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BY ANDREW McCREDIE

A
s someone who would
rather have a root
canal in an airplane

with its engines on fire than
spend an afternoon “at the
mall,” the very idea of a cross-
border shopping getaway had
me burying my passport in the
garden.

Butwith the dollar’s strength and a dated, 10-year-
old wardrobe to encourage me, I found my long
dormant inner consumer nodding in agreement as
my wife made plans for a full-out assault on the
newest Church of Consumption to straddle Wash-
ington state’s I-5 highway— Seattle Premium Out-
lets.
Withmore than 100 outlet brand stores that even

a retail rookie will recognize — Adidas, Calvin
Klein, Nike, Polo Ralph Lauren, Sony andQuicksil-
ver to name but a few — SPO is one of many
“unique outdoor-setting” factory outlet centres
operated throughout the United States by a com-
pany called Chelsea Premium Outlets..
Located in Tulalip, about an hour south on I-5

from the Peace Arch border crossing and within
shopping-cart-pushing distance of the mammoth
Tulalip Resort Casino (and soon to openHotel and
Spa), Seattle Premium Outlets is what you would
also consider the 21st-century template for a shop-
ping experience— awide variety of stores offering
everything from clothes to televisions to diamond
rings to crock pots at much lower prices than what
you’d find in traditional retail stores. And with a
selection, frommy experience, wider andmore var-
ied than their Canadian counterpart stores.
Likewise, the exterior and interior architecture of

the SPO stores eschews the typical bland factory
outlet feel in favour of a high-street boulevard bou-
tique experience. To that end, there is a distinct
Pacific Northwest feel to the place, defined by an
amorphous canopy supported by big logs in the
mall’s centre courtyard. We visited on a sunny day,
so the Northwest elements weren’t a factor, but on
a rainy day you would be dashing from storefront
to storefront.
The factory outlet concept isn’t exactly new, but

what is is the explosion of these shopping centres

I There’s lots
of choice right here at
home, but the near-par

dollar is tempting many to
try the malls down south
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What to bring:
To get into the United States by vehicle, you
must have proof of citizenship, meaning,
ideally, a valid passport. A birth certificate
along with government-issued photo ID will
suffice.
As to money, the best way to maximize the dol-
lar’s strength is to convert your Canadian money
into U.S. dollars at your Canadian bank branch.
If you plan to use a credit card, be aware that the
rate of exchange you receive might be different
from the day you purchased goods as credit card
transactions typically take a day to process.
Debit cards also work south of the border at the
majority of stores, though expect a $1.50 transac-
tion charge each time you swipe it. Many mer-
chants also offer cash-back services.
Gift cards are available from most shopping cen-
tres and can be ordered online using a credit card.

Where to shop:
Seattle Premium Outlets is located in Tulalip,

Washington, about a two-hour drive from Vancouver
(plus border wait), and about 30 minutes north of
Seattle. SPO features more than 100 designer
brand stores in an outdoor-style setting.
www.premiumoutlets.com/seattle
Bellis Fair is located in Bellingham, Wash., a 20-minute
drive south on I-5 from the Canada-United States bor-
der. An indoor mall in the traditional sense, Bellis Fair
is anchored by five large stores — Kohl’s, JCPenney,
Macy’s, Sears and Target. www.bellisfair.com
Located at the so-called crossroads of the Skagit Val-
ley, Prime Outlets in Burlington, Wash. is 66 km south
of the Peace Arch Border on the I-5. Thirty-five stores,
including Eddie Bauer, Jones New York, Liz Claiborne
and Tommy Hilfiger. www.mallseeker.com/burlington-
outlets.aspx
Peace Arch Factory Outlets is located in Custer, Wash.,
eight kilometres along I-5 south of the Canada-U.S.
border. It features three dozen or so stores.
Super Mall is the largest outlet mall in the U.S. North-
west and features over 150 stores. Located in Auburn,
Washington, just south of Seattle, about 21⁄2 hours
south on I-5 from the Canada-U.S. border.
www.supermall.com

BY BEVERLY BEYETTE

KAUNAKAKAI, Hawaii —
Here onMolokai, the sleepiest of
the major Hawaiian islands —
the one that calls itself the
“Friendly Isle” — a sign on the
door of Friendly Market Center
says, “Aloha spirit required here.
If you can’t share it today, please
visit us some other time. Maha-
lo.”
It’s not that this family-owned

market in Kaunakakai’s down-
town — a three-block stretch of
low wood-front buildings —
doesn’t want business. It just
doesn’t welcome certain main-
landers.
“The visitors have been getting

more rude and demanding,” said
Crystal Egusa, one of the man-
agers. “They push to the front of
the line screaming and yelling
because things are not going
their way. One visitor made my
cashier cry by belittling her. We
don’t need that kind of business.”
Locals are fed up with people

who come toMolokai to get away
from it all, then grumble about
lack of conveniences. “Wherever
they come from, they’re used to
having everything then and
there,” she said.
Things don’t work that way on

Molokai, where Kaunakakai is
the main town and the island’s
population of about 7,000 is stub-
bornly fighting to preserve its
laid-back lifestyle.
Islanders point to their more

glamorous neighbour Maui, just
nine miles southeast across the
Pailolo Channel, as the epitome
of everything they don’t want to
become: an island where high-
rise hotels and condos have
sprouted like palm trees and
Wal-Mart, Costco, KFC and the
Hard Rock Cafe have arrived.
WhatMolokai does have is the

tranquillity of an unspoiled rural
island with natural beauty —
mountains andwaterfalls and the
lovely Halawa Valley. It can lay
claim to being “the last Hawaiian
place.”
The island has only two hotels:

the Polynesian-style, 54-room
HotelMolokai, which is decided-
ly less than deluxe and is partly a
time share; and the upscale, 22-
room Lodge at Molokai Ranch,
which also operates a seaside
camp of 40 rustic beachfront
“tentalows” on the island’s west
end.
So, it’s not surprising that

Molokai attracts the fewest visi-
tors to Hawaii, only 76,000 in
2006. Maui averages 2.2 million
annually.
It’s not that Molokai doesn’t

Molokai
fights to
preserve
laid-back
lifestyle
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