONDAY 9-11 • WALT WHITMAN MALL, HUNTINGTON, 631-425-6700:  TUESDAY THROUGH THURSDAY 9-10; FRIDAY THROUGH MONDAY 9-11 • THE SHOPS AT RIVERSIDE, HACKENSACK, 201-457-2000:  TUESDAY THROUGH THURSDAY 9-10; 
FRIDAY AND SATURDAY 9-11; CLOSED SUNDAY; MONDAY 9-11 • THE MALL AT SHORT HILLS, SHORT HILLS, 973-548-2200:  TUESDAY THROUGH THURSDAY 9-10; FRIDAY THROUGH MONDAY 9-11 • BRIDGEWATER COMMONS, BRIDGEWATER 908-762-2400:  TUESDAY THROUGH THURSDAY 9-10; 

FRIDAY THROUGH MONDAY 9-11  • WILLOWBROOK MALL, WAYNE 973-582-2400:  TUESDAY THROUGH THURSDAY 9-10; FRIDAY THROUGH MONDAY 9-11
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In this toolkit, we’ve assembled best practice guidelines 
to help you develop effective communications that 
support the company’s strategic initiatives, support 
agents’ ability to quote, sell and service business,  
and, most importantly, to engage readers.

Nathanial Hawthorne wrote that easy reading is hard 
writing. Although the toolkit cannot alleviate all of 
the challenges we face when approaching a difficult 
assignment, it will provide guidelines that, based on our 
experience, can remove stumbling blocks. By clearing the 
path with simple rules and practical examples, we can 
focus on making our communications easy reading for 
the audience. 

WHAt four bAsic principLes buiLd tHe foundAtion 
for An eAsy reAding experience?

1. Capture readers’ attention by explaining what’s in it
for them as soon as possible.

2. Clearly state who, what, why, when and how; show
rather than tell.

3. Determine what readers must know versus what they 
should know; emphasize accordingly.

4. Make every word count; minimize jargon.

by AdHering to tHe principLes outLined in tHe 
tooLkit, We AnticipAte tHe foLLoWing outcoMes:

We welcome you to read through the toolkit, look 
at the examples, and consider how the four basic 
principles apply to your writing. Whether you are 
developing a concise requirements document, 
preparing a persuasive business case, or making a 
submission to the Communications Database, this guide 
can help you convey your message more effectively.

For Agents

Increase agent readership.
Contribute to the recognition  
of MetLife Auto & Home as a 
producer-focused company.

Help BrINg  
everyoNe  
to tHe sAMe 
UNDerstANDINg.

proMote  
CoNsIsteNt  
CorporAte  
BrANDINg. 

For Customers
Support our customers’ 
understanding of the situation
Build trust and support retention.

For InternAl 
AssoCIAtes

Provide clear and detailed 
information that supports  
their knowledge of products  
and processes.

Will agents know whether 
the information applies to 

them within 5 seconds?
]A Guide

A Guide to Formatting and Composing Effective 
Communications for the MetLife Auto & Home Audience

tAbLe of contents
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this easy reading Checklist expands each of the four 
basic principles with a series of questions.  Use it as 
an editing tool to help your writing serve producers’ 
needs and the company’s goals.

cApture reAders’ Attention by expLAining 
WHAt’s in it for tHeM As soon As possibLe.

Have you used language that will resonate with the 
agents?  
In the introduction and at other critical points of the 
document, explain how the change affects the agents 
with respect to:

ease, efficiency and flexibility•	

time spent with customers•	

Finances and compensation•	

cLeArLy stAte WHo, WHAt, WHen And HoW.  
sHoW rAtHer tHAn teLL.

Is the content specific? 

Does it meet the needs of both the company and the 
agency?

Is your writing expressive, and not impressive?

Have you used the format tools available with the 
software?

deterMine WHAt your reAders Must knoW 
versus WHAt tHey sHouLd knoW: eMpHAsize 
AccordingLy.

Did you write from the agents’ point of view?

Is your most important point obvious?

Will agents know what to do next?

MAke every Word count; MiniMize jArgon.

Have you set aside the document then reread it later?

Is the tone of the communication appropriate  
for agents?

Do the sentences average about 15 words? 

Are the words three syllables or less?

Are the paragraphs short?

Have you removed unnecessary words? 

If you must use jargon, have you clarified its meaning?

reAdAbiLity LeveLs

the appropriate “readability“ level for most business 
writing is the eighth to tenth grade. Highly technical 
writing may need to be at the twelfth-grade level. 

to measure content readability, use a passage of at 
least 100 words. Add the average number of words per 
sentence to the percentage (treat as a whole number) 
of words with three of more syllables. Multiply the 
total by .4 and round up or down to determine the 
grade level of your writing. 

For example: 12 average number  
of words per sentence

+10  percentage of big words

22 total x .4 = 9th grade 

source: www.alexcommunications.com 6/2009

titLes

 the title you choose for the bulletin should resonate 
with the reader. the more power-packed the title is, 
the better chance you have of capturing the  
agent’s attention. 

titles that concretely describe the content of the 
bulletin work best. Here are a few examples:

three options to Complete policy resends via Download•	

Ars prior Carrier look-up Function enhanced•	
[process is named, enhancement = good]

recurring Credit Card promotion •	

New Message on Nonpayment Cancellations•	

introduction 

your first opportunity for communicating the key 
message is in the introductory paragraph. the 
introduction should consist of two or three sentences 
with 15 to 18 words. explain how the change 
relates to work efficiency, the customer experience 
compensation or other issues important to agents. 
Here are three examples:

1. A teLegrApHic version of tHe buLLetin’s 
entire content:

the state of Florida requires a minimum down payment
amount equal to 60 days of premium for auto policies. 
to ensure consistency across all pay plans, beginning 
september 10, 2009, monthly recurring Credit Card 
(rCC), expressIt®, payroll deduction and home account
bill pay plans will require down payments of:

34% for semi-annual auto policies •	

17% for annual auto policies•	

2. An overvieW stAteMent setting up 
expLAnAtory buLLet points:

serving grandprotect® customers is about to 
become easier. on october 22, we are introducing 
multiple enhancements to make selling and servicing
grandprotect packages more convenient.

3. A direct stAteMent of WHAt tHe cHAnge 
or AnnounceMent is:

As a result of your feedback, we have implemented 
an automatic reply message for the iaagentmail@
metlife.com mailbox. Now, when you send customer 
correspondence to the mailbox, you will receive an 
automated confirmation that your message was 
successfully delivered. your request will be processed
and/or replied to by our servicing teams.

 Easy Reading 

Checklist for Writers

Principle One: Capture Your Reader’s Attention.

1
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If you think you captured the reader’s attention with a 
catchy title and a succinct introductory paragraph that 
provides a telegraphic version of the entire content, and

If the body of the communication supports 
and develops the information presented in the 
introduction, and

If you explained how the change impacts your 
audience, and reinforced the message in a concluding 
sentence or paragraph...

you are ready to proofread the communication for key 
message development, clarity and coherence.

proofreAding tips

“sleep on it.” give yourself some distance from the 
content so you read it with a fresh eye.

Work from a printed version, not from a computer 
screen.

play the role of the reader; react to the material as the  
audience would.

Ask others to read your writing and provide feedback.

tone And cLArity

the tone of your document should be appropriate 
to your topic and purpose. tone may be serious 
or humorous, formal or informal, personal or 
impersonal. Metlife Auto & Home uses what could be 
called a business-casual tone in its communications. 
It is professional without being laden with jargon; 
helpful but not bossy; friendly without being 
personal. tone is a subjective, challenging part of 
writing. If you’re struggling with wording, the best 
step is to “sleep on it.”

MAke every Word count

to paraphrase Nathanial Hawthorne, easy reading is 
not easy writing. selecting the right words to capture 
readers’ attention and deliver key messages takes time. 
Consider the examples below. 

1] look for jargon as you proofread your communication.
replace jargon with terms that can be understood by 
anyone who reads the document.

the ACorD 63 Fraud statement will be included in 
the application print stream for certain states and 
lines of business.

the ACorD 63 Fraud statement will print with the 
application for certain states and lines of business.

2] economize your language. In most cases, short 
words (one or two syllables) contained in short 
sentences (15 – 25 words) will create more of an impact 
upon the reader. According to many studies, the 
appropriate reading level for most business writing is 
the eighth to tenth grade. Most major metropolitan 
newspapers are written at the sixth grade level. 

concise And direct

Agents quoting in CA may encounter errors ordering 
Motor vehicle reports (Mvrs) due to a mismatch 
between the Metlife Auto & Home systems and the 
database for Choicepoint®. 

coMMunicAtion body 

In the body of the communication, your content 
should support and develop the information provided 
in the introduction. 

Using the “who, what, when and where” questions 
can help you collect the right information about your 
topic. Although not all the questions will apply to 
every topic, they can generate other questions and 
answers for developing your topic. 

you may find it helpful to brainstorm on paper the 
who, what, when and where answers as you think 
of them. After you have exhausted your thoughts 
of the important related information, review what 
you’ve written. Identify how the change impacts your 
audience. Determine how you can most succinctly 
elaborate your key message. Will a chart, a table, 
screen shot or other visual aid the explanation?

equipped with this knowledge, delete incidental 
information that does not directly contribute to your 
communication points. Next, arrange the information 
in an order easily understandable to your readers. 
then repeat your key message.

feAture tHe good neWs; don’t Hide tHe  
bAd neWs 

provide information about how the change affects the 
reader’s workflow and/or customer interactions. the 
introduction should have alluded to the “flavor” of 
the news. the body of the communication should spell 
it out. 

When the news is less than positive, offer reasons 
for the change to help the reader understand the 
background. speaking points, FAQs or a time frame for 
resolution are also helpful.

WHenever possibLe, sHoW rAtHer tHAn teLL 

Attach supporting forms or documentation to the 
communication. Use screen captures from the BrD 
or Ars test, or mymetlife.com, to illustrate what the 
audience needs to understand.

the screen capture should match your reader’s view.

Always modify information on screen captures that 
could identify an associate or customer.

LeAve A strong finAL iMpression

the conclusion of the communication should reinforce 
the main idea presented in the introduction. A good 
conclusion gives the content a sense of completeness. 
the audience should feel satisfied with the 
information provided in the communication. you don’t 
want to leave them hanging. Ask yourself what you 
want the audience to remember most about the topic.

restating the key message may be sufficient.

If you are communicating a new or changed process, 
do certain steps need to be emphasized? 

Is it appropriate to provide encouragement, gratitude, 
or recognition?

provide AdditionAL resources

some readers enjoy finding out more about the 
topic. Add value to the communication by linking 
to a related industry article or Web site. refer to 
previous communications that contain background 
information. suggest that the reader access a pertinent 
eleArNINg module or other tool. Not everyone will 
take advantage of your suggestion, but those who do 
will appreciate the notification.

Principles Two and Three: Be specific; emphasize accordingly. Principle Four: Make every word count.

432
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confusing And overWritten

technical error reporting text boxes are sometimes 
generated when new business producers initiate a 
behind the scenes call from the Agent resource site (Ars) 
to the computer systems that our vendor Choicepoint® 
uses for collecting and distributing Motor vehicle reports 
(aka Mvr reports) to its clients, including our company. 
this difficulty occurs in situations in which producer 
data recorded and maintained by Metlife Auto & Home 
is not properly reconciled with producer data records 
housed by Choicepoint. It is our good fortune that these 
frustrating encounters with technical errors in this system 
area are confined to situations in which producers are 
entering information to provide automobile insurance 
quotes to potential customers residing in the state of 
California.

3] giving a little extra thought to the verbs you select 
will add energy to your writing. Consider the difference
the more precise verbs make in these examples:

After reviewing our loss experience and hail activity 
over the last several years, we are changing the 
underwriting guidelines for composition roofs in  
19 texas territories.

After analyzing our loss experience and hail activity over 
the last several years, we are relaxing the underwriting 
guidelines for composition roofs in 19 texas territories.

4] Not every message can have a positive spin, but even 
in the face of a less than favorable message, using as 
few negatives as possible will present a sense of rapport 
and goodwill with the reader.

We are introducing a new, one-page teXAs MolD 
reMeDIAtIoN ForM that is easier for customers to 
understand and complete. the format of the old form—
two pages long, with the signature line on the second 
page—generated a high volume of incomplete and/or 
missing forms being returned to us. We expect these 
changes to reduce the number of incomplete forms and 
improve the agent and customer experience.

our new one-page teXAs MolD reMeDIAtIoN ForM 
is easier for customers to understand and complete. As 
a result of the enhancements, we expect customers to 
complete and return a larger volume of forms. We also 
anticipate that agents will have a better experience 
discussing the form with their customers.

poLicy revieW process AutoMAted on Ars 

the policy review process has been automated! As of 
April 23rd, when you access your Agent policy review 
list on Agent resource site (Ars), you’ll see several new 
time-saving features and benefits. Now, customized 
policy reviews can fit into your work flow.

service is A coMpetitive AdvAntAge

service is a competitive advantage, and policy reviews 
help grow your business because they promote  
long-term relationships with your customers. positive,  
regular policy reviews demonstrate your interest in  
their insurance needs. As a result, your customers: 

Feel greater satisfaction about doing business with you,•	

Are more likely to retain their existing policies with •	
you, and

Will want to refer friends and family members to you.•	

key feAtures of tHe AutoMAted process on Ars 

policy review Checklist: A new link on the left 
navigation menu titled policy review will take you  
to an online checklist from any page within a policy.

policy review Confirmation: When you submit the 
online checklist or try to exit from the policy, an 
online Confirmation page will display. Key outcomes 
from the policy review conversation pre-fill the 
Confirmation page.

pend: Ars will automatically save customer names on 
your Agent policy review list for three months from 
the time they’re originally added to the list, unless you 
complete a policy review before then. the three-month 
window gives you the time you need to reach out to 
customers you really want to contact.

#1 – cLick poLicy revieW on Left nAv bAr

to begin a policy review, go to your Agent policy review 
list on Ars and click the policy. From the Coverage 
summary page, click policy review in the left navigation 
panel. the online Checklist will display.

the Checklist is available for•	
Auto, Home, Boat and pelp 
policies.

the Checklist helps you track•	
cross-selling, referrals and 
follow-up dates.

#2 – coMpLete tHe poLicy revieW cHeckList

Complete the checklist as you discuss policy coverages, 
discounts, life events, etc. with your customer.

#3 – confirM And sAve tHe inforMAtion

Whenever you navigate off the Checklist screen, the •	
information you’ve entered will automatically save, 
and the policy review Confirmation page will display.

When you don’t finish a •	
review, use the save “I will 
finish later” button on the 
Confirmation page to save the
Checklist data.

view and/or edit previously •	
saved reviews by clicking the 
policy review History folder at 
the bottom of the Checklist page.

WHy conduct custoMer poLicy revieWs? 

According to surveys conducted by a leading research 
company, customers whose insurance providers review 
their needs on a regular basis are more satisfied than 
customers whose changing needs are not identified. 
Conducting policy reviews will enhance the relationship
you have with your customers, raise retention levels, 
and provide more opportunities for product sales.

LeArn More WitH eLeArning 

the servicing eleArNINg modules on Ars have been 
updated with the new policy review features. 

go to the Ars home page, then click online training.•	

on the online training page, select Auto or Home•	
Insurance. 

on the next page, select the type of training you •	
want: servicing Demonstration, servicing Interactive
training or servicing reference guide.

If you have questions related to this bulletin, or would 
like more information, please contact your Metlife Auto
& Home regional sales Manager.

Principle Four: Make every word count.

[6]

Communication Example
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Wed., Dec 29
2:00, 5:00
8:00pm

Thurs., Dec 30
2:00, 5:00
8:00pm

Fri., Dec 31
4:00, 7:00* 
10:00pm*

Sat., Jan 1
2:00, 5:00 
8:00pm

Sun., Jan 2
2:00, 5:00 
8:00pm

Added performances for the holiday weekend! 

*Special New Year’s Eve celebration included for the 7pm and 10pm shows.

Group Sales 212.260.8993
800.982.2787ASTOR PLACE THEATRE

434 Lafayette Street  NYC
1.800.BLUEMAN
BLUEMAN.COM

BEST.
GIFT.
EVER.

in a PRESENTATION WITH MUSIC of

OSCAR WILDE’S MASTERPIECE

213-365-3500 OR ORDER ONLINE AT 

SALOME

®

Preferred
Seating

212-239-2980 visa.com/signature

directed by ESTELLE PARSONS

APRIL 14 — MAy 14

26 PERfORMANCES ONLy

AL PACINO

KEVIN ANDERSON
JESSICA CHASTAIN

ROXANNE HART 

“A SMASHING, LuXuRIOuSLy 
ENTERTAINING NEW PRODuCTION 
that chills even as it generates heat. With both a 

scary emotional intensity and a pitch-black sense of 
humor, the performances make Salome as luridly 

immediate as this morning’s tabloids.  
INSPIRED AND SEXy 

AS ALL GET-OuT.”
-ben brantley, the new york times

“WHAT A HOOT! 
A MESMERIZING, PRODuCTION 

that defiantly and outrageously crosses the line 
from the impossible to the brilliant. 

yes folks, AL PACINO IS BACK.”
-linda winer, newsday

“ My ADVICE? DON’T MISS Salome. 
This may be a once in a lifetime chance.”

-liz smith

SPOTCO DESIGN NEW YORK



Glorious Beaches

A week by the sea is especially rejuvenating. Whether the

beach is surf-washed and golden like those on the Atlantic

and Pacific, or powdery and white like the Gulf of Mexico’s

shores, it’s easy to relax and let your mind wander when

you’re by the water.And in coastal resorts like Santa Monica,

Naples, and Miami Beach, there are additional diversions to

tempt you. Will you head straight for the beach after 

breakfast, or spend the morning shopping for antique sterling, postmodern chandeliers, or the

latest fashions? Will you take a picnic down to the water, or have lunch in a harborside 

restaurant, with rare tuna and the freshest organic greens? Down at the shore, more decisions

press.Will you challenge the waves on your son’s boogie board, sculpt a sand castle, or simply

roost on a chaise, watching the birds dive for their dinner? At day’s end, when you head back

to the terrace of your suite, nature may treat you to a spectacular show of late-afternoon

light—the water sparkling like a magician’s cape as far as the horizon, then softening to a 

silvery pink as the sun drops low in the sky. Moonrise over the ocean serves as a harbinger of

an exciting evening ahead. Could life be more perfect?

PERFECT DAYS from SEA to SHINING SEA

Mountain Highs

In the mountains of New England and the West, pristine

snow blankets the mountainsides in winter. Wildflowers

brighten the high meadows in spring. And in fall, the aspens

turn golden while the hardwoods are brilliant orange. To

experience the season, go for a hike with a local naturalist,

or join a trail ride. In winter, get out into the snow on skis—

challenge the moguls and explore the valleys. Or browse in

a 17th-century mining town or an 18th-century clapboard village.You’re likely to find quaint

shops devoted to rustic luxuries, both vintage and newly handmade.

No matter how you pass the hours, it’s easy to appreciate a well-run lodge after an active day.

What could be better than a long soak in an immense tub filled to the r im with steamy water,

followed by stimulating conversation and a sumptuous dinner? Afterward, when you’ve slipped

between the crisp, elegant sheets and been warmed by a pile of plush blankets, the deep stillness

of the mountains surrounds you as you drift off.When you awake, the peak-behind-peak view

out your window demands your attention.And before you know it, you’re bounding out of bed

with just one thought in mind: You never want this sojourn to end.

ARIZONA � 17

CALIFORNIA � 25

COLORADO � 46

DISTRICT of COLUMBIA � 48

FLORIDA � 54

GEORGIA � 72

HAWAII � 73

ILLINOIS � 76

LOUISIANA � 77

MARYLAND � 80

MASSACHUSETTS � 81

MICHIGAN � 82

MISSOURI � 83

NEVADA � 83

NEW MEXICO � 87

NEW YORK � 89

OHIO � 99

OREGON � 100

PENNSYLVANIA � 100

SOUTH CAROLINA � 102

TEXAS � 103

VERMONT � 107

VIRGINIA � 108

WASHINGTON � 109

WEST VIRGINIA � 112

WYOMING � 113

UNITED STATES

Beaches by the Hundred

Bermuda and the Caribbean are paradise for beach lovers.

Amid a thousand different shades of blue water and almost

that many colors of sand, blissful days are yours to enjoy.

Bermuda’s shores are famously rosy and soft. Elsewhere, the

sand comes white, golden, tawny as brown sugar, and even

black. Some beaches are long and straight, others are crescents

flanked by boulders and shaded by dense stands of sea grape

or arching coconut palms. Sometimes you can practically roll out of bed onto the sand. Or you

might have to ramble down a hill, ride a skiff, or swim to reach the cove of your dreams. One

beach might bustle with families waterskiing, while others are undeveloped except for a lone

snack stand, luxury inn, or waterside restaurant. In many places it’s just you, the improbably

turquoise water, and miles of untrammeled sand gently lapped by waves.The whispers of these

waves quickly lull you into a state of intense relaxation. At such moments, the most pressing

question becomes which beach to visit tomorrow. Or whether you’ll dine at the lobster 

barbecue or the torchlit Creole buffet under a million stars.

SAND and SOFT BREEZES, WATER and WILDLIFE

Golf, Caribbean-style

Once upon a time, you wouldn’t have associated the

Caribbean with golf. No longer. Nowadays, you can play

Jamaica, Puerto Rico, and the Dominican Republic for

weeks without repeating a course. Most smaller islands also

have a few layouts. Many of the top course architects have

made their marks here. Count on sea views to provide 

distraction—and gusty breezes to ensure that you pay close

attention to your game. Fairways roll uphill and down, skirting cliff tops, quarry walls, and 

limestone outcrops. Long forced carries over lakes, spiky rocks, vegetation, chasms, and 

crevasses keep you on your toes. Beaches and wetlands crowd the greens.

And there’s one more dimension: wildlife. Monkeys scamper across the tees, pink flamingoes

and white herons roost at the water holes, iguanas the size of your golf bag scuttle across the

fairways, and goats graze in the rough. It’s probably quite a change from your more usual venue.

At the same time, your post-golf massage can be in a treatment suite whose glass floor affords

a perfect view of a reef—or in a simple palapa open to tropical breezes. Should you need further

mellowing, there’s always the relaxing pre-dinner hour on your patio with sea and sunset views.

ANGUILLA � 132

ANTIGUA � 132

BARBADOS � 133

BERMUDA � 133

DOMINICAN REPUBLIC � 135

GRAND CAYMAN � 135

GRENADINES � 138

JAMAICA � 138

PETER ISLAND � 140

PUERTO RICO � 140

ST. BARTHÉLÉMY � 140

ST. JOHN � 141

ST. MARTIN � 141

ST. THOMAS � 141

ST.VINCENT � 143

TURKS & CAICOS � 143

VIRGIN GORDA � 143

BERMUDA AND

THE CARIBBEAN

Wine, Cuisine, and Spectacular Scenery

South Africa inspires euphoria. It’s not only the untamed

bush that you see on safaris; the sense of limitless space has

much to do with it as well. So do the great mountain ranges,

the jagged coastline, the pure, crystalline air, and the urban

pleasures of its great cities. Johannesburg, the capital, is a

vibrant business destination. Stunning Cape Town has

mountains on one side, the Atlantic on the other, and a 

culture that mixes Europe and Africa in beguiling proportions.The ancient granite-sandstone

slab known as Table Mountain, on the edge of the bay, is a signature sight. Evenings, you can

dine on ostrich fillet or duck confit. Not far away, in the lush winelands, wispy clouds flutter

around mountains that tower over deep valleys striped with verdant rows of vines, citrus trees,

or lavender.Thatch-roofed farmhouses gleam through gardens full of roses and hydrangeas, in

the shade of centuries-old camphor trees.Visiting the countryside, you can winery hop to your

heart’s content. Sampling a local Pinotage or a Semillon highlights yet another dimension of

this corner of Africa, one you may never want to leave.

ANTICIPATED and ASTOUNDING WONDERS

Luxury in the Indian Ocean

Off South Africa, the water is icy enough for penguins.

Consequently, when the nation’s citizens want a sun-soaked

beach vacation, they head for the island of Mauritius, 1,250

miles east of the African continent. Here, the acres of sugar-

cane are anchored by small towns inhabited by people of

African, Arab, British, Chinese, French, and Indian heritage.

Restaurants serve the home cooking of all these cultures.

Outside, byways meander past waterfalls, volcanic peaks, mosques, temples, and pagodas.

Meanwhile, hotels and resorts that lend new depth to the concept of pampering edge the coast.

These properties have put Mauritius on the map. Many visitors check into their hotel or resort

and never venture beyond. Nor do they need to, given the perfect beaches, thoughtfully sited

hammocks, roomy chaise lounges, and astonishing spas. Private butlers unpack your gear.

Beach attendants br ing towels and spr itz you with rosewater. Feel like waterskiing,

sailing, or snorkeling? Enjoy.When your appetite awakens, tuck into grilled prawns, crab curry,

or saffron-spiked snapper. At some point a snooze on your private deck will likely beckon.

Simply hang the DO NOT DISTURB sign on your door and prepare for blissful dreams.

THE MIDDLE EAST

AND AFRICA
EGYPT � 214

ISRAEL � 214

MAURITIUS � 215

MOROCCO � 215

SAUDI ARABIA � 216

SOUTH AFRICA � 216

UNITED ARAB EMIRATES � 217

The French Connection 

For sheer Gallic pleasure, the cities of French Canada are

hard to beat. Despite their proximity to the United States,

they feel almost European. In Québec City, the local patois is

Franco-centric. Marvel at the contemporary Canadian art on

display in local galleries and stroll through boutiques stocked

with furs and medieval armor. Or explore local history on

the Plains of Abraham, where Canada’s British future was

decided. In Montréal, the style is both Anglophone and Francophone. Global overtones show

up in local jazz clubs, stylish ethnic cafés, and huge, back-to-back summer music fests.

Both cities derive their charm from the 18th- and 19th-century granite buildings that line

their narrow, twisting streets.The proximity of the St. Lawrence River is a pleasure. It’s a curl

of silver on a brilliant summer day, a ribbon of white in the region’s famously frosty winters.

In every season, you’ll enjoy ubiquitous and hearty bistro fare such as blanquette de veau and

tourtière, Canada’s traditional meat pie. And be sure to try a tarte au sucre—the quintessentially

northern treat otherwise known as sugar pie.When the busy day winds down, enjoy the sauna

in your hotel spa and drift off to sleep under the duvet mounded high on your bed.

PLEASURES in ALL FOUR SEASONS

Canada’s Wild West

Metropolitan Vancouver’s mix of contemporary design and

global cultures is invigorating. The wilderness beyond is

magnetic as well. To the west is Vancouver Island, a rugged

swath of mountains and rain forests bordering the Pacific.To

the east, meandering Highway 99—aptly named the Sea to

Sky Highway—leads past glaciers and waterfalls to Whistler

and Blackcomb, stylish mountain resorts. Still farther east lies

Canada’s craggy, ice-draped Continental Divide with the towns of Banff Springs and Lake

Louise on its eastern flank. In these mountain playgrounds, gourmet restaurants and serious

retail therapy play counterpoint to Mother Nature. In summer, the trail-rich evergreen forests

are a study in brilliant blues and greens, perfect for whitewater rafting, hiking, and fly-fishing.

In winter, skis, boards, snowshoes, and dogsleds lure you out into the downy-light snow that

blankets the countryside. Ready for pure elation? Strap on short skis and carve fresh tracks

through swirling clouds of Canadian powder.You’ll experience a miraculous combination of

speed and seeming weightlessness. Or ice skate under the bright canopy of stars. For the

crowning touch, try a hot stone massage in a skylit spa.

CANADA
ONTARIO � 120

QUÉBEC � 121

ALBERTA � 116

BRITISH COLUMBIA � 117

PRINT COLLATERAL /AMERICAN EXPRESS PLATINMUM
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1. Ganesha’s
Sweet Tooth
by Sanjay Patel  
& Emily Haynes
A fable about  
the Hindu god 
writing an epic 
Sanskrit poem. 
Love PIXAR 
animator Sanjay 
Patel’s stylized 
illustrations! 
Chronicle, $17. 
Ages 2 and up.

2. My Pop-Up
World Atlas
by Anita Ganeri 
Beautiful, 
interactive pages 
feature info 
about each con - 
tinent, including 
landmarks, 
cultural pursuits, 
and economic 
activities. 
Candlewick, $19. 
Ages 4 to 10.

3. Animal
Stories: The
Tortoise’s
Gift
retold by Lari Don
A spunky tale 
from Zambia for 
newly indepen-
dent readers, 
retold in simple, 
familiar lan-
guage. Barefoot 
Books, $8. Ages 
5 to 9.

4. I Say, You
Say Animal
Sounds
by Tad Carpenter
Carpenter’s 
goofy, playful 
animals are sure 
to delight your 
little one. Fun 
flaps help with 
motor skills 
practice! Little, 
Brown, $7. Ages 
birth to 2.

5. Norman
Bridwell’s
Clifford
Collection
Six classic stories 
about America’s 
favorite Big Red 
Dog—who turns 
50 in February! 
Bridwell’s very 
first Clifford 
drawing included. 
Scholastic, $13. 
Ages 3 and up.

6. Sleep Like
A Tiger
by Mary Logue
A sweet, dreamy 
bedtime book 
about how 
animals snooze, 
with whimsical 
illustrations by 
Caldecott Honor 
winner Pamela 
Zagarenski. 
HMH, $17. Ages 
3 to 6.
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   Toys, games, and more that promote 
             SOCIAL AWARENESS and compassion   
       with a heaping helping of fun!
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TOYS | BOOKS | MUSIC | TECH

PHOTOGRAPHY BY  Mark Lund SCHOLASTIC.COM/PARENTANDCHILD | OCTOBER 2012 35

Chunky Chalk
Lets kids express themselves in bold,  

colorful strokes with eco-friendly dyes  
that are safe for the planet.  

Urban Infant, $14. Ages 4 and up.
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Object Lesson

text  by  KAren tAylor

photogrAphs by  AnitA  cAlero

       As spArkling As their 
contents, the most  
        beAutiful chAmpAgne 

glAsses enhAnce not 
    only the wine, but Also
            the romAntic mood.

va r i at ion s  on  a  t h e m e  What could be more  
elegant than rosé Champagne served in crystal? 
From left: A late-19th-century Venetian saucer,  
a contemporary stemless glass, a classic tulip-
shaped flute, an engraved trumpet, and a flute 
designed by Josef Hoffmann in the early 1900s.

marthastewart.com | 39

Object Lesson

a l l  s h a p e s  a n d  s i Z e s  Champagne saucers, flutes, and trumpets are party glasses par excellence. Clear stemware affords a view of 
the subtleties of the wine’s color and the streams of bubbles rushing merrily to the surface. From left: Two early-20th-century saucers by 
Josef Hoffmann; a contemporary trumpet; a gold-rimmed, diamond-cut flute designed in 1907; a flute from the Czech Republic; a flute 
designed in Austria in the 1950s; a modern etched stemless glass; and a gold-flecked Murano-glass flute. Se e gu i de for Sou rceS

NOthiNg sets the mOOd quite like 
Champagne. And great bubbly de-
serves great glasses. the best stem-
ware not only charms and seduces, but 
also enhances the wine, improving  
effervescence, aroma, and even taste. 

Until relatively recently, few people  
contemplated these details. Original-
ly a very sweet drink, Champagne was  
all about celebration and giddy insou-
ciance. the accompanying glasses 
captured that sparkling mood. glass-
makers crafted flutes, which first ap-
peared in england in the 18th century, 
from crystal into tall, elegant shapes, 
creating hugely exaggerated propor-
tions that added to the impression of 
unbridled extravagance.

Perhaps this sense of excess led to 
the popularity of the coupe, or saucer, 
initially designed as a dessert dish. 
think belle époque. think Roaring 
twenties. think greta garbo, marilyn 
monroe, and other screen sirens. Just 
don’t think marie Antoinette. That 
coupe, made of sèvres porcelain—and, 
yes, modeled after her breast—was 
intended for sipping milk at her dairy, 
in Rambouillet, France.

despite its extensive use, the shal-
low saucer is the worst glass shape for 
savoring Champagne. its broad sur-
face causes the bouquet, and the bub-
bles, to dissipate too rapidly. even 
widemouthed flutes aren’t ideal for 
today’s drier and more sophisticated 

Champagnes. Aficionados now prefer 
a tulip shape, which lets the aroma de-
velop, and concentrate, in the glass.

if, however, your breakfront is filled 
with gorgeous crystal saucers, not to 
worry. the elysée Palace still serves 
bubbly in Baccarat coupes. if you’re 
feeling truly decadent, fill one with 
caviar and add a tiny mother-of-pearl 
spoon. serve with Champagne. 

HOW TO make a classic 
champagne cocktail

Place a sugar cube in a flute. Add 
3 drops bitters, and let it soak in. 
Add 1 ounce Cognac, then fill flute 
with 4 ounces Champagne.
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good things

have a cookie, 
have a heart

This Valentine’s Day, offer 
loved ones homemade 

treats wrapped in paper 
that echoes your heart-
felt sentiments. All you 

need to transform plain 
waxed paper into lovely 

gift wrap is some tissue 
paper, a heart-shaped 

craft punch, and an iron. 
Use the paper to wrap 

cakes, stacks of cookies, 
and other goodies. Then 

finish each package with 
some waxed twine and  

a colorful gift tag. For the 
how-to, turn the page.

photographs by  

ell ie  m iller

marthastewart.com | 47

Good Things

heart-covered waxed paper how-to
Fold a piece of tissue paper in half three times, form-

ing eight layers. Using a heart-shaped craft punch 
(see the Guide), cut out hearts. Cover the surface of 

an ironing board with paper towels; place a sheet  
of waxed paper on top. Arrange hearts on waxed pa-

per, and cover with another sheet of waxed paper. 
Cover with more paper towels. Run an iron, set to 

medium heat, lightly over the layers to set. 

how to make a fortune cookie out of felt

Share your wishes—and some candy—with friends and family. 
Felt fortune “cookies” make charming place settings or party 
favors. After you’ve shaped the cookies, cut 4-inch strips from 
paper, and write messages on them. Slip the fortunes inside the 
cookies, along with some chocolates. 

1. Using fabric shears, cut a 4˙-inch-diameter circle from a 
piece of felt. cut a piece of matching ribbon slightly shorter 
than 4˙ inches. Using wire cutters, cut a piece of floral wire
slightly shorter than the length of ribbon.
2. Using craft glue, affix the wire to the middle of the felt circle. 
Glue ribbon on top, covering the wire. Let dry 30 minutes.
3. Fold the felt circle in half, using the wire as a guide, so ribbon
is inside cookie. Next, angle the sides toward each other, 
bending the wire at its halfway point and forming a fortune-
cookie shape, as shown.
4. assemble the fortune cookies. carefully peel back one flap 
of the felt cookie, and insert a paper fortune and a few candies. 
Fold the flap back over to close cookie around contents.
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Expertise in judging fine horses has long 
been a metaphor in China for the ability 
to recognize men of talent, while superior 
steeds have often been likened to accom-
plished scholars. In this work, painted  
for a man who may have been a govern-
ment official, Zhao’s sensitively portrayed 
groom may allude to the recipient’s talent 
for recruiting able men, but might also 
be read as a subtle reference to the artist’s 
own abilities. 

Zhao Mengfu’s drawing balances rep-
resentational concerns — evident in his 
subtle use of ink wash along the horse’s 
contours — with a desire to inflect each 
line with calligraphic nuances. 

10

2  Portraying Talent

元  趙孟頫  人馬圖  卷 

Zhao Mengfu (1254 – 1322) 
Groom and Horse, dated 1296 

Handscroll, ink and color on paper, 11 7/8 × 17 1/8 in. (30.3 × 43.5 cm)
Gift of John M. Crawford Jr., 1988 (1988.135)

The imported “celestial steed,” treasured by early emperors and noble warriors, was a subject 
favored by such leading painters as Han Gan (active ca. 742 – 56; no. 1) and Li Gonglin 
(ca. 1041 – 1106; no. 7). In the early Yuan period (1271 – 1368), when alien Mongol rulers cur-
tailed the employment of Chinese scholar-officials, the theme of “groom and horse” became a 
metaphor adopted to plead for the proper use of scholarly talent, and the famous saying of the 
Tang essayist Han Yu (762 – 824) was frequently quoted: “There are always excellent steeds, 
but not always a Bole, the excellent judge of horses.” In Zhao Mengfu’s painting, executed in 
early 1296, when Zhao had recently retired from serving under Khubilai Khan (r. 1260 – 94), 
the circular, abstract form of the horse serves as a deliberate foil to the sensitively rendered fig-
ure of the groom — a portrait, perhaps, of the painting’s recipient (identified in Zhao’s dedica-
tion at left), who may have been a government recruiter.

Although Zhao Mengfu’s horse 
recalls Night-Shining White  
(no. 1), Zhao has radically  
transformed eighth-century 
prece dents. His foreshortened 
three-quarter view appears more 
naturalistic than the earlier 
profile image, while his disci-
plined brushstrokes, particu-
larly the parallel arcs defining 
the hindquarters, are more 
self-consciously calligraphic. 

10



Traditional Chinese texts are generally written in 
columns that are read from right to left. Each  
column is written from top to bottom, and each 
character is also written according to a fixed 
stroke order that proceeds from top to bottom 
and from left to right. In standard script, charac-
ters are composed within an imaginary grid. 
Thus, while characters may be denser or more 
open depending upon their number of brush-
strokes, each occupies the same amount of space.

14

唐  傳鍾紹京  楷書靈飛經  冊

Attributed to Zhong Shaoqing (active ca. 713 – 41)
Spiritual Flight Sutra, ca. 738

Album of nine leaves (four above), ink on paper, each leaf 8 1/4 × 3 1/2 in. (20.8 × 8.9 cm)
Ex coll.: Weng Tonghe (1830 – 1904)
Purchase, The Dillon Fund Gift, 1989 (1989.141.1)

The copying of sutras, the sacred texts of Buddhism and Daoism (Taoism), was an act of devotion as 
well as a means of propagating the faith. It required a special brush, paper of a conventional size with 
a vertical grid, and the use of the strictest, most formal type of calligraphy, known as standard script. 
This hallowed fragment of a Daoist religious text meets all those requirements yet has an elegance 
and fluency that elevate it beyond normal sutra writing. Wen Fong has described the sutra as follows: 

Commissioned in 738 by the princess Yuzhen, a daughter of the emperor Xuanzong [r. 712 – 56], [it] 
exemplifies the highly sophisticated court style of the High Tang period. The small-size standard script 
. . . is balanced and harmonious, with every stroke, hook, and dot perfectly defined and executed. 
Applied with a stiff, long-pointed brush, each stroke shows clean, crisp movements, with graceful, saber-
sharp turns. Individual characters are straight and upright, firmly built and with a rectangular frame 
of supports and walls. The construction of the characters reveals an analytical process, whereby different 
types of brushstrokes are seen as “forces” (shi ) of a dynamic composition, each having a perfect form 
and “method” ( fa) of interacting with another stroke, and each character, with its elegant, carefully con-
sidered deployment of these forces, exemplifying a model of physical equilibrium and spiritual repose.

In the early seventeenth century this sutra was acquired by the influential painter, calligrapher, 
and theorist Dong Qichang (1555 – 1636), who regarded it as one of the finest extant examples of 
Tang dynasty small writing. 

3  Exquisite Discipline

Detail, third leaf 
from right, above
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Stork in Holland

F O R E W O R D

I want to let you in on a little secret: You don’t need any knowledge 
of drawing techniques to make a drawing. The truth is that, with-
out exception, everybody can draw!

The only thing you need to know is that you, like everyone else, have 
an inner artist that already knows what to do and how to do it. This 
inner artist looks at the world in silence, and when it is awake some-
thing magical happens: Your hands move simultaneously along with 
your eyes. This makes your hands able to draw everything your eyes 
can see.

This book is as much about drawing as it is about becoming aware 
and balanced—which, in turn, will awaken your inner artist. It is a 
book about the joy you feel for what the world looks like when your 
inner artist is awake. All you have to do is be willing to become silent 
and learn from your own experiences. 

T H E  M I R A C L E  O F  Z E N  D R A W I N G

2 2 2 3

C H A P T E R  N A M E  H E R E

us feel better and gives inspiration. 

These different approaches to art result in different “art rules,” things 
you are allowed or not allowed to do. 

The Rules of Zen Art
While you are practicing Zen drawing, keep in mind the following 
fundamental rules of Zen art..  It is important to obtain all necessary 
skills and perform each phase in the creation process step-by-step. For 
example, you need to combine mental and physical skills and use your 
intuition and rational thinking. If one of the steps in the creation pro-
cess is not completed, the whole creation might not be a success.

It is also important to psychologically prepare yourself for whatever 
you are about to do. Most artists before they begin will take time 
to silence their mind and then focus and concentrate on the task at 
hand. It’s like standing on a high springboard: You need to gather all 
your courage to jump into the swimming pool. When the moment 
comes, you may feel an inner urge and know it is “now or never.” 

It should be obvious that inner silence is very difficult to achieve 
when you are talking to someone at the same time. Becoming silent is 
something you may have to get used to, and it might feel unnatural in 
the beginning. Even worse, when you still have a very active mind, that 
mind may become rebellious. Be prepared for some funny things to 
happen when you try to reach inner silence. Your body might suddenly 
get very active and feel the urge to move, or you might have a sudden 
and ill-timed urge to cough! 

[ILLO] 044 banana.jpg
Just like when jumping off a springboard, there is no way back once 
you’ve begun drawing in the Zen technique. When you perform, you 

Leaf of a ginko tree

T H E  M I R A C L E  O F  Z E N  D R A W I N G
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Right speech means understanding that all the words you use can 
have an effect on how you look at yourself. For instance, it means you 
do not lie to yourself (and others) about a drawing you have just made. 
It also means you should not make comments about drawings other 
people have made. The things you say or write should always enhance 
your own life and the lives of others. Simply said: Pay particular atten-
tion to the way you say things, your intonation, timing, and intention. 

Right action, the second guideline to awakening the morality of your 
heart, basically describes all the things you should not do during your 
life. In the context of drawing, for example, practicing right action 
means that you handle everything you draw with the utmost respect. 
In life generally, right action applies to people, animals, trees, plants, 
and even cars, motorbikes, boats, and so forth. The same is true for the 
way you earn a living, or the practice of right livelihood, as Buddha 
calls it. He teaches us that you should earn your living in a way that 
does not harm other people, plants, or animals. But that is not every-
thing: You should also avoid earning a living by exploiting people’s 
weaknesses.

Last but certainly not least, here are the three guidelines to improve 
your mental capabilities: right effort, right mindfulness, and right 
concentration. Right effort basically teaches us the importance of a 
positive attitude in attempting to achieve our goals. For example, in 
practicing right effort, you might say to yourself, “I don’t care how 
much effort it takes, I’m going to do it!” This attitude makes sure that 
the energy you use for making a drawing, for instance, is expressed in 
the best possible way.

Once you start using the techniques in this book for your drawing, 
you will gradually become aware of all the things that are happening 
in your mind. You will see that your mind filters information and puts 
it away in compartments. For example: “This is good,” “I do not like 
that,” “That is an odd shape,” “That yellow is the wrong color,” and so 
forth. The trick is to learn to first look at all the judgments your mind 
makes, and then bypass this judging mind so you can look at the world 
through our heart. When you start to see reality as it really is, that is 
called right mindfulness.

Buddha’s last guideline in the Eightfold Path, right concentration, 
is best described as the focus of all your attention on what you are 
drawing at any specific time. So, when you are drawing a flower, this 
flower is all you see, and you don’t get distracted by 
other things. You do not hear the sound of a radio 
playing in the background or a car going by. If you 
have decided to draw just one little petal of a flower, 
then this is all you see. The rest of the flower, its 
branches, the vase it might be in, the table on which 
the vase stands—everything seems not to be there. 
The more you practice, the longer you will be able 
to keep this concentration over an extended period of 
time. This “learning to be still,” to quiet your chatty 
mind, is called meditation. 

In that respect, Zen drawing can also be referred to as a 
meditation technique. It is simple, easy, and joyful; it will 

“The purpose of our lives 
is to be happy.” 
—Dalai Lama
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BENEATH

 the SPANISH

“From one of the world’s most eminent poets, Beneath the Spanish is a trumpeting source to draw 
from in this unsteady time. This book is a virtual encyclopedia of poetics histories in colonial 
resistances. Thoroughly steeped in signature inimitable musicality and flourishing image verse, 
this encompassing, jazz-inspired, paramount collection brings us to our knees and delivers us 
back into the beauty of life amidst all its human complications and conditions. Into the spirit 
stains, perfumes, and lingual intensities bridging migrations, languages, and cultures to reel in 
lucidity and create a balancing nest of home. A socially artistic creation by a seasoned genius,  
Beneath the Spanish is on time, in time, and Victor Hernández Cruz delivers one of the most 
gorgeously stunning and remarkable contributions to the canon to date. Go on, lose yourself 
in this.”  —Allison Adelle Hedge Coke, author of Streaming 

BENEATH THE SPANISH is history, the clash and melt of cultures, the conquest of the New 
World, colonialism, bilingualism, fragmentation, and cubism. Poems built of tobacco, sugar, 
café; Spanish, Arabic, English; José Martí, Federico García Lorca, and William Carlos Williams. 
A history and exploration of Hernández Cruz’s Caribbean roots as well as a documentation 
of and counterpoint to the origin of the European cultural intrusion into the New World, Be-
neath the Spanish deconstructs and reconstructs a wounded history, offering a prayer for 
communication between distances, oceans, music, dance, and mountains, revealing the past 
in the present moment we live. 

PRAISE FOR VICTOR HERNÁNDEZ CRUZ

“A fluent sensualist and rhythmic stylist.”  —Washington Post

“Cruz dares readers with dizzying polyrhythms, polymetric stanzas, backstepping word 
structures and a sense of improvisation.”  —Publishers Weekly

VICTOR HERNÁNDEZ CRUZ is the author of several collections of 
poetry including, most recently, The Mountain in the Sea and In the 
Shadow of Al-Andalus. Featured in Bill Moyers’s The Language of 
Life series, Cruz’s collection Maraca was a finalist for the Lenore 
Marshall and Griffin Poetry Prizes. He divides his time between  
Morocco and his native Puerto Rico.
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 “ Epoch-making, epic, historic, unforgettable, triumphant, age-old, inevitable,  
inexorable, and veritable. Pretentiousness will never look the same.”

—Elif Batuman, author of The Possessed

“ Dan Fox’s book celebrates the art in artifice, the ‘let’s pretend’ in preten-
tiousness, arriving at an eloquent, important understanding of how culture 
has always provided an escape from the dreariness of routine work and 
productive life. Exhaustively researched and passionately written, rec-
ognizing those who audaciously ‘pretend’ to beauty beyond their present 
means, Pretentiousness is a deeply optimistic and affirming book.” 

—Chris Kraus, author of I Love Dick

“ Pretentiousness: Why It Matters is more than a smartly counterintuitive 
encomium: it’s a lucid and impassioned defense of thinking, creating, and, 
ultimately, living in a world increasingly dominated by the massed forces of 
social and intellectual conservatism.” 

—Tom McCarthy, author of Satin Island

“ Fox makes a very good case for a reevaluation of the word ‘pretentious.’ 
The desire to be more than we are shouldn’t be belittled. Meticulously  
researched, persuasively argued—where would we be as a culture if 
no one was prepared to risk coming across as pretentious? Absolument  
nowhere, darling—that’s where.” —Jarvis Cocker

Pretentiousness: Why It Matters is for anyone who has braved being differ-
ent, whether that’s making a stand against artistic consensus or running the 
gauntlet of the last bus home dressed differently from everyone else. Why 
do we choose accusations of elitism over open-mindedness? What do our 
anxieties about “pretending” say about us?

P
R

ETEN
TIO

U
S

N
ES

S
: W

H
Y

 IT M
ATTER

S
 

 D
A

N
 FO

X

COFFEE
HOUSE
PRESS

AIGA
Nomination
2017
50 Books/
50 Covers



19



T
h

e
 A

w
a

k
e

n
in

g
a

n
d

 O
th

e
r S

to
rie

s
K

A
T

E
 

C
H

O
P

I
N

I
ntroduction by K

aye G
ibbons

T h e
M o d e r n
L i b r a r y

C l a s s i c s

T
he M

odern L
ibrary C

lassics

T h e
M o d e r n
L i b r a r y

C l a s s i c s

T H E  A W A K E N I N G

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

K a t e  C H O P I N

“A Creole Bovary is this little novel of Miss Chopin’s.”

—Wil la  Cather

Introduction by K AY E  G I B B O N S

Cover design: Patti Capaldi
Cover photo: Elke Hesser/Photonica

Modern Library, New York, N.Y. 10171
www.modernlibrary.com
Printed in U.S.A.   11/00
© 2000 Random House, Inc.

The Awakening shocked turn-of-the-century readers with its forth-

right treatment of sex and suicide. Departing from literary con-

vention, Kate Chopin failed to condemn her heroine’s desire for 

an affair with the son of a Louisiana resort owner, whom she meets 

on vacation. The power of sensuality, the delusion of ecstatic love, 

and the solitude that accompanies the trappings of middle- and 

upper-class life are the themes of this now-classic novel. As Kaye 

Gibbons points out in her Introduction, Chopin “was writing Ameri-

can realism before most Americans could bear to hear that they 

were living it.”

 This Modern Library Paperback Classics edition includes 

selected stories from Chopin’s Bayou Folk and A Night in Acadie.

Kaye Gibbons is the author of Ellen Foster; A Virtuous Woman; 

and On the Occasion of My Last Afternoon, among other books.  

She lives in North Carolina.

Fiction /Literature U.S.A. $7.95
CANADA $10.50

Includes a Modern Library Reading Group Guide
Join our Modern Library Paperback Classics newsletter 

by sending a blank e-mail to: join-rht-classics@list.randomhouse.com 
or visit www.modernlibrary.com

SINCE 1917 THE MODERN LIBRARY HAS PUBLISHED 
THE WORLD’S BEST BOOKS AT THE BEST PRICES.

Introduction by Kaye Gibbons
Edited and with notes by Nina Baym

Commentary by Elizabeth Blackwell, Elizabeth  
Cady Stanton, and Charlotte Perkins Gilman, 

and from The Picayune’s Creole Cook Book
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Flailing in jobs; failing at love; getting addicted and unaddicted to people, food, 
and drugs—I’ll Tell You in Person is a candid and captivating account of  
attempts at adulthood and all the less-than-perfect ways we get there. Chloe 
Caldwell has an unsparing knack for looking within and reporting back what’s 
really there, rather than what she’d like you to see.

“Chloe Caldwell has written the ideal ‘female companion book’—meaning, 
while reading I’ll Tell You in Person, I felt like I had a female companion with 
me at all times. On the subway, I had my female companion. In my back-
pack, I had my female companion. On the sidewalk, I held tight to my female 
companion, and pedestrians would stare at her, so boldly yellow in my hands. 
Pretty soon my female companion took up residency in my head. She helped 
me process the world with sass, spite, sympathy, and wit. I don’t know what 
could be better than a book that allows you to be alone but to never feel lonely. 
I’ll Tell You in Person does this and more. It projects the most potent after-
glow, and Caldwell is a writer beyond gifted and generous. She is like a sage.”   

—Heidi Julavits, author of The Folded Clock

“I read this book in two breathless days, and basically all I want to do now is 
eat macaroni and cheese, day drink rosé, and harmonize with Chloe Caldwell. 
I want to be her friend.”

—Samantha Irby, author of Meaty

“Chloe Caldwell tells you all her secrets in a controlled mania so you can 
devour them in a more compulsive fashion. I couldn’t stop reading this book, 
and when I was finished I kept looking around to see where my awesome 
new friend went. She’s right in here, brimming with most excellent girldom, a 
commitment to experience that feels religious, a dedication to vulnerability 
that likewise radiates holy holy holy. I love this person’s life, and I love the way 
she writes about it—funny and blunt and chatty and truthful.” 

—Michelle Tea, author of How to Grow Up

CHLOE CALDWELL is the author of the novella Women 
and the essay collection Legs Get Led Astray. Her 
work has appeared in Lenny Letter, Vice, Salon, the 
Rumpus, the Sun, and Hobart, among others. She 
teaches personal essay and memoir writing in New 
York City and lives in Hudson.

Visit us at
coffeehousepress.org  
and emilybooks.com C H L O E  C A L D W E L L
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and drugs—I’ll Tell You in Person is a candid and captivating account of  
attempts at adulthood and all the less-than-perfect ways we get there. Chloe 
Caldwell has an unsparing knack for looking within and reporting back what’s 
really there, rather than what she’d like you to see.

“Chloe Caldwell has written the ideal ‘female companion book’—meaning, 
while reading I’ll Tell You in Person, I felt like I had a female companion with 
me at all times. On the subway, I had my female companion. In my back-
pack, I had my female companion. On the sidewalk, I held tight to my female 
companion, and pedestrians would stare at her, so boldly yellow in my hands. 
Pretty soon my female companion took up residency in my head. She helped 
me process the world with sass, spite, sympathy, and wit. I don’t know what 
could be better than a book that allows you to be alone but to never feel lonely. 
I’ll Tell You in Person does this and more. It projects the most potent after-
glow, and Caldwell is a writer beyond gifted and generous. She is like a sage.”   

—Heidi Julavits, author of The Folded Clock

“I read this book in two breathless days, and basically all I want to do now is 
eat macaroni and cheese, day drink rosé, and harmonize with Chloe Caldwell. 
I want to be her friend.”

—Samantha Irby, author of Meaty

“Chloe Caldwell tells you all her secrets in a controlled mania so you can 
devour them in a more compulsive fashion. I couldn’t stop reading this book, 
and when I was finished I kept looking around to see where my awesome 
new friend went. She’s right in here, brimming with most excellent girldom, a 
commitment to experience that feels religious, a dedication to vulnerability 
that likewise radiates holy holy holy. I love this person’s life, and I love the way 
she writes about it—funny and blunt and chatty and truthful.” 

—Michelle Tea, author of How to Grow Up

CHLOE CALDWELL is the author of the novella Women 
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squirrel and a caveman are 
thrilled to find an                  .  
But their luck soon changes 

when they are chased by a mean-
looking              into a              . How will 
this wild, prehistoric ABC story work 
its way to letter Z?

Get ready for a Stone Age rampage 
through the alphabet that’s filled 
with frenzy and fun in this lively,  
unpredictable tale! 
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