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A mother and her very young son were fly-
ing Westjet Airlines from Ottawa to Cal-
gary . 
The boy, who had been quietly looking out 
the window, turned to his mother and said, 
'If big dogs have baby dogs, and big cats 
have baby cats, why don't big airplanes 
have baby airplanes?' 
The mother, who couldn't think of an an-
swer, told her son to ask the flight atten-
dant. So the boy walked down the aisle and 
asked the attendant, 
who was extremely busy serving drinks. 
She smiled and asked, 'Did your Mom tell 
you to ask me?' 
The boy answered, 'Yes.' 

'Well, you go and tell your Mom that there 

are no baby airplanes because Westjet al-
ways pulls out on time. Have your Mom 
explain that to you.' 
BLONDE MORTICIAN 
A man who just died is  delivered to a local 
mortuary  wearing an expensive, expertly 
tailored black  suit. 
The female blonde mortician asks the de-
ceased's wife how she would  like the body 
dressed. She points out that the man does 
look good in the  black suit he is already 
wearing. 

The widow, however, says that she always 
thought her  husband 
looked his best in blue, 
and that she wants him  in 

a blue suit. She gives the 
blonde mortician a blank check and says, 'I  
don't care what it costs, but please have my 
husband in a blue suit for the  viewing.' 
The woman returns the next day for the wake. 
To her delight,  she finds her husband dressed 
in a gorgeous blue suit with a subtle chalk  
stripe; the suit fits him 
 perfectly. 
    She says to the mortician,  'Whatever 
this cost, I'm very satisfied. You did an ex-
cellent job and I' m very grateful. 
 How much did you spend?' To her astonish-

ment, the blonde  mortician presents her with 
the blank check.      
    'There's no charge,' she  says. 
'No, really, I must compensate you for the 
cost of  that exquisite blue suit!' she says.  
    'Honestly, ma'am,' the blonde  says, 'it cost 
nothing. You see, a deceased gentleman of 
about your husband's  size was brought in 
shortly after you left yesterday, and he was 
wearing  an attractive blue suit. I asked his 
wife if she minded him going to his grave 
wearing a black suit instead, 
and she said it made no difference as  long 
as he looked nice.' 
'So I just switched the heads.' 

BET YOU DIDN'T SEE THAT COM-
ING!!!!! 
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Canada: The Best Place 
In The Whole World!  

Why do the Daily Papers Hide 
The Flag? Ask Harper!! 
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See more pictures on page 13  of demonstration for Palestinian rights and supporters of Toronto Street News 

NO TO RE-BRANDING ISRAELI APARTHEID 
Warning to Toronto Ethnic Editors 

The Israeli Ministry of Foreign Affairs has selected Toronto as a 'test market' for a million dollar 
re-branding campaign. The 10-month 'Brand Israel' campaign was launched August 25th at the 
Miles Nadal Jewish Community Centre in downtown Toronto. 

CAIA (Coalition Against Israeli Apartheid) asked its friends and community allies to come out  
to show that Torontonians will not 'buy' into a gimmicky Israeli advertising campaign that is based 
on cynically racialized marketing techniques. Just as Torontonians rejected attempts in the 1980s 
to re-brand apartheid-era South Africa, CAIA is confident that they will do the same with this ee-
rily similar attempt at normalizing Israeli apartheid. 

According to Israeli consul general in Toronto Amir Gissin, the campaign seeks to "fix negative 
images of Israel" by "tak(ing) the emphasis off the politics and strife." The reality that escapes 
Gissin, however, is that the Israeli 'brand' will continue to 'perform poorly' so long as the Is-
raeli state continues to legislate racist apartheid laws and deny fundamental rights to Pales-
tinians. 

The campaign, designed as an 'attack on all the senses', emphasizes 'grassroots exposure' 
with official Brand Israel logos and advertising set to “go up across the GTA in bus shelters, 
on billboards, on radio and TV starting in September".   (Continued page 2) According to 
the Canadian Jewish News, the re-branding campaign will target particular communities in 


