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Creative Briefs  
 
This is how I was taught to write briefs and the personal style I have 
adopted. I am not only willing, but also eager, to adopt your company’s 
creative style as my own. J    
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Doze – Sleep Campaign 
 

Creative Strategy & Statement 
 
Ads will target sleep deprived new parents and demonstrate the experiences and events 
that may occur with the quality of the sleep they get. A relatable and realistic illustration 
will convince them. 

Advertising Plan 
 

Key Fact: The Sleep Foundation recommends seven to nine hours of sleep for adults 18 
to 64 years old. 

 
Advertising Problem:  New parents are unaware of the seriousness of “sleep 
deprivation” and how important the quality of sleep they get is. 
 
Advertising Objective: To explain the benefits of getting enough sleep and warn the 
target of the health risks associated with sleep deprivation. 
 
Target Consumer: Men and women ages 25 to 34 who are raising their first child. They 
are members of the 99 Lives and Staying Alive trends.  

 
Competition: Energy drinks, societal expectations, chores. 
 
Key Consumer Benefit: New Parents will be informed on the importance of sleep and 
ways to achieve the recommended hours of quality sleep. 
 
Support: National TV, Website, National Magazine, National Spot Radio. 
 
Tone Statement: Light-hearted, humorous, and informative. 
 
Mandatories and Limitations: Logo, slogan, URL. 
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Keys to Adventure – Oysters Campaign 

 
Creative Strategy Statement 

 
Ads will target leisure travellers looking to experience an adventurous and joyful 
vacation by convincing them oysters are a fun staple of a Florida Keys vacation. Iconic 
images and exciting portrayals of families and couples enjoying popular Florida Keys 
activities will convince them.  

Advertising Plan 
 

Key Fact: Over 2 million people visit the Florida Keys annually many spend on average, 
$175.00 a day.  
 
Advertising Problem: Leisure travellers may consider oysters dangerous due to history 
of contamination. Leisure travellers, especially children, may have an aversion to oysters 
due to the slippery consistency.  
 
Advertising Objective: To demonstrate how eating oysters is an enjoyable experience 
and integral to a full Florida Keys experience.  
 
Target Consumer: Men and women ages 25 to 44 who are leisure travellers and adhere 
to the Fantasy Adventure and Small Indulgences trend. 
 
Competition:  

• Direct: Other types of seafood and appetizers, especially conch fritters and 
calamari.  

• Indirect: Other keys activities, perception of oysters, and cost.  

Key Consumer Benefit: Consumers will feel adventurous and a satisfaction that they are 
taking every opportunity to fully experience the Florida Keys.  
 
Support: Tourists are willing to spend money to enjoy their vacations. Leisure travel is a 
category where people want the best the locale has to offer.  Ads will run on broadcast 
television in Monroe and Orange County, local billboards, tourist publications, web 
banners/internet spots and national travel magazines. 
 
Tone Statement: Exciting, heartwarming, fun.  
 
Mandatories and Limitations: Logo, slogan.  
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Live Before You Die – Alton, IL Campaign 
 

 
Creative Strategy Statement 

 
Ads will target millennial travellers worldwide looking to experience a cultural and eye-
opening journey. An exciting portrayal of young people on the road to and visiting 
locations and interacting with locals in Alton will convince them.  

 
Advertising Plan 

 
Key Fact: $217 billion of the $1.088 trillion tourism “spend” worldwide came from 
millennial travellers. Seven in ten Americans (71%) anticipate taking at least one road 
trip this summer; Millennials are more likely than any other generation to be planning at 
least one road trip this summer. About three out of four Americans harbor at least one 
paranormal belief.  
 
Advertising Problem: Young travellers may not consider Alton, Illinois as a worthwhile 
destination.  
 
Advertising Objective: To demonstrate how Alton, Illinois is an exciting destination 
worth travelling to on a Midwestern or cross-American road trip.  
 
Target Consumer: Men and women ages 18 to 29 and adhere to the Fantasy Adventure 
trend. 
 
Competition:  

• Direct: Other popular U.S. destinations 
• Indirect: International travel, disbelief in the paranormal, and cost.  

Key Consumer Benefit: Consumers will feel excitement and wanderlust about travelling 
to Alton, Illinois.  
 
Support: Millenials are willing to spend money to explore the country. Road tripping is a 
category where people want exciting locations near each other.  Ads will run on 
broadcast television across the U.S., billboards on interstate highways that pass Alton, 
tourist publications, web banners/internet spots and national travel magazines. 
 
Tone Statement: Exciting, heartwarming, fun.  
 
Mandatories and Limitations: Logo, slogan.  
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Public Relations 
News releases. Press releases. Pitches. Bios 
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News Release 
For immediate release  
 
Yasmin Santos 
Falcon’s Lair 
813-230-4811 (office) 
yasmin@falconslair.com 
 

Bear in the Lair: ‘Man vs. Wild’ Star Bear Grylls visits Falcon’s Lair  
 
ALLENTOWN, PA. (Nov. 3, 2015) - Falcon’s Lair announced today that it will host a 
free event with television star Bear Grylls. The event will take place Nov. 14 from 9 a.m. 
- 5 p.m. at the local storefront located at 1738 NW Peak Ave. 
 
“We are extremely excited for Grylls’ visit since our staff and customers will benefit a 
great deal from his expertise. I’m sure no beginner or experienced hiker will want to miss 
out on this,” said Michael Strayed, owner of Falcon’s Lair.  
 
Grylls is the star of hit survival series ‘Man vs. Wild’ and an accomplished adventurer. 
Among his accomplishments are: climbing Mount Everest, trekking remote Antarctica 
and holding the Guinness world record for longest indoor freefall.  
 
“I’m honored to teach people who share the same interest as I do. I hold this sport dear to 
my heart, to be able to share a bit of knowledge from my past adventures is a great 
opportunity that I don’t take for granted,” said Bear Grylls. 
 
During the event, Grylls will share valuable information on hiking and climbing in the 
Lehigh Valley area, demonstrate proper use of cutting edge equipment and sign 
autographs. Falcon’s Lair will also offer a 20 percent discount during the day with 
portions of the proceeds going to Grylls’ charity, Jolt Trust. The small charity organizes 
expeditions around the world for disadvantaged children. 
 
Established in 1998, Falcon's Lair has served customers in Allentown, Pa. with optimal 
gear for their adventures. Known for its high-end quality equipment and accessories, 
Falcon’s Lair sets itself apart from other hiking stores by promoting memorable customer 
experiences with great interaction and its knowledgeable staff. For more information 
about Falcon’s Lair, please visit http://www.flgear.com.  
 

### 
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Press release 
For immediate release 
 
Yasmin Santos 
Your Brand Voice 
407.203.6767 
yasmin@yourbrandvoice.com 
 

West Orange Country Club: From Sub-Par to Superb 
 

ORLANDO, Fla. - April 21, 2016 - For the past year, the owners of West Orange 
Country Club, located at 3300 W Orange Country Club Drive, have worked meticulously 
to improve the club they love. Over the past year, WOCC has experienced great growth 
and restoration to its many facilities.  
 
Nick Slattery, Managing Partner, and his fellow owners are committed to getting the 
course to “what it used to be” and beyond that.  
 
On March 27, the club hit 200 members. Slattery attributed the success to an increase in 
marketing efforts utilizing digital media and local television.  
 
 “A large part of this success has been our addition [of a] brand new website, an 
interactive and updated Facebook page, and also our commercial on the Bright House 
networks in our local community,” Slattery said. 
 
In an open letter to the community on Facebook, Slattery salutes the club for its many 
improvements:  
 

“As I've been told numerous times by members, the course has never been in 
better shape. I've gotten numerous phone calls from industry friends and fellow 
golf course managers that they've heard nothing but great things about our 
facilities and most especially the golf course. In addition, we have also had the 
tennis courts resurfaced, which was much needed. We have contracted Damon 
Ponzie as our new Instructor of Tennis here at West Orange, and he brings with 
him years of experience and a successful tennis school.” 

 
The full version of the endearing letter can be found on Facebook, posted on the West 
Orange Country Club page on March 28, 2016. 
 
The West Orange Country Club golf course is a Lloyd Clifton design built in 1967. Its 
challenging par 71 course is tree-lined with several small ponds and a creek that winds 
through the property. Rebuilt in 2006 with Tift dwarf grass, the greens are smooth and 
undulating enough to test the best players in the area. For more information and to 
register, please visit http://woclub.com or call (407) 656-4882. 

### 
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Photo Booth Pitch 
 
Subject line: Photo booths aren’t just fun, they’re healthy too 
 
Dear Kelly Robbins:  
 
A new trend in party entertainment has come to Orlando. Gone are the days of photo 
booth fun being limited to malls and arcades, the joy of a photo booth can now be 
enjoyed at one off events and unconventional locations. 

 
According to Health News Line, a group of researchers in Berlin, Germany found that 
photo booths reduce stress by providing a fun and interactive activity. 

 
Not only are photo booths healthy for individuals, but also for companies as well. The 
New York Times recently published an article on the success of permanent photo booths 
in delighting customers. Forward-looking companies such as Urban Decay, Topshop, and 
Warby Parker took notice of the trend and acted upon it by installing photo booth in their 
brick-and-mortar stores. The companies have since reaped the benefits of increased social 
media exposure and consumer delight.  

 
Snap It takes pride in providing both individual and company health benefits to the 
Central Florida area. Our sleek, interactive and reliable booths are the perfect provider of 
fun and entertainment for any event.  
 
The photo booth trend is the perfect opportunity for both small and big business to brand 
themselves via social media while providing customers with healthy entertainment. Your 
readers rely on you for effective marketing strategies to implement, they would enjoy 
learning that they can do so in a snap by hiring Snap It to put an end to any of the 
marketing procrastination you wrote about earlier this month. 

 
Please contact me if you’re interested in featuring Snap It in your next photo booth story. 
I know your job can be stressful at times; we would love to combat this by bringing our 
booth into your office or any upcoming Orlando Business Journal event so you can 
witness our photo booth’s health benefits firsthand.  

 
If you would like to schedule a time for this or would like more information please feel 
free to contact me directly. I have included links to articles containing the details of photo 
booth benefits. I will follow up with a call on Thursday, I look forward to speaking with 
you. 
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Sincerely,  
 
Yasmin Santos 
Public Relations Director 
Snap It | Photo Booths 
media@snapitorlando.com 
407- 710- 8679 
 

 
http://www.healthnewsline.net/there-are-health-benefits-of-photo-booth-rentals-

new-research-study/2533844/ 
 
http://www.healthnewsline.net/there-are-health-benefits-of-photo-booth-rentals-

new-research-study/2533844/ 
 
http://www.nytimes.com/2015/10/08/fashion/photo-boots-warby-parker-

topshop.html?ref=fashion&_r=1 
 
http://www.huffingtonpost.com/entry/grandma-and-grandpas-wedding-photo-

booth-skills-are-simply-unparalleled_55f8587de4b0c2077efc3e21 
 
http://www.stltoday.com/lifestyles/relationships-and-special-

occasions/bestbridal/tools/guests-flip-over-photo-booth-fun/article_014d1b31-740f-5468-
b34c-e7107afe49d1.html 
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Katherine Niefeld 
 

Birthday: January 29 

Birthplace: Lima, Peru 

Hometown: Miami, Fl 

Professional Role Model:  

Meryl Hoffman 

Random Fun Fact:  

Bridge jumped in Zimbabwe 

 

 
Education 

Katherine attended the University of Michigan Ann Arbor where she earned a 

Bachelor of Arts degree in both Art History and Psychology. She then attended New 

York University achieving a Masters in Public Relations and Corporate 

Communications.  

Professional 
The Beginning 

In high school Katherine worked in an Abercrombie & Fitch store which taught 

her costumer service. In college, she spent two consecutive summers interning at Teen 

Vogue where her passion for fashion flourished.  

President/CEO 

 In 2009, Katherine founded Blink PR. There were two office/showroom 

locations- New York and Miami. A fashion accessories brand Gutzees and an artist who 

painted using solely nail polish were among the first clients. Today, Blink PR is 

headquartered in Miami, Florida having fostered nationally recognized brands such as 

 Out of Print and S’well.  

The Future  

 Katherine plans to continue growing her company, expanding towards 

hospitality- hotels, restaurants, and clubs- and increasing brand partnerships between 

her clients.  
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Scripts 
 
TV & Radio 
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Client: Oyster Council 
Job Description: Oyster TV Campaign 
Job Number: 
Date: 04/06/16 
 
:30 Spot “Keys to Adventure” 
 

Video       Audio 
 

 
 
Open on a shot of an aerial view over the 7-mile-bridge 
at sunrise.  
 
Shot vears right toward the open ocean. Quick zoom to a 
young, traditional family on a boat. Mid-30s mother and 
father are on bow watching children. 
 
Kids, 10-year-old boy and 7-year-old girl, wearing snorkel 
gear jump into the water. Slow motion. 
 
The camera follows and pans a vibrant coral reef with 
sea life.  
 
POV shot emerging from the water. Shot-counter-shot of 
an early 30-something woman emerging from a pool to 
her fiance smiling from a pool cabana, drink in hand.  
 
Transition to two teenagers on a jet ski, and a 20-
something man on a jetblade.  
 
Camera pans up the jetblade hose, transitions to POV of 
man on jetblade and plunges into water.  
 
Shot rises out of water to look over waterfront restaurant 
deck at sunset. 
 
Quick zoom to people of various demographics enjoying 
dinner.  
 
Table of four clink glasses with sunset in background. 
 
Fade in logo. Fade in slogan 

Music: Upbeat, tropical 
 
SFX:        Seagull calls 
 
 
 
 
 
 
SFX:       Splash 
 
 
 
 
 
   
 
 
 
 
 
 
 
 
 
 
 
 
SFX:      Conversation and laughter 
 
 
SFX:      Glasses clinking  
 
VO:         “Oysters. Make the most of your  
                vacation.” 
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Client: CDC  
Job Description: Doze TV Campaign 
Job Number: 
Date: 04/25/16 
 
:30 Spot “Sleep like a baby” 
 

Video       Audio 
 

Open on a wide angle shot of a gender-neutral nursery 
with a crib in the center.  
 
Transition to the left corner of the room. Camera trucks 
left, showing entire room from left to right beginning with 
a changing table with the essentials – a basket of 
diapers, baby powder, baby wipes. 
 
Quick zoom to the art on the wall above the changing 
table.  
 
To a small shelf with books, toys, and décor.  
 
To the chair in the right corner with a book lay open on 
the arm – a popular bedtime story such as Goodnight 
Moon. 
 
 
The camera slowly pedestals upward toward a spinning 
mobile. Once even with the mobile, the camera tilts 
downward to show a sleeping father and baby in identical 
positions in the crib. Hold shot.  
 
Fade in logo. Fade in slogan 
 
 

Music: Lullaby 
 
 
 
 
 
 
 
 
 
 
 
 
   
 
 
 
SFX: Adult snoring  
 
VO:   The best way to sleep like a baby is 
to sleep when you’re baby sleeps.  
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Client:	CDC		
Job	Description:	Doze	Radio	–	Sleep	Like	A	Baby	Campaign	
Job	Number:	
Date:	04/25/16	
	
:30	Spot	“Sleep	like	a	baby”	
	
Narrator:	Tina	Fey	
	
[Creative	premise:	Tina	Fey	
consoles	new	parents	about	
putting	off	life’s	mandates.]	
	
Music	up	&	under	
	
	
	
ANNCR:		
	
	
	
	
	
	
	
SFX:	
	
ANNCR:	
	
	

		
	
	
	
Twinkle,	Twinkle	Little	Star	melody	
	
	
The	kitchen	is	a	mess.	Plates	are	piled	high	in	
the	sink	and	there’s	two-day-old	macaroni	still	
sitting	on	the	stove.		
	
The	washing	machine	hasn’t	been	run	in	over	a	
week	and	the	clean	laundry	is	still	sitting	in	a	
basket	on	top	of	the	dryer.		
	
Five	Apple	email	notification	chimes.	
	
You	have	47	unread	emails.	
	
And	you	still	haven’t	replied	to	your	in-laws	
three	voicemails	asking	when	you’re	coming	to	
visit	them.	
	
But	it’s	fine.	You’re	getting	the	sleep	you	need.	
The	sleep	you	deserve.	Because	you	have	a	
baby,	and	when	they’re	sleeping,	you’re	
sleeping.		
	
Quality	sleep.	For	a	quality	life.		
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Ads 
 
Magazine. Newspaper. Digital  
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Live. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

 
 
 
 
 
 

Before you die 
A road trip is meant to make you feel the wind in your hair and the sun on your 
skin. A haunted adventure is meant to make you feel chills through your chest and 
goose bumps on your skin. The best way to feel alive is to feel the dead.  

       
 Visit Alton          

     The most haunted city in America 
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Blogs 
 



Copywriting Portfolio - Santos 21 

Italian Love Extended 
 

If you’ve been to Stefano’s Grill located in the Marketplace you may be familiar with our 

beloved Chef Stefano. He is the typical food loving, outgoing, Italian family man; and 

our very own semi-celebrity. His partner in dine, and another town favorite, is his wife, 

Mary. 

The incredible opportunity came to extend their love to Windermere and thus, donning 

the maiden name of his beloved wife, Caprino’s Italian opened in July of 2015. Since 

then, the restaurant has made extraordinary improvements fueled by the passion of loving 

owners. 

 

This passion is seen through the owners’ interactions with their customers both live and 

online. If you frequent Caprino’s, chances are either owner has approached you right at 

your table to assure your experience is up to their standard and yours. Online, reviews are 

monitored and taken to heart. A negative review is not disputed, but rather Mary and 

Stefano look into what happened and make the right changes, even thanking the reviewer 

for their feedback – what an incredible way to run a restaurant! Customers come first, 

with that comes quality food and service. 

Their love for each other, for business, for their customers, and what they do is what 

makes this restaurant truly special. 
 
Reviews That Show The Love 
 
“She introduced me to “Chef Stef” which is when our night got loads better.” – Dave L. 
“The food was great as always and owner Mary even came over to check on us.” – 
Kristen C. 
 
“Chef Stefano stopped by our table and shared with us how he cooks everything from 
scratch in the kitchen to order.” – Wenona S. 
 
“Chef Stef, owner of Stefano’s Grill, and his wife Mary create an environment that is 
inviting for all.” – Nick H. 
 
“Chef Stef was making sure everyone was enjoying the visit!” – Pamela M. 
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A stranger on the plane.  

On 06/16/2016, in the wake of heartbreaking terrorist attacks and a surmounting 

level of Islamophobia, I flew from an Arabic country to London with my sister. 

It was a completely filled Boeing 747. I had the aisle seat, 23C, my sister next to 

me in 24B was situated next to a young Islamic man, about 23-years-old. He sat 

there silently with his headphones on, very rarely shifting his gaze toward us. 

The flight departed at 7:20 PM, it was a smooth take-off, everything was normal. 

As the sun took its place below the horizon, painting the sky a fantastic swirl of 

blues and oranges, many of the passengers on-board began to stir.  

What was all the fuss about? Well, it was Ramadan. The fasting Muslims were 

excitedly preparing to break the near 16-hour fast. This meal is called iftar, it is a 

time of sharing and joy. The man next to my sister took out the first meal of his 

day —  a neatly wrapped bag of dates and a croissant — and spoke his first words 

to us: “Are you fasting?” he asked with a soft and inquisitive expression, his 

accent a bit heavy. We smiled, and politely replied that we were not. He 

responded with a smile and a nod and held out the bag of dates to us, setting 

them on my sister’s tray table and softly saying “please have as many as you’d 

like.” 

Can you believe that? Here is someone who hasn’t had a single morsel of food or 

water all day and he offers up his only food for the next four-hour flight to the 

strangers next to him. 

We each took one, neither a huge fan of dates, but trying to respect human 

kindness and a culture we had spent the last five days learning about, yet still felt 

uninformed. We learned he was in London staying with his sister and 6-year-old 

nephew to study English. He had only been there eight months and had already 

learned so much. He understood everything, it was the communicating back that 
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gave him the most difficulty. Even so, he made conversation with us. We spent 

the next few minutes making small talk: how long we were in Morocco, why, 

where we’d been and where we were headed, why he was there, where he was 

from and why he was headed to London. 

Not five minutes into speaking with us, he asked if we had a place to stay. We said 

we did, which was only partially true because our flight arrived at midnight and 

we hadn’t booked to check-in to our hostel until that morning. He, whose name 

was Abdelhamid, invited us to stay with him and his sister. Not considering it, my 

sister I smiled and thanked him but politely declined. 

But then, as we both sat there headphones in ear, reading books on our Kindle 

apps we both began to think the same thing. After about an hour, Abdelhamid 

stood to go to the bathroom, which is when we took out our headphones and 

turned to each other to discuss what we’d both been thinking: “Should we stay 

with him?” 

After briefly smiling at the fact that we were thinking the same thing again (it 

happens semi-often), we began to discuss our thoughts. Did it feel safe? Yes. Did 

we feel awkward about it? Kind of. Did we care? Not really. It was a better option 

than sleeping in an airport or attempting to find the hostel in the middle of the 

night. 

We decided that I would inquire a bit more about where they lived, how he was 

getting there. If it sounded OK, I would tell him we were interested in learning 

more about Ramadan and Morocco (which we were) and would actually be happy 

to take him up on his offer. But, on one condition: he had to make sure it was 
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alright with his sister, “I will, but it’s OK, really, my sister is cool” he said, 

amused. 

The plane landed at 11:20 PM, (23:20) 25 minutes ahead of schedule with an 

intensely rough landing. Abdelhamid, my sister and I made our way through 

customs together; out to the “coach” (sleek London buss that goes from the 

airport to Central and Greater London) busses, bought tickets for the A6 toward 

Marble Arch, and were on our way. Abdelhamid and I sat next to each other, my 

sister next to me across the aisle. On the way, I asked more questions. Everything 

seemed fine, my sister and I have pretty bad-ass instinct, but you can never be 

too careful. My edge softened as he showed me videos of an adorable little boy 

dancing to Kanye West’s new album, it was his nephew, whose name was Ryan. 

He showed me photos of his past eight months in London and we split a set of 

headphones connected to his phone as he played current rap hits including, 

Desiigner’s top hit Panda, the musical stylings of lead Remy Boy, none other than 

Fetty Wap, and some Arabic and South African hits here and there as well. 

The driver called out “Marble Arch” and way made our way off the bus, collected 

our bag and headed toward a small blue car. 

Abdelhamid walked slightly in front of us and as we approached the trunk popped 

open.  

Soon after, a beautiful woman got out of the car and walked around to the back 

where she smiled and introduced herself as Rajaa. She had subtle, yet obvious, 

Arabic features like tanned skin, high bone structure, and thick eyebrows that 

were most-definitely on fleek. 
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Rajaa situated our bags in the back and went around the right to the driver’s seat 

(which anyone outside of the UK, Ireland, Malta, and Cyprus would find strange) 

and we got in the back next to a serenely sleeping boy in a car seat. Before getting 

into the passenger’s seat, Abdelhamid opened the door and woke the boy whose 

confused face immediately lit-up upon seeing him and excitedly yelled “Hamid!” 

They exchanged a kiss and then we were on our way. 

Rajaa was visibly exhausted, she was a mother of 6-year-old who worked a full-

time job and it was 2:00 AM at this point. Despite fatigue, she asked us about our 

travels and our stay in London. We told her about our 6-week backpacking plans 

and that we didn’t know London trains stopped running at midnight since the 

subway runs 24-hours in NYC, and that we were so grateful for her hospitality. 

She said it wasn’t an issue at all and that we could stay as long as we’d like. Wow. 

We arrived at a sleek, newly-built, apartment building on the outskirts of London 

(Zone 4) at 2:45 AM. We went up to the second floor and were welcomed into 

their apartment where we took our shoes off at the door. It was a “first-home” 

looking apartment with Ikea furniture and other furnishings typical of a young 

family home. 

We put our bags down and all gathered in the kitchen to eat before bed, my sister 

and I hadn’t eaten since breakfast, an unintentional fast, and Abdelhamid truly 

needed to eat more before fasting the next day. We had an array of food ranging 

from traditional Moroccan food to french bread to Chinese-inspired dishes Rajaa 

had gotten from a friend. It was lovely. We talked about Ramadan, who fasts and 

who doesn’t, the hours, the purpose and intentions. 
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Ryan’s room was set up for us with a blanket over his race car bed and a thin 

mattress, blanket and pillow on the other end of the comfortably-sized room. 

(Side note: I got the racecar bed, score!) 

Rajaa made sure we were comfortable and we bid each other all a goodnight. 

In the morning, my sister and I packed up and were going to make our way out 

and leave a note but found a sleeping Abdelhamid in the living room who woke to 

the sound of our entrance and quickly said with a distraught pout “where are you 

going?” We explained we had to go check in to our hostel since we said we’d be 

there early that morning and would be charged as a cancellation if we didn’t 

check-in that day, he looked so disappointed. At that moment Rajaa came out 

and insisted we stay for breakfast. She had us tell her what we usually have, I said 

oatmeal, and she whipped out my absolute favorite: steel cut oats; I had Apple 

Blueberry and my sister had Maple Syrup. 

We talked about how Current Civilization courses are taught in university and 

whether there is an emphasis placed on any particular religion. My sister attends 

Columbia, where that definitely wasn’t the case. We joked about how if that were 

the case, at all, there would be student protests the next day, probably something 

rash like getting lines of scripture from the Bible, Quran, Torah, Vedas and 

whatever else tattooed on their bodies. 

As we cleaned up, Rajaa said she’d drive us to the bus on her way to run errands 

and tell us how to get to our hostel on the way, we thanked her with all sincerity. 

We arrived at the bus stop and exchanged goodbyes, she said we were welcome 

anytime and to please come back if the hostel sucked. 
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We thanked her again and went to buy tickets for a big red bus. 
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I hope you’ve enjoyed my work. Please feel free to respond with any 
feedback you may have, I take criticism constructively as I know I have only 
just taken a few steps on my creative path. Thank you for your time.  
 
 
Sincerely,  
 
 
Yasmin Santos 
(954) 643 – 5138 
santosyasminc@gmail.com 
 
 


