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@ Many communities like Davis, California,
are planning urban landscape schemes that in-
clude food-bearing plants and trees. Fruit trees
are being planted along with purely decorative
varieties.

@ When seasonal produce is available consum-
ers support the local farmers’ markets. Less
grand than were the great Covent Garden in
London and Les Halles in Paris, but significant
in American terms, are St. Louis’s Soulard
Market, Detroit’s Outdoor Market, and many
small town farmers’ markets.

@ Middle class people are turned on to good
food albeit it may be gourmandism which can
be merely faddish. Never mind that, says Julia,
at least it’s a start in the right direction. So-
called gourmet groups are everywhere; some
are snobbish, others are earnestly pursuing the
craft of cooking.

A dentist friend invited us to a Chinese dinner
including Peking duck. Upon arrival we were
greeted by a naked duck, “twisting and turning”
in the wake of an electric fan, suspended from
an aluminum ladder in the middle of the living
room—an impromptu solution for drying the
duck’s skin and separating it from the carcass.

It was delicious.

Extensive menus, too much for individuals, are
being attacked by participative cooks. Every-
body works and eats well, too.

@ Perhaps the most important trend today is
that of including children in the cooking proc-
ess, sharing with them the larger reality, pleasure
and responsibility of family life.



Sausages displayed in the white-
tiled market of Harrods’s food
department in London

(opposite)

London’s great Covent Garden,
home of Eliza Doolittle and
friends seen here selling fruits
and flowers

Concept No. 2 The Return of the Merchant
and the Marketplace

Only a few great merchant cities remain in the
world—Amsterdam, London, Venice and Bruges.
These cities have traditionally symbolized trade

and exuded an atmosphere of noble mercantilism.

“The merchant had to be a man of style and taste
because these cities were primarily concerned
with trade, and therefore fashion; these cities
remain fashionable as well as functional.”

John Kenneth Galbraith.

People by the millions travel to see the great
mercantile architecture of European cities.
Places like Les Halles in Paris and Covent Garden
in London (both recently torn down) were im-
portant tourist attractions. The demise of these
great marketing centers was due primarily to the
desire of developers and governments to trans-
form these old areas into higher revenue pro-
ducing districts. Questions of their viability
were focused around the problems of accessi-
bility to them with modern transport and ware-
housing techniques. In terms of food, these
marketplaces were the heartbeat of these cities,
the crossroads of all varieties of gastronomic
wonders.

Covent Garden in London was an architectural
monument to food. Each commodity had its
own building. Even the workers in these markets
seemed to embody the qualities of what they
were selling. The fishmongers, dealing in the
highly perishable, were fast moving, almost
nervous in their hurried carting and bargaining
sessions. The men of the meat market were, by
contrast, more placid, slower moving. The veg-
etable and flower market men and women were
high spirited and friendly amidst all the color
and fragrant flowers. Birds inhabited the upper
reaches of the iron work. . . it was a delight.

Small restaurants ringed the perimeters of these
great markets performing as a culinary interface
between customers and the market. Great as-
sociations were established there. . . the farmer
and the food shopper with the merchant and his
colorful selling style, the smell of fresh food
and cooking and the excitement of seeing the
larder of an active city exposed. Visitors could
see exotic game, crates of garlic from Spain,
trout from Scotland. Compare that experience
to the plastic wrapped, blister pack environment
of today’s supermarket. What a loss!
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In part as a rejection of the high prices and
banal offerings of the supermarket, many food
co-ops began to appear in large and small com-
munities across America in the late 1960s. Seen
as “radical” by the established business com-
munity, many of these same businessmen have
been astonished at the style and variety of goods
these shops offer. Everything from oriental cook-
ware to homemade pasta is available in tradi-
tionally conservative middle American towns.
People respond favorably to the passions these
new merchants expose. Their connoisseurship
matches the needs of people concerned with

the goodness of their food and the ambience of
their shopping streets.

Concept No. 3 A Renewed Interest In Regional
Food Variety and Production

It is obvious that the effort to nationalize and
standardize the public palate will fail as a result
of skyrocketing costs of distribution, if not from
gastronomic boredom. It makes little sense to
ship food thousands of miles when the same
commodities can be fruitfully produced within
alocal region. At one time Wisconsin was noted
for its fine beers, there were 107 breweries scat-
tered throughout the state before World War 1.
Today there are less than seven and four of
these are giant national producers. We observe
such absurdities as a local Wisconsin cheese shop
advertising local cheese and a brand of beer
shipped in from Colorado. The cost of this beer
is two and one half times the cost of the best
local brands. A price not based on a better qual-
ity product, but on the costs of trucking it
1,500 miles.

Contrary to this national beer distribution
practice, a tiny brewery in San Francisco pro-
duces what many west coast beer drinkers
believe to be the finest brew in America—
Anchor Steam Beer. A 36 year old descendant
of the Maytag Appliance Company family re-
vitalized the old Anchor Steam Brewery some
nine years ago. It was the last of 27 steam beer
breweries in San Francisco. Since Mr. Maytag
began his tiny operation, employing 8 people
in a single shift, he has raised production from
600 barrels per year in 1965 to well over 7,800
barrels in 1976.

He doesn’t advertise. His beer sells for a healthy
price ($3.10 a six pack), and it sells in the face
of a national trend towards light, tasteless beer.
What is steam beer? “Mr. Maytag says it is the
only beer made in America that is brewed with
the traditional beer-making ingredients: barley
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malt, hops, water and yeast. It contains no pre-
servatives or additives or ingredients like corn

or rice that other brewers use to lighten the
color and taste of their beers. Steam beer uses

a full pound of hops per barrel—four times the
industry average; and where some brewers make
a big thing of their water, Mr. Maytag uses ‘good
old San Francisco City Water’.” (The Wall Street
Journal, June 1975.)

Or there is Steve’s Ice Cream store in Somerset,
Massachusetts. Steve is a drop-out high school
teacher who makes high quality, homemade
(twice daily) ice cream. He researched old reci-
pes, installed a vintage ice cream maker in the
window of his shop and proceeded to make only
four flavors. In addition to the delicious ice
cream he added a fine condiment counter where
“do-it-yourselfers” can design their own extrav-
aganzas with fresh fruits, nuts and real whipped
cream. This is not Howard Johnsons!

What all of these examplary people have in
common is a commitment to the offering of
not just good food, but a decent milieu in which
to produce and sell it. They are, in short, true
merchants, not just businessmen.

If every region in America could re-establish its
natural food varieties and its ethnic heritages,
this country could equal the quality of the foods
that distinguish the gastronomic capitals of the
world. This is not to limit or reject the idea of
international cuisine—on the contrary, it could
enhance it. Many U. S. regions are capable of
producing European or Far Eastern food mate-
rials. A French owned company is producing
Brie cheese in Le Sueur, Minnesota, and
Kikkoman, a Japanese firm, is producing soy
sauce in a factory in central Wisconsin. Each
region should look into its prevailing climate,
soil, water and game, and produce on a region-
al basis those international food varieties that
belong in their areas. Certainly, we won’t com-
pletely forego the citrus fruits, produce and
shellfish of the coastal areas in mid-western
climates, but we could reduce our dependence
on these expensive items by enhancing our re-
gional food larders. Regional food variety may
make visiting another city in another state
worthwhile again. The ubiquitous “steak and
lobster,” washed down with rosy rosé, followed
by industrial cheese cake served over insipid
game board place mats has gone too far. Oh,
for some genuine Boston baked beans in
Massachusetts, some real Milwaukee Polish
sausage in Wisconsin, and fresh oysters on the
Georgia coast!



SOURCES

All sources on these lists have
been visited and checked for
quality and fair prices either by
the authors or by DQ staff. Not
meant to be definitive, this selec-
tion could be developed and
expanded to include many addi-
tional resources in these and
other cities.

Boston Area

Cooking Utensils/Housewares

The Brookstone

27 School Street

Boston

(new and unusual hardware and
kitchen tools; mail order catalogue)

Cross Imports Inc.

210 Hanover Street

Boston

(small hand implements; mail
order catalogue, includes recipes)

Fresh Produce/Specialty Foods

Bailey’s of Boston

26 Temple Street
Boston

(specialty is handmade
candy; also ice cream)

Gruffries Fish Market
50 Salem Street
Boston

(Italian District)

Legal Seafood Market
237 Hampshire
Cambridge

(also a restaurant)

Sanborn’s Fish Market
28 Merchants Row
Boston

(old and established)

Savenor’s Supermarket

92 Kirkland

Cambridge

(excellent meat and fresh produce)

Steve’s Ice Cream
191 Elm
Somerset

Tony’s Pasta Shop
Hanover Street
Boston

(Italian District)

Wine Cellar of Silene

Waltham

(recommended by Joseph Moreno,
wine connoisseur, and Julia’s friend)

Minneapolis/St. Paul Area

Cooking Utensils/Housewares

Maid of Scandinavia

3244 Raleigh Avenue South
(Highway 7 & 100)

St. Louis Park

and branches

(specializes in baking equipment)

TD 2
2945 Hennepin Avenue
Minneapolis

Fresh Produce/Specialty Foods

Carbone Bros.

335 University Avenue East
St. Paul

(Italian and Greek food)

New York Tea Co.

818 Vandalia

St. Paul

(features an extensive tea
selection and their own roasted
coffee)

Raess Quality Store

1783 St. Clair Avenue

St. Paul

(imported groceries, mostly
French)

Delmonico’s Italian Foods

1112 N. E. Summer

Minneapolis

(features homemade Italian

meats, anise cookies, peccorino,
baked bread sticks and doughnuts)

Ingebretsen Meats

(Ingebretsen’s Scandinavian Center)
1601 East Lake Street

Minneapolis

(features Swedish sausage, lamb
rulle, sylta)

International House of Foods
29 W. Island Road

Minneapolis

(Oriental, Arabic and Indian)
Stanley and Marvel Chong, prop.

Farmers’ Market

312 Lakeside Avenue

East of Lyndale Avenue, between
Glenwood Avenue and Highway 55
(seasonal produce)

Swanlund’s Berry Fields
Cottage Grove, Minnesota
Contact Martin Swanlund

2212 Hastings Avenue
Newport, Minnesota 55055
(pick fresh strawberries, melons,
sweetcorn in season)

Baked Goods

Just Desserts

Florence Leighton (Mrs.
Arthur Leighton)

1722 Oliver Avenue South
Minneapolis

Le Take Out at L’Hotel Sofitel
5601 West 78th Street
Minneapolis

New York

Cooking Utensils/Housewares

Bass and Bass

265 Park Avenue South

(features professional kitchenware,
china and glassware; cooking
ranges, dishwashers and other
heavy-duty equipment are on view
and may be compared with con-
sumer appliances)

Bazaar de la Cuisine

1003 Second Avenue

(utensils geared more to the home
cook rather than the restaurant
or institutional user)

Bridge Kitchenware Corporation
212 East 52nd Street

(hotel supply/retail store special-
izing in imported and domestic
cooking utensils, e.g. copperware,
stoneware, kitchen gadgets, glass-
ware, china)

H. Friedman & Sons

18 Cooper Square at Sth Street
and The Bowery (Third Avenue)
(professional quality equipment,
e.g. heavy-duty restaurant appli-
ances, glassware, china)

Pottery Barn

10th Avenue near 24th Street
(three warehouse-size floors of
kitchen utensils, china and
glassware)

The Well-Tempered Kitchen

2080 Broadway near 72nd Street
(cookware, glassware from many
countries; china discounted at 20%
off regular price, handcrafted pot-
tery and ceramics for the table)

Neighborhood Marketplaces

Chinatown

Main shopping on Mott, Pell and
Canal Streets and The Bowery
(stores feature Chinese foods,
hardware—a good place to purchase
woks, cleavers, teapots)

Greenwich Village

1st Avenue on the Lower East Side
(Polish and Ukranian foods,
sausages, bread)

Little Italy
South of Houston Street

Ninth Avenue between 36th and
42nd Streets

(Greek, Italian, Puerto Rican
specialty food stores, also
greengrocers)

Spice Market

Canal Street

(features close-out items including
imported and domestic foods of
all kinds)

Yorkville German area around
86th Street and Third Avenue

San Francisco

Cooking Utensils/Housewares

Thomas E. Cara Ltd.

517 Pacific

(specializes in copper pots,
espresso machines, pastry
decorating equipment)

Fresh Produce/Specialty Foods

Fantasia

California Street

(Middle European baked
specialties—particularly
Austrian and German delicacies)

Farmers’” Market

Highways 280 & 101

(fresh produce sold daily;
particularly good selection on
Saturdays when small farmers
offer their produce for sale)

Hans Speckmann

1550 Church Street

(German delicatessen with many
in-house specialties)

Swan Qyster Depot
Polk Street
(fresh fish daily)

Wine & Cheese Center

205 Jackson Street
(excellent selection of both—
domestic and imported)
Neighborhood Marketplaces

Chinatown
Grant Street Area
(Chinese groceries and vegetables)

Northbeach District
(Italian groceries)
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