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taste buds

chef Larry
Janes

Seafood line
is both real
and imitation

When It comes to seafood, yours truly
balances the checkbook every week, making
sure there's always something left to pur-
chase fresh seafood,

1 love lobster, shrimps and go crazy over
crab. So when I had the opportunity to try a
“new” product called Sealegs, recently in-
troduced to the North American scafood

market, I approached the product with a lit-
tle hesitation and skeptlelsm.

It's unlike the mock seafood selling In mar-
kets, claiming to have the flavor, taste and
texture of real seafood. I purchased SeaLegs
Lobster Tails with a show-me attitude, Espe-
clally since the main Ingredlent is surimi
{fish paste), with a price tag almost half of
what real lobster sells for.

Was I surprised. It i3 good. Real succulent,
sweet, melt-in-your-mouth lobster it isn't, but
when different recipes were tested In the
Janes family kitchen, the Sealegs product
came out on top,

BEFORE I share my favorlte reclpes for
this trendy, new, upscale yuppie product, I
thought it would be Interesting to do a lttle
research and find out just what Jt Is that
makes this product swim.

Early products that hit the grocers shelves
clalming to have the taste and appearance of
lobster, crab and shrimp were really a jabo-
ratory concoction loaded with artlficlal fa-
vors, colors and shreds of what used to be a
throw-away fish called pollack.
¢ Berelson Co., exclusive marketers of
the Sealegs brand, has risen the “fake”
seafood to new heights, Fake Is really a mis.
nomer with this brand because the company
has discovered a way to combine real Jobster,
crab and shrimp with Alaskan pollack to pro-
duce a high-quallty product that looks, smells
and, remarkably so, tastes like the real thing.
Nothing will ever be able to replace the
taste of fresh steamed seafood right from the
shell, but when using this product In salads,
saups and sauces, I was amazed al how well
It holds up and retalns its conslstency and fla-
vor.
So what's the secret? In addltion to utiliz-
ing the Alaskan pollack, the Berelson Co, has
P d a hefty p ge of real
seafood inte the product. The “real” addition
brings this so-called “imitation” product to
new helghts. Of course, with the addition of
the “real seafood" the product also has a very
close to “real” price tag,
Recent surveys at the local markets In my
area, however, found the ScaLegs products
coming In at about 25 te 35 percent betow the
cost of the real thing. This really amounted to
- a big savings when 1 recently had to prepare
nhcrnh tetrazzini for a Janes famlly wedding
shower.

FLAKED CRABMEAT was hovering about
$11 per pound but I found the SeaLegs imita-
tlon product at conslderable savings. When
the final recipe was finished and the family
had wiped the last of the tasty morsels from
Its lips, I figured I saved about $40. Now, of
course, the Janes famlly Is not known for its
remarkable taste buds but no ene, not even
Aunt Phyllls, the family culinary matriarch,
could discern a difference.

So if you're looking for a less expenslyve
way to entertain with seafood, check out the
SeaLegs brand products. You won't be disap-
palnted. Bon Appetit! .

See recipes, page 2,

By Mary Rodrique
speclal writer

MOVE OVER, Coke and Pepst.
This Is the bottled water genera~

on.

It's been called the gourmet part
of the beverage indusiry, The nece
tar of the health conseious.

And in the never-cndlng quest for
the best of everylhing, consumers
are quenching thelr collectlve ups-
cale thirst more and mare on the
Nitle bottles with exotlc labels,
“Perrier is stil number one by
NJar"” says E.J. Jonna, owner of

Y Vintage Wine & Deli In West-
land, “The more I stock,
the quicker it goes. It's
n accepted now.
t’s not a
¢« trend. It's
here to
stay.”

“Jonna says with consumers buy-
ing more imported beers and il
quors, it follows that bottled wa-
ters-many from European and Ca-
nadian glacia! springs-would also
experience a greater demand.

BUT WHETHER {t's Evlan from
the Swiss Alps or Absopure from
Plymouth, bottled water has found a
permanent niche in the market-
place. .

“The country Is more health con-
sclous," says Mike Canan, manager
of the Bonanza Wine Shop i
Livonia. "The non--
sugar waters wilt
always be
around. Perrler
has been
around for-
ever.”

With no
sugar

Bottled waters
They’re snazzy thirst quenchers

content, these waters might not
have kids and teenagers swarming
to them, but consumers in thelr late
20s to carly 40s are keeping the
demand constant, Canan says,

“Our store has a large clientele
from the factorles. They're tired of
{soda) pop. They want something
without a lot of sugar. It's a good
water drink without the taste of
salts or flyoride,”

Bottled water comes in sparkling

“(natural carbonation llke Perrier)
and non-sparkling varieties, While

..most taste like plain water, Per.

rier’s new, flavored line-mild or-
ange, lemen and lime-ls Canan's
big seller right now,

LaCroix (manufacured in
Wisconsln) has a stronger taste.

Consumers just have to try them
to sce which they llke best,” he
says.

ON THE HEELS of the battled
water are the seltzers. True seltzer
is natural mineral water that Is ef
fervescent, Commercial brands
finding favor with consumers-are
fruit flavered, naturaliy sweetened
and without additives.

The biggest miscanception peo-
ple have aboul seltzer is that it’s
low in calories,” Canan says. “Th-
ere are about 130 calories in a
10-ounce bottle. They're appeal-
ing because the fruit flavors are
very good-all matural. But It's

not a diet drink.”

New York Seltzer, the major
manufacturer in the market,
had te add the word soda to

the label bacuse “true selt
zer has no sugar.”
Because it's

sweet, it appeals to kids as well as
aduits, he adds,
Michigan is the largest market in
the country for New York Selizer. A
new see-through plastic can was
test marketed here. It took off and
“ is now selling all over the country,”
New York Seltzer does produce a
diet line.

“A NEW POPULAR brand Is the
Aussie Seltzer,” says Todd King,
Manager of Bosco's Wine & Dell in
Farmington Hills. *It's not really
manufactured jn Australla, but it
uses an Australlan formula, like the
Matilda Bay wine coolers. And the
flavors are more exotic, like kiwi,
papaya, peach and banana berry. It
also comes In diet with Nutrasweet,

“People pretty much grab them
In place of a pop as a refreshing
drink. It's an impulse type thing, We
also sell them by the single can or
bottle.”

Among the bottled waters, Evian
1s number one at Bosco's.

“1 think it appeals to more health
consclous people, like runners.
‘There are no additives, It's pure,”
King says.

A 1.5 litre bottle sells for $1.69; 1
litre s $1.29, and 6 ounce battles in
a six pack sell for $3.99 at 's.

Naya, a Canadian brand of pure
bottled water, is a strong contender
on the local market. .

“New ones (bottled waters) are,
coming out all the time,"
King says,

Pleasa turn to

By Ethel Simmons
stalf writer

What could be picer an g hal sarmer's
day than 3 fresh. cool, mam-course sikad
for a delicions light lunch
At the Community House in Burnung.
kam, main-course
specialties on a vari
doar Bates Streef
fas, and tables with colorful cloths, lunch
18 served from 11 a.m. 1o 3 p.m. Mondays-
Frldays.

ads are one of the
ied menu at the out-
Cafe. Under big mnbrel-

Joanne Helmstadt, director of food ser-
vices, sald the three most pepular maln-
course salads served at the cafe, as well
43 for events and business lunches catered

. ed with fresh vegeishles;

You can keep your cool
with main-course salads

‘In the past couple of
years, men are as
receptive to salad as
women — or more. . .

they're health and weight

conscious.’

— Joanne Heimstaat
The Communily House

Friday, Sept. 2, weather permitting. The
so serves a “Picnic in the Park”
5 30-7 30 p.m. Thursdays during the city’s
“In the Park” outdoor concert series in
Shain Park. A menu of light summer sal-
ads, changing each week, is available, as
well as fried chicken, Le Dog and burgers.

In addition, the Community House
caters on a daily basis te D'Cale at the
Troy Design Center. The cafe is open lo
the public from 11:30 a.m. to 3 p.m. week-
days. “The menu is atmost exactly the

Chinese Chicken Salad combines mari-
nated chicken and a medley of fresh vege-
tables. Shrimp Dijon Salad s served on a
bed of lettuce and garnished with fresh . p,

vegetables.” li, Caulifiower
Cheese Sala

* OTHER MENU offerings that tempt
salad-lovers are the Chicken Salad, perved
Salad, marinat.
224 Croissasts,
or shrimp

ot a cantaloupe;
with either chicken salad

crab salad. ‘

The Bates Street Cafo ia open through

d Is enhanced with dill dress-

same (as the Bales Street Cate) In the
summer,” Heimstadt said. There are hot
and cold dally specials and homemade
soups, too. .
Here are the recipes for the three most:
maln-course salads at the Bates..

and Chinesa Chicken':

and




