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EVERYTHING BUT THE ELEPHANT...

The twe!ﬁh{emury castle qf Peﬁqﬁd, in the heart c_rfRibem del Duero.

n 1501, the city of London enjoyed a

week of festivities to celebrate the
arrival qf a Spanish Princess, who was
to marry the King's brother.

Her name was Catherine, Infanta of
Castile, and the locals turning out for
the beer and ﬁreworks in her honour
were t‘hce{fufU! convinced that they
were going to the south-London district
where she was smying to see

the Elephant and Castle 0"

...The rest is history. oq'
Everyone knows: the ,?
story, but how many 3
know the Castile from 8
which the Infanta took o
her title? There's not a g,
lot in the way of clephants
to be found here, but the
historic countryside still has its share
of castles, as well as the heritage of a
thousand years of history provided by
the Royal houses of Ledn and Castile.
The river Duero flows through a
lush green landscape of fertile soils and
r0|]ing hills under a crisp, alpine-blue
sky. This is a land of wildflower
meadows and sheep-farms as well as
castles and kings, known as the
breadbasket of Spain for its production
of quality cereals...And soon to be
known for another of its outstanding
contributions to gastronomy: the wines
of the Denominacion de Origen Ribera

del Duero. The vine thrives in the

3.
RIBERA
PEL DUERO

O\)_}ﬂ%

chalk and sandstone soils here, at an
altitude of 2,500 feet: the very limit at
which grapes can be grown and ripened
anywhere in Spain.

The high, cool spring, hot summer
and autumn, and very cold winter
ensure that only the healthiest vines
survive to pruducc grapes, and the
combination of freshness, acidity and
ripeness of those grapes is
unique in Spain, and the
The

vine is the Tinto Fino,
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rest of the world.

or Tempranillo, which
has evolved its own
,9 unique characteristics
o in this high Castilian
0@ plateau — characteristics
which have been much prized

by those in power in the major cities
of the region: Burgos, where El Cid
launched his campaigns against the
Moors; Segovia, where Isabella
mother of the Infanta Catherine — was
proclaimed Queen; Valladolid, former
capital of Spain and Soria, for many
years the frontier between Christian
and Muslim Spain.

These proud Castilians demanded
afford which

matched their elevated tastes and the

and could wines
hearty foods which nature provided in
such abundance.

In the countryside, too, people had

a healthy thirst for good wine, and in

almost every village you'll see luceras —
strange towers like giant spears of
petrified asparagus which stick up
almost everywhere, between the houses
and on the hillsides.

These provide light and fresh air for
the labyrinthine cellars burrowed into
the soft bedrock below, where every
family, no matter how humble, would
tread its ration of grapes and store
their beloved product.

Add to this an explosion of new
technology in the wineries, new ideas
from winemakers who

)‘Uung are

masters of their craft, and new
investment in the land, and you'll
understand wh_v there’s an atmosphere
of excitement in Ribera del Duero.
The region’s winemakers, the
Conscjo Rugulador which polices the
quality, and some pretty impressive
international wine experts believe that
one of the world’s greatest wines is

emerging here. You will, too.
L! ]

It was, after all, good enough for
the Infanta and you can enjoy it

with or without an cfrspham."

WINES FROM

66 CHITERN STREET, LONDON WIM IPR



EDITORITAL

Flower Power

he quantity of plants and flowers a country con-
sumes is an indicator of its degree of development. In most devel-
oped countries, bringing home a bunch of roses or a potted plant
is no longer something we do just for special occasions. We buy
them along with the rest of the shopping as a contribution to the
comfort factor at home and at work.
A high proportion of the flowers and, especially, potted plants,
bought in Europe come from Spain, particularly from the Valencian
Region and the Canary Islands, where long experience and envi-
able climate generate a huge range of top quality produce.
Another of Spain’s industries that prides itself on its range is the
canned fish industry. The top of the range, up at gourmet level, fea-
tures the best cuts of tuna, the biggest mussels, clams and select
sardines, presented in a wide variety of ways: in finest olive oil or
escabeche, in piquant sauces, dressed with lemon...
Spain’s fishing and canning traditions stretch back a long way, so
it is hardly surprising that canned fish is very much a part of the
national diet. It is served both at home and in bars and restaurants,
sometimes as part of a more elaborate dish but more often straight,
as tapas or quick snacks. Simple and delicious.
This is Jacobean Year, so our tourist section in this issue looks at
the pilgrimage route to Santiago de Compostela. This year, 1993,
has seen frontiers fall within the European Community. But over
eight hundred years ago, the confluence of routes along St. James’
Way also brought together many diverse cultural, artistic and com-
mercial influences. These, over time, were to provide the basis for
the Europe we know today.




HE MOST COMPLETE
AND RELIABLE GUIDE TO SPANISH
EXPORTING FIRMS

\
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|
It contains information on more than 10,000 firms, !
classified alphabetically and according to the ‘
merchandise exported. By consulting this census, two

basic questions can be answered:

What products does a specific Spanish firm export and to
which countries?
What Spanish firms export a specific product?

0SS 110
13 th Edition

Address your order to:

Instituto Espaol de Comercio Exterior

Dpto. de Edicion y Comunicacion

P#. de la Costellono, 14 - 28046 MADRID - SPAIN
Tel.: 4311240
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STOP PRESS

SALICAL’S SECOND YEAR

-
C//r~ etween April 19 and
/,’ May 2 of this year, the
Regional Government of

Rioja, in cooperation with the
Chamber of Commerce and Indus-
try of this Spanish region, held the
second year of SALICAL, the Inter-
national Fair of Quality Certified
Food Products.

At this vear's food fair, focused ex-
clusively on top-quality pro-ducts
with Denominations of Quality, Ori-
gin or Specific Characteristics, visi-
tors were able to view 60 stands set
up by Spain’s various regions, regu-
latory bodies and a wide range of in-
ternational exhibitors, including dis-
tributors of products coming from
Austria, Germany, Denmark, France,
Holland and the United Kingdom.

ENLARGEMENT OF THE NAVARRA DENOMINATION OF ORIGIN

%degehzs of the Regional Govemment of Navarre, the. “Navarre Denominafion of
in

easiem into inthe
et bl
their own producs:

st several wi

?enbrooderxedbouﬂrorizecnumberofnewmhipsin the norh-

ion and crianza oging of wing).

oducing areas were nof ol

. With this new decree, the Depariment of Agriculture has dec:ggﬁ

that the authorization fo age their own wines should be exiended fo all of the

Navarre Denomination of Crigin area.

Source: Marco Real (No. 113, April 1993)

303 fine food com-panies -from
Spain and abroad- displayed their
products at SALICAL'93, which
ranged from Spanish cured hams to
frozen potato omelette, as well as
the Rioja region's famous food pre-
serves and, of course, its fine wines.
Scheduled at the same time as the
fair was the Ninth Technical Meet-

ing of La Rioja, entitled “Quality
standards in food production”,
which drew a large number of in-
dustry represen-tatives, who dis-
cussed every aspect of food pro-
duction quality standards, from the
standpoints of packing, marketing
and general management.

Compiled by ISABEL MARTOS

P> THE EC PROTECTS

SPANISH TURRONES

The Court of Justice of the European
Communily, sifiing in Luxembourg, recently
passed a mofion protecting the Specific
Dencminations of Jiiona and Alicante furrones,
or nougat. These two denominations hod
been waging a legol batte for the past four
years wilh two nougat manuiacturers in he
French city of Perpignan, who had been

selling their products under the ‘Jijona” and

panies are now being
token before the Coutt of Mantpellier, in
France, for final senfencing
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THE EIGHTH INTERNATIONAL GOURMET CLUB SHOW

Madrid, 15, 16, 17 and 18 April 1994

FOURTH SPAIN CHEFS

What is the gourmet Club
show?

t is the event where
product manufacturers,
olite gastronomes, artisans
and industrialists

can meet the owners and
chefs of the best
restaurants, head buyers
rom hotel chains and
arge select food chains,
special shops and experts
which are lovers of a
sood table (members of
wine clubs, readers of
magazines for
sastronomes and users of
lourist and good food
ouides).

Access to the Show is
only through invitation or
as professional. Under

1o circumstances

are those under 16 years
of age admitted.

Activilies and
conferences

During the period of the
Show, a number of talks
will be given related to
quality products and good
food, among which the
FOURTH SPAIN CHEFS
CHAMPIONSHIP

stands out.

The results of the Seventh
Show

The Seventh Show
occupied a total net area
of 9,000 m* with 320
stands shared among the
360 companies which
were exhibiting —of which
55% were from the food
sub-sector and 45%

from the drinks sub-
sector-. Throughout the
four exhibition days
almost 25,000
professionals visited the
show.

Forecast for the eighth
Show

Exhibitors: 390
Professional visitors:
26,000

- CHAMPIONSHIP

i1

Charcuterie

Patés, foie-gras and duck
and goose by-products
Accessaries for the table
(china, glass, linen, etc.)
Variours (Kitchen utensils,
books, specialized
magazines, etc.)

Products to be shown
Wines, spirits and
liqueurs

Sweel, chocolates and
biscuits

Codiments, spices, oils
and vinegars

Apeéritifs and beers
Cheeses

Meat, fish and vegetable
conserves

“Jub
et Clu
tional Gour™® onte, 4
ernd & can vice -r
' :

r
-t

x: (1) 559 4579



STOP PRESS

SPAIN’S HISTORICAL PARADOR
CHAIN - NEW
ADDITIONS AND RE-OPENINGS

/- pain’s network of his-
torical Paradors - hotels
and restaurants installed in
ancient castles and monasteries - is
undergoing @ thorough overhaul
and refurbishing, aimed at bringing
it up to the sophisticated require-
ments of current-day travelers.
Work was recently begun on two
new Paradors: one in Siguénza
(Province of Guadalajara) and the
other in the Monastery of Santo
Domingo de la Calzada (Province
of Rioja), which will soon be able,
once more, to provide rest and re-
freshment for pilgrims on their way
to the medieval shrine of Santiago
de Compostela.
The network was further enlarged

R

last April with the inaugurations of
a new Parador in the picturesque
city of Cuenca, situated in a 16C.
monastery facing the famous “hang-
ing houses” which overlook that
city’s plunging river gorge.

VALENCIA DRIED FRUITS
COMPANY SET OUT TO CONQUER
THE WORLD

he Valencia-based
dried-fruit  producer,
Productos Churruca, is
currently negotiating with a num-
ber of foreign distributors for the
purpose of broadening its range
of international outlets. Churruca,
which already has faithful cus-
tomers in France, Portugal, the
UK, Switzerland, Denmark and
Sweden, now hopes to make new
conquests in Poland, Belgium,

Italy and several countries of the
Middle East.

Source: Dulces Noticias... y algo mds
(No. 49, March, 1993)

CANCELLATION OF
VIBEXPO'93

-

n the light of the cur-
rent economic difficul-

ties, the management of

the Instituto Ferial de Madrid
(IFEMA) has decided to cancel
VIBEXPO'93, the Exhibit of Wine,
Beverages and Related Industries
(Spain Gourmetour No. 29) which
was scheduled for September 19
to October 3 of this year.

B> VINEXPO 1993:
IN VINEXPO VERITAS!

Qround e woed

Spain's presence wos secord in volume only b

d
fered in on ICEX poiien,
on diphay wih beir own
individual stands were Osbome ond Morgués de
Fiscal, and Frebenet Covo was Spoin's represerichie
in the Great Brond Chub, donside e wotd's koding
prochucess, The wide ronge of Spanish producs

Megia SA., of Vodepeios, marksled unde: e
name Tkvoh ond prepared under fie supenision of o
group of rabbis, o cerfy hat manfaciing
procedes are in compliange wih jewish reigios
lerves. Wine mexcharts, iosers, prodcers ond e
from oll over the world of sifled and sighed,
WINDXPO verits”

DELICATESSEN

E S @ " Puente la Reina. Navarre. Spa;;i

One of de best know brand for high quality products in preserve
from Spain is Senorio de Sarria Delicatessen

This family owned business distribute |
and market all over Spain and also §
overseas, a range of 58 different products
of the "Delicatessen” type under its
own brand Senorio de Sarria. This name
also refers 10 a 1100 hectares agriculture
farm located in Puente la Reina, in the
rovince of Navarre, thal is also owned
y the same family.

The products offered are classified as follows:

- Asparagus (from Navarre): while an green.

- Truffles and mushrooms,

- Preserve fruils of different kinds.

- Jam and preserves.

- Foiegras and pates.

- Vegetables: "Pimientos de Piguillo®,
Artichokes in olive oil, green beans, efc...

- Capers, olives and onions.

- CooKed dishes such as coniit of duck, quails,
heans, stuffed red pepper, etc...

- Canned fish an crawfish.

Senorio de Sarria Delicatessen, S.A.
Puente la Reina. Navarre. Spain

Commertial Office: Fortuny, 45. 28010 Madrid
Phone: (1) 308 30 85 - 308 59 58 Fax: (1) 306 48 16




Serrano
WE HAVE THE ZEST OF SPAIN

We have the authentic Spanish
«Serrano» Ham, processed

|
using traditional methods which have
made this products famous

worldwide. Each ham is put through
quality control checks and is

endorsed by the Spanish «Serrano»

Ham Consortium.

So, if you want authentic «Serrano»
Ham, choose the brand you

prefer, but make sure that it bears the
SPANISH «<SERRANO» HAM
CONSORTIUM seal of guarantee.
You will have all the hams you

need available for purchase. And you

will discover why it is said

that, in Spain, life has a

different zest.

CONSORCIO DEL J AMON SERRANO ESPANOL
Moralzarzal, 80, esc. centro, 1.° A. 28034 MADRID
Telf.: (1) 735 05 01 ® Fax: (1) 735 05 03



STOP PRESS

YOUNG RESTAURANT OWNERS
OF SPAIN

m Association of
Young Restaurant Ow-

ners of Spain has recent-
ly been created, in the framework
of the group Young Restaurant
Owners of Europe. It thus joins a
network of similar associations in
Germany, Belgium, France, Great
Britain, Italy, Luxembourg, Hol-
land and Switzerland.
The guiding purpose of the
founders of this association -
which includes some of Spain’s
leading restaurant-owners - is to
safeguard the native cuisines of
each country, since these are
considered to be an essential
part of national and internation-
al levels, as well as organizing
exchange programs and training
courses, Its first official guide
was presented to the media in
June.
Source: Vino y Gastronomia
(No. 97, April 1993) and ICEX

SPANISH SHORTBREAD
GOES TO RUSSIA

&7,
L he mantecados of
Seville - the delicious
shart-hread-like hiseuirs
made of flour, sugar and pork-
lard shortening, traditionally eat-
en at Cristmas time - may soon
find new fans in Russia, thanks
to a new agreement between the
Association of Producers of Man-
tecados of Estepa (Seville
Province) and the El Patriarca
company, which plans to export
the delicacies to Russia.
The Seville Chamber of Commerce,
which is managing the deal,
declares that further agree-
ments are in the works for the
export of other top-quality lo-
cal products such as oranges,
olives and olive oil.
Source: Alforja
(No. 173, March 1993)

-

‘ RAVENTOS SCORES A SUCCESS IN BORDEAUX

Rmnfasrﬁim theﬁa!alms < d a fop French award for fis
Chateou dA ﬁaCéBdeCoﬂﬂmDmamiudimdﬂr@n ehberded’
: Bm&aumreg: 10t Fro i
FﬁdpmwﬂaeGddeeddofﬁmmemulmlM sty

Cortest’, one cof Europe’s most coveled awards becouse f s the

the Eurapean Community. The wine also won fop marks in them;{‘?% : '
Guide's I::hndfoidedmimg as o resull of which it wos declared o be o meﬁaiuf
| amallmimifsspecﬁcﬂenanmaﬁme{sng

RIOJA WINES GO UPMARKET

O' ine cellars marketing
their products under the

Rioja Denomination of
Origin experienced significant sales
increases last year, and this in spite
of a generally shaky market. ‘As well
as this improvement on the home
front, sales of Rioja wines outside of
Spain increased sharply - by 22%,
Another encouraging deve-lopment
is the creation of a new Rioja wine-
producer, Vina ljalba. Its vines are
planted on typically poor and
shallow Rioja soil types and
currently produce young wines to
be sold in a new and distinctive 35
cm. high bottle, which should help
get them off to a flying start.
Source: Marco Real
(No. 114, May 1993)

11



MEET US IN ANUGA'93
HALL 3.1 - STAND 20

B> 20 YEARS OF
VINOSELECCION, SPAIN'S
LEADING WINE AND
GASTRONOMY CLUB

Spain's oldest wine club, Vinoseleccion,
celebrated its 20th anniversory lost yegr.
Although it hegan its career with an exclisive
focus on wines, over the years it has
branched oul info sousages, cheeses and
preserves, 0s well us ol lypes of Spanish ond
toreign gourmet food products. Over the past
two decades, Vinoseleccin menbership hos
giown 1o 30,000 - and new adepls are
joining every day.

Vinoseleccion publishes Sobremssa, one of
Spain's most presfigious gastronomical

| mogazines, which recently brought out is

100t edifion.

B> NEW PRODUCTS

Over the post months o number of new fancy
food products have oppeared on the Sponish
consumer morkel: wines from fomous domains,
ligueurs, precocked meols and desserts.

Some of the new wines are the Vifc Alcoria
Crianza 1989, elaborated with Tempranillo
grapes in Lo Riojo; Los Medallos d Arguéso,
a manzanila produced by the Bodegos
Herederos de Arguéso in Sanlucar de
Barrameda; and from the same area, a
moscatel called Pale Fruit, o sweet wine
made with very ripe moscate! grapes,
produced by Anlanio Barbadillo.

In the liqueur department, the Ruaviejo
company has recenfly put its new Licor
Xacobeu on the market - a fruy grape ligueur
(23 degree proo]. The nome "Xecobey” is
Iribute to the pilgrims fo the shrire of Saint
James in Sanfiago de Compostelo.

New pretooked gourme! meals include o
welbnown Spanish deficocy, *Stewed quail
with kidney beans*, composed of quail,
kidney beans, onion, carrols, peppers, spices
and olive oil, and now being produced by
Conservas Aresonas Rosora.

What better way fo end this list of new
praducts than o fradifional Sparish dessert,
curently being markeled in afracfive glass
jors by Laboratorios Praductos San Antonio,
S.A.: the deceptively simple Nuts in Honey.
*D'Aeso Nuts in Honey” s prepared hom
carefully selected ingredients, all 100%
natural and wilhout any arficiol food
addifives.

Sources: Financial Food [No. 79, Janvary
1993); Vino (No. 98, May 1993); Alforjo

(No. 173/174, March/April 1993).




LASTING IMPRESSIONS

SONIA ORTEGA

P Coleccién Alimentos de Espaiia (12 titles)

Ediciones £l Pois/Aguilar y Ministerio de Agricultura, Pescay - Alimentacién,
1992

Juan Brave 28

28006 Modrid

Tel.: (1] 322 47 00

Fax: 1) 32247 71

Published in collaboration with the Minisiry of Agriculture, Fisheries and Food,
this collection covers the main products of the Spanish diet, all of which are
z;aiccl, foo, of the Mediterranean dief. Tasty, healthy and natural products
fhat are the raw material of the special Spanish gastronomy.

Qlive oil, Pulses, Cereals, Rice, Vegetables, Fruit, Meot, Fish and shell-
fish, Ham, Cheeses, Pork products and Wines are the 12 titles published

in o format slightly larger than o paperback and fully illustrated with
good photographs.

The texts are writlen by specialist food journdlists and writers and oll have o
common structure: a brief journey through the history of each foed in general,
and in Spain in parficulor; o thorough study of the main characteristics of the
food in question and ifs nutritional value; production in Spain, etc. Finally, o
double recipe book - the first section covering recipes which are part of the
clossic repertoire, and the second, enlitled Recefas con firma, giving the recipes
prepared by selecied chels, with new ideos and suggestions.

Lovers of good, wholesome food, whe like to know abaut what they are ect-
ing, will enjoy this atractive and readable collection.

P Seville

Sarah Jane Evans
Sinclair-Stevenson Uid., 1992,
7/8 Kendrick Mews

london SW7 JHG

Tel: (71] 581 16 45

Fox: [71) 581 16 99

1993 is undoubtedly the best time to visit Seville. The city has quieted down
after all the festive events of 1992 and can now be seen in all its splendor af-
fer the many changes and improvements introduced for the EXPO.

Seville by Sarah Jane Evans pains o fascinating picture of a vital city rich in
history with exceptionally brilliant pericds, such as the 16C. when it was re-
ceiving all the gold from America, alternating with other darker periods.

The first part of the book covers the histerical side of the ti‘(?r and, although this
is nat a conventional guidebook, the histarical background given also includes
references fo Seville’s monumental herifage.

The profagonists of the second part are everyday Seville and the Sevillians,
Sarah Jane Evans knows her subject because she has lived amangst these peo-
Fle and has understood the essence of their character, which is somelimes far
rom the stereotype. The hermandades or religious associafions, the aristoc-
racy, the religious and pagan celebrations, the gastronomy, the convents where
the nuns made fraditional swests, etc. combine to give a truz porirait of Sevillz
and ifs inhabifants.

Either s a readable fravel book or actually os a guide boak to prepare a vis
it to Seville, this is an excellent introduction.

Ranchos de a bordo

P Ranchos de a bordo
La cocina de nuestros pescadores

Texts: Cristino Alvarez

Ministerio de Agricultura, Pesca y Alimentacion, 1993.
Secretaria Genercl de Pesca Maritima, FROM
Estébanez Calderén, 3 y 5

28020 Madrid

Tel.: (1) 572 02 01

Fax: (1] 571 45 62

Although not for sale in bookshops, we fel his book should be included here because
ofitsrafher special nafure. tis a collection of 122 recipes for fishermen’s medls collected
by the FROM. {he Spanish fish markefing board) in a sort of tribute to the seomen
who, in spite of tough working condifions, were able fo produce inspired recipes.

The coastal fishermen working on sailing boats before the thirties prepared
their doily meals on board, generally basing their dishes on those fish, o paris
of the fish, which had little market value because of their bones, appeorance,
efc. But these characteristics had, and have, no bearing on taste and this bock
shows how the fishermen made the most of this faste.
Some of these recipes for onboard cooking, such as the marmitako, suquet de
ix or caldereta, have become classic Sponish dishes but ofher less known,
ﬁ:;ul and somelimes unusual recipes would most likely have disappeared had
this F.R.O.M. publication not rescued them from oblivion.
The food writer, Cristino Alvarez, hos adapted the recipes and occompanies
each with on inferesting explonation of the dish itself and the type of fish used.
The introduction olso gives a brief but interesting history of Spanish seafood
cooking which, undoubtedly, is the most varied in the wester world.

P The Wine Roads of Spain

Mare and Kim Millon

Harper Collins Publishars, 1993
77-85 Fulham Palace Road
Hammersmith, London W6 8/8

The authors rightly state that in Spain, in spite of the enormous variety of Span-
ish wines, “The concept of wine s an object or source of intrinsic interest for
the foreign tourist, is still something of o noveliy...”

This is perhaps why the wine tours which are so common in France or ltaly are
practically unknown in Spain, with just a few exceptions, and the vary few traw
el guides on the subject of wine re almost oll the work of foreign writers whose
approach to the wine world is different.

But lovers of this fype of tourism who are keen to visit Spain will be pleased to

know that in The Wine Roads of Spain they will find whal they were looking for,
The Millons, who have already written similar guidebooks fo ltaly, France and
Europe, provide all the information necessary, region by region, fo organize
this type of trip: wine-growing oreas, ifineraries, Denominations of Origin, dif
ferent types of wine and wine production, history and Irends of the wines in
each area, the bodegas that ore open to visitors with their opening hours, wine-
related fiestas and celebrofions, wine museums ... and much more.

But since man cannct live on wine alone, the above is complemented with
interesting and carefully-selected fourisf infarmation with special empho-
sis on gastronomy.

This is o welcome boak, well-documented and with firsthand information. Iis
many charts full of curiosities and anecdoles are of special interest.

Many maps - though these are slightly disappointing - and photographs com-
plete this delighrfu? handbook, ful? of mmum, practical intormotion.
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ANCO

LA SECA

AGRICOLA CASTELLANA
SDAD. COOPERATIVA

4749] Lo Seco (Valodold)
Tifro.: 98381 63 20

Palido Rueda: Campo Grande
ANGEL RODRIGUEZ
VIDAL

47491 La Seco (Vallodokd)
Tifno.: 983:-81 63 02

Rueda Suparor. Marfinsancho
MARQUES DE IRUN, S A.
47491 La Seca (Vollodolid)

Tifnc.: 983-81 6398

Ruada Superior: Marqués de Irin
Rueda: Vina Tejera

CON CLASS, S.L.
47491 La Seca (Volodokd)
Titno.: 983-81 64 22

Rueda Superor; Con Closs
Rueda. Con Class

SAT HEREDEROS DE
AGUSTIN NANCLARES

47491 La Seca (Vallodolid)
Tino.; 983-81 63 13

Rueda Superior: Vilia Narcisa
Ruada: Villa Norcisa

Vilia Narclsa Sauvignon

NAVA DEL REY
ALVAREZ Y DIEZ, SA.

47500 Nava del Rey (Volodalid)
Tifno. $83-8501 36

Ruada Supeor: Mantel Blanco

¥ Mantel Nuevo

Rueda Aldial. Escrifio y Nava Real
Pdido Rueda: Mantel Pélido
Dorade Ruada: Mantel Dotodo

JUAN ANTONIO
BURGOS MARCOS

A7500 Nava del Rey (Voladolid)
Tfno, 983-8501 14

[Ruedo Supasor; Nielos de
Benito el Tonelero.

Ruada; Nietos de Benllo

@l Tonelero

Dorado Rueda: Nietes de
Benito ef Tonelero.

POZALDEZ
ANGEL LORENZO
CACHAZO

47220 Pozaicez (Volodobd)
Tifno.: 983-82 20 12

Rueda Superior: Marfivill
Rueda: Lorenzo Cachazo

FELIX LORENZ0 CACHAZO

47220 Pozolde: (Vallodold)

Tifno.: $63-82 20 08

Rueda Supercrn, Camasvifos, Lamug
Daroda Rueda: Deiatierra

Rueda: Larmua

SANTIUSTE DE SAN
JUAN BAUTISTA

BODEGAS CERROSOL, S A,
40460 Sontiuste de $... Boutksta

(Segovia)

Tiino.: 911-69 60 02

Rueda Superior: Dofla Beatlzy
Cerrosol

Rueda. Cerrosol

RUEDA
VINOS BLANCOS
DE CASTILIA, SA.

47430 Rueda (Valodaid)
Tino.; $83-86 5029

VEGA DE 1A REINA, S A.

47490 Rueda (Valiodold)

Tino.: 983-85 80 89

Ruedo Superior: Vega de la Reina
Rueda: Valle de ka Reina

Coredo Rueda: Vina Rebelde
VINGS SANZ, S A.

47490 Rueda (Vallodeld)

Tino.: 983-86 81 00

Rueda Superior. Sanz

Rueda; Sonz,

Senz Souvignon

BODEGAS DE CRIANZA
CASTILIALAVIEJA, SA.
47450 Rueda {(Valiodolid)

Tiino. 9838681 16

Rueca Superior: Palacio de Bomos.
Rueda: Vila Cologén y Bomos

Souvignon

Rusda Espurmoso: Palacio de Bomos
Dorodo Ruada: 62

SAT LOS CURROS

47450 Rueda (Valiodolid)
Tino.; 983-86 80 97

BODEGAS ANTANO, S A.

47490 Ruada (Voladoid)

T¥no.: 983-85 85 33

Ruedo Superor: Viia Mocén
BODEGAS
J.PIMENTELYCIA, S.L.
47490 Rueda (Vallocoiid)

Tifno.; 983-86 8068

fueda Superior: Costilla

Dorado Rueda: B Monfico
BODEGAS FELIX SANZ
REVUELTA

{ Fébx Javier LLanos Baydn)

A7490 Rueda (Valadold)

Tifrva,; $83-84 B0 44
Rueda Supericr. Vifia Cimbion

@ CastillayLe6n

BODEGAS
GARCIGRANDE, S A,

47450 Rueda (Valiodolid)
Tifno.; $83-84 85 4]
Rueda Superior: Sefiorio de

Garcigrande
Rueda Sefotio de
Garcigrande

BODEGAS
CAVAS DE CASTILIA, SA.

47490 Rueda (Vallodoid)
Tino : 983-86 83 36

FUENTE EL SOL

BODEGA LOS
CURROS, SA.

47494 Fuente £ Sol (Voliodolid)
Tifno.: 983-82 40 18

Ruada Superior. Costical
Rueda: Vifa Bocu

Dorodo Rueda: Comunero

MATAPOZUELOS

BODEGAS
GARCIAREVALO, S.L.
47230 Motapozuelos (Valiodold)
Tifno:; 983-83 26 72

Rueda Superior: Viia Adoja,

Tres Olmos

Rueada: Casomaro

NIEVA

SDAD. COOP. VINEDOS
DE NIEVA

40447 Nieva (Segovia)

Tino.: 9116943 00

Rueda Supetior: Blanco Nieva
Ruedo: Los Novoles

SERRADA

B.HIJOS DE ALBERTO
GUTIERREZ, S A.

47239 Serrada (Vokadoid)

Tiino,: 983-8501 07

Rueda Superdor, Vita Cascarela
Rueda: Via Mancera, Vifia Lisonja,
Tempero,

&2 Caja Salamanca y Soria

LA

RELACION D BODEGAS Con DENOMINACION D ORIGEN RUEDA




FORUM

THE VII INTERNATIONAL
SALON OF THE CLUB DE
GOURMET IN MADRID

adrid was internation-
al gastronomy capital for
the seventh consecutive
time during the Interna-
tional Salon of the Club de
Gourmet from April 23 to
26. 362 exhibitors from
Spain and other countries
showed delicatessen prod-
ucts on 315 stands in the
exhibition center in the
Casa de Campo in Madrid.
Organized by Progourmet,
also publishers of the Club
de Gourmet's monthly maga-
zine, the Fair was a success
for all concerned, receiving
over 25,000 visitors, with
90% of the exhibitors ex-
pressing their satisfaction at
the contacts made and plan-
ning to return next time.
Just over half of the ex-
hibitors were from the food
sector, with the rest repre-
senting drinks companies,
many of them being famous
international names, and of-
fering not only their tradi-
tional products but also
products which were new
to the Salon. The exhibitors,
64% of whom were direct
producers, were keen to be
present in this international
Fair for gourmet products
and the visitors, most of
whom were trade visitors,
expressed their surprise at
the quality of the products
being offered.

TEXT:
ISABEL MARTOS

A first glance at the exhibi-
tion gave an idea of the
great variety of products on
show. This year, for the first
time, the whole exhibition
was held in one venue,
which made the visit easier
as well as giving a better

overall impression, and
products were amply dis-
played, some on video
screens.

Novelties One of the
main points of interest of
this VII Edition of the In-
ternational Salon of the
Club de Gourmet was the
new products. Visitors
were able to taste all sorts
of food and drink - from
the goulash, mini-meat-
balls in tomato sauce or
boeuf bourguignon pre-
sented by the Norwegian
company Theo Coertjens,
to the authentic mozzarel-
la made from buffalo’s
milk produced by Aceites
Vea and the wild white
salmon introduced by the
Calatan company Alitor.

Agromar this year present-
ed octopus and baby eels
in olive oil, which perhaps
could be accompanied by
Lagar de Canin cider or ap-
ple juice. There were new
packs from Joferca for an-
chovies, first preserved in

salt then desalted and
placed in refined olive oil,
and for cockles and mus-
sels.

Products that were com-
pletely new included tuna
fish cooked in cider, a typ-
ical dish from the north of
Spain presented by Agro-
mar, or paté made of green
olives, black olives or ca-
pers produced by the Span-
ish company Suroliva but
only marketed so far in
Italy. Salgado presented
spices.

All novelties were equally
appetizing for the visitors
to the stands. There were
also surprising elements in
some typically Spanish
products, such as the low-
cholesterol Burgos morcil-
la, or blood sausage, as
presented by Ortega, and
the marrons glacés in
brandy by Torres Import
or the “diet” marrons
glacés in a light syrup by
Jorge Rodriguez.

The Antonio de Miguel
stand drew the attention of
visitors with its white truf-
fle flour paste and its truf-
fle-flavored olive oil and
butter, and Berzal Her-
manos presented a cheese
made with cholesterol-free

non-dairy cream. There
was also a mousse made of
duck’s foie gras, and
smoked Icelandic cod pre-
sented by Sefrisa, as well as
liqueurs made following
traditional methods from
gooseberries and blackber-
ries by Licores La Hoja.

Most of the international
companies were represent-
ed by their agents in Spain
although three countries
brought the producers
themselves - France, with
23 stands under the name
of Sopexa, Belgium and
Portugal.

But there was more to the
exhibition than just the vis-
its to the stands. One of
the highlights of the Fair
was the III Wine Forum
which included four talks
by experts, including
Philippe Faure Brac, the
champion sommelier for
1992, under the title “Pro-
files of wine in the Europe
of the nineties; its image
and trade”. This was fol-
lowed, needless to say, by
4 wine-tasting session.

The VII Edition of the
Gourmet Fair was clearly a
success from the point of
view of organization, nov-
elties and visitors.
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THE
SEA
AT HOME

When the sea delivers its fruits.
PESCANOQOVA is there.

With one of the largest fleets

in the world, in order to select the
best of the sea and deep-freeze
it right there, when just caught.

So that they get to your table,
so fresh.

With all their taste and nourishing
value

It is like having the sea at home.

Fish and seafood Pescanova.

PESCANOVA

What’s good, turns out well




MAIN EXPORTERS

=
Main Canned Fish and
Shellfish Exporters

P> BERNARDO ALFAGEME, S.A.
Tomids A. Alonso, 186

36208 Vigo (Pontevedra)

Tel.: (86) 20 39 00

Fax: (86) 20 31 52

P> CONSERVAS AGROMAR
La Pefa, 24

Apdo. 256

33212 Gijén (Asturias)

Tel.: (8) 532 18 15/16 58
Fax: (8) 532 16 58

P> CONSERVAS ANTONIO
ALONSO, S.A.

Ctra. Vigo-Bayona, 127
36213 Vigo (Pontevedra)
Tel.: (86) 20 20 54

Fax: (86) 20 71 68

P> CONSERVAS BASTARRI
P? Ubarburu, s/n

Poligono, 27 - Martutene
20014 San Sebastian
Tel.:(43) 46 85 18

Fax: (43) 45 13 30

PP CONSERVAS BUSTO, S.A.
P? San Agustin, 16

20830 Motrico (Guiptizcoa)
Tel.: (43) 60 39 50

Fax: (43) 60 40 37

P CONSERVAS CERQUEIRA, S.A.
Tomas A. Alonso, 80

36208 Vigo (Pontevedra)

Tel.: (86) 23 35 00

Fax: (86) 20 98 05

P CONSORCIO ESPANOL
CONSERVERO, S.A.
Eguilior, 1

39740 Santona (Cantabria)
Tel.: (42) 66 00 86

Fax: (42) 66 00 98

P> ESCURIS, S.A.

Bayuca, s/n

15940 Puebla Caraminal (La Coruna)
Tel.: (1) 83 01 00

Fax: (1) 83 21 55

P> HIJOS DE CARLOS ALBO, S.A.
La Paz, 12

36202 Vigo (Pontevedra)

Tel.: (86) 29 9G 11

Fax: (86) 20 40 52

P MASSO HERMANOS, S.A.
Plaza de Compostela, 23
36201 Vigo (Pontevedra)

Tel.: (86) 43 07 77

Fax: (86) 43 54 02

P> CONSERVAS ORTIZ, S.A.
Inaki Deuna, 15

48700 Ondarroa (Vizcaya)
Tel.: (4) 683 02 50

Fax: (4) 683 26 03

P JAIME MARTINEZ

DE UBAGO, S.A.

Avda. Espana, 138

Apdo, 30

11304 La Linea de la Concepcion
(Cadiz)

Tel.: (56) 76 21 94

Fax: (56) 76 21 81

P PITA HERMANOS, S.A.
Avda. V. Pita Iglesia, 24
36600 Villagarcia de Arosa
(Pontevedra)

Tel.: (86) 50 05 83

Fax: (86) 50 52 11

P> RODRIGUEZ PASCUAL

Y CIA., S.L.

Avda, Playa de Cesantes, 51
36800 Redondela (Pontevedra)
Tel.: (86) 40 00 51

Fax: (86) 40 39 00

> YURRITA E HIJOS, S.A.
Crta. a Ondarroa, s/n

20830 Motrico (Guiptizcoa)
Tel.: (43) 60 32 45

Fax: (43) 60 44 20

EE—
Main Cream
Sherry Exporters

P A. BARBADILLO, S.A.
Luis de Eguilaz, 11

11540 Sanlacar de Barrameda
(Cadiz)

Tel.: (56) 36 08 94

Fax: (560) 36 51 03

P A.R. VALDESPINO, S.A.

Pozo del Olivar, 16

11403 Jerez de la Frontera (Cadiz)
[el.: (36) 33 14 50

Fax: (56) 34 02 16

P> CROFT JEREZ, S.A.

Crta. Madrid-Cidiz

11407 Jerez de la Frontera (Cadiz)
Tel.: (56) 30 66 00

Fax: (36) 30 37 07

P EMILIO LUSTAU, S.A.

Plaza del Cubo, 4

11403 Jerez de la Frontera (Cidiz)
Tel.: (56) 34 15 97

Fax: (56) 34 77 89

P EMILIO M. HIDALGO, S.A.
Clavel, 29

11402 Jerez de la Frontera (Cadiz)
Tel.: (56) 34 10 78

Fax: (56) 32 09 22

P> GONZALEZ BYASS, S.A.
Manuel M. Gonzilez, 12

11403 Jerez de la Frontera (Cidiz)
Tel.: (56) 34 00 00

Fax: (56) 33 20 89

P> H. A. PEREZ MEGIA, S.A
Farinas, 60

11540 Sanlicar de Barrameda
(Cadiz)

Tel.:(56) 36 12 03

Fax: (56) 36 33 08

P> HEREDEROS MARQUES DEL
REAL TESORO, S.A.

Pajarete, 3

11402 Jerez de la Frontera (Cadiz)
Tel.: (56) 32 10 04

Fax: (56) 34 08 29

P> HIJOS DE AGUSTIN
BLAZQUEZ, S.A.

Crta, Cartuja, s/n

11406 Jerez de la Frontera (Cadiz)
Tel.: (56) 34 82 50

Fax: (50) 34 27 03

p JOHN HARVEY, B.V.

Arcos, 33

11405 Jerez de la Frontera (Cidiz)
Tel.: (56) 15 10 30

Fax: (56) 1511 50

P Luis CABALLERO, S.A.
San Francisco, 24

11500 El Puerto de Santa Maria
(Cadiz)

Tel.: (56) 85 18 10

Fax: (56) 85 92 04

P LUIS PAEZ, S.A.

Banda Playa, 46

11540 Sanltcar de Barrameda
(Cadiz)

Tel.: (56) 36 09 07

Fax: (56) 36 33 08

P> OSBORNE Y CIA, S.A.
Fermin Caballero, 3

11500 El Puerto de Santa Maria
(Cadiz)

Tel.: (56) 8552 11

Fax: (560) 85 30 63
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AGRUCAPERS, S.A.

‘The Caper Specialists’
‘Les Spécialistes en Capres’

AGRUCAPERS, S.A.
P.O.Box 14 AGUILAS (MURCIA) SPAIN PICKLES & CONDIMENTS
67129 Phone: (68) 410450

Tx.— 67108 capere Telefax: (68) 412955



MAIN EXPORTERS

P PEDRO DOMECQ, S.A.

San Ildefonso, 3

11404 Jerez de la frontera (Cidiz)
Tel.: (56) 33 18 00

Fax: (56) 34 99 66

P> SANCHEZ ROMATE
HERMANOS, S.A.

Lealas, 28

11404 Jerez de la Frontera (Cadiz)
Tel.: (56) 18 42 04

Fax: (56) 18 52 76

P SANDEMAN-COPRIMAR, S.A.
Pizarro, 10

11402 Jerez de la Frontera (Cidiz)
Tel.: (56) 30 11 00

Fax: (56) 30 00 07

p WILLIAMS AND HUMBERT
Nurio de Canas, 2

11402 Jerez de la Frontera (Cidiz)
Tel.: (56) 33 13 00

Fax: (560) 34 51 91

P WISDOM AND WARTER
Pizarro, 7

11403 Jerez de la Frontera (Cadiz)
Tel.: (56) 18 43 06

Fax: (56) 33 11 79

Main Flowers and
Plants Exporters

P> BARBERET ET BLANC
IBERICA, S.A.

Camino Viejo, 205

30891 Esparragal de Puerto
Lumbreras (Murcia)

Tel.: (68) 40 25 25/47 11
Fax: (068) 40 27 11

P COOPERATIVA DEL CAMPO
DE FRUTOS SANOS NAVACEROS
Cra. Colonia Monte Algaida, s/n
11540 Sanlicar de Barrameda
(Cadiz)

Tel.: (36) 36 11 49

Fax: (56) 36 11 49

P FLORICULTURA
IBERLANDA, S.A.

Crta. General Norte, km. 15
38330 Guamasa (Tenerife)
Tel.: (22) 63 64 81

Fax: (22) 63 61 48

PP GRANDIFLOR, S.L.
Finca Montemayor-La Vega
35460 Galdar (Las Palmas)
Tel.: (28) 88 33 66

Fax: (28) 88 07 55

P> HISPAFLOR, S.A.
Crta. a Rata, km. 4
11550 Chipiona (Cadiz)
Tel.: (56) 37 24 02

Fax: (56) 37 24 02

pr MERCADO RIVERA, 5.L.
Ctra. Sanlucar Chipiona, km. 37
11550 Chipiona (Cadiz)

Tel.: (56) 37 05 17

Fax: (56) 37 18 27

P MONTALBAN MARTIN
ENRIQUE

Miguel de Cervantes, 63
11550 Chipiona (Cadiz)
Tel.: (56) 37 06 95

Fax: (50) 37 00 07

P PELFI CANARIAS, S.L.
Finca Montemayor-La Vega
35460 Galdar (Las Palmas)
Tel.: (28) 88 33 66
Fax: (28) 88 07 55

P> PLANTAS DE NAVARRA, S.A.
Crta. de San Adridn, km. 1

31514 Valtierra (Navarra)

Tel.: (48) 86 73 61

Fax: (48) 86 72 30

PP SANLUCAR CHIPIONA FLOR
SOCIEDAD COOPERATIVA
ANDALUZA

Crta. a Sanlhicar, km. 0,0

11550 Chipiona (Cadiz)

Tel.: (56) 37 13 50

Fax: (56) 37 13 50

P SOCIEDAD COOPERATIVA
ANDALUZA LAS MARISMAS
DE LEBRIJA

Poligono Industrial Las Marismas,
parcela 102

41740 Lebrija (Sevilla)

Tel.: (5) 487 09 75

Fax: (5) 487 12 96

P> SOCIEDAD COOPERATIVA
LIMITADA FLORICULTORES
DE CANARIAS

Los Rodeos

Apdo. 683

38080 Santa Cruz de Tenerife
(Tenerife)

Tel.: (22) 25 18 40

Fax: (22) 26 31 53

P TENFLOR SOCIEDAD
COOPERATIVA LIMITADA
Camino Palensuela, s/n
38260 Arico (Tenerife)

Tel.: (22) 54 31 90

Fax: (22) 54 12 28

P UNIVERSAL PLANTAS, S.A.
Albacete, 10

46970 Alaquas (Valencia)

Tel.: (6) 150 35 42

Fax: (6) 150 35 42

P VALLEFLOR, S.A.

lano del Conde, s/n

35217 Valsequillo (Las Palmas)
Tel.: (28) 70 53 00/51 88

Fax: (28) 70 56 78
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INFORMATION

. If you would like to
know more about any
subject dealt within this
magazine - except for
tourist information - please
write to the SPANISH
COMMERCIAL OFFICE
marking the envelo,
SPAIN GOURMETOUR.

AUSTRALIA

Edgecliff Centre, suite 408
203 New South Head Road
EDGECLIFF NSW 2027

Tel.: 362 42 12

Telefax: 362 40 57

Telex: (071) 122194 OFCOME

CANADA

55, Bloor St. West, suite 1204
TORONTO Ont., M4W 1A5
Tel.: (416) 967 04 88
Telefax: (416) 968 95 47
Telex: (021) 0623525
OFCOMES TOR.

CHINA

14, Liangmahe NanLu

Tayuan Office Building, 2-2-2
P.O., Box 100600

BEIJING

Tel.: 532 20 72/31 03

Telefax: 532 11 28

Telex: (083) 22413 OFCOM CN

REF.

DENMARK

Vesterbrogade 10, 32

1620 COPENHAGEN V

Tel.: (1) 31 31 22 10/11 42
Telefax: (45-1) 31 21 33 80
Telex: (055) 27322 MINCO DK

HONG KONG

2004 Lippo Tower, Bond Centre
89 Queensway Road, Central
HONG KONG

Tel.: (852) 521 74 33/6

Telefax: (852) 845 34 48

Telex: (0802) 67573 OFCOM HX

IRELAND

35, Molesworth Street
DUBLIN 2

Tel.: 661 63 13

Telefax: 661 01 11

Telex: (0500) 91854 OFCO EI

ITALY

Via Fatebenefratelli, 5

20121 MILAN

Tel.: (2) 657 29 15/6/7
Telefax: (2) 657 51 37

Telex: (043) 313019 OFCOMI-I

JAPAN

Ark Mori Bldg. 17th fl. West
P.O. Box 544

12-32 Akasaka, 1-Chome
Minato-Ku

TOKYO 107

Tel.: (3] 35 82 46 6G7/8/9
Telefax: (3) 35 87 08 07

Telex: (072) 27551 OFCOMES ]

MALAYSIA

20th Floor. Menara Boustead

(9, Jalan Raja Chulan

50200 KUALA LUMPUR

P.O. Box 11856

50760 KUALA LUMPUR

Tel.: (3) 248 73 00

Telefax: (3) 241 50 06

Telex: (3) (084) 32855 MA OFCOME

NETHERLANDS
Burg. Patijnlaan, 67
2585 THE HAGLE
Tel.: (70) 364 31 66
3451313
Telefax: (70) 360 82 74
Telex: (044) 33406 OFCOM NL

NORWAY

Lille Grensen, 7-3°
0159 OSLO 1

Tel.: (2) 241 41 28
Telefax: (2) 241 96 79
Telex: (056) 76022

SINGAPORE

15, Scotts Road

Thong Teck Bldg. 05-09
SINGAPORE (0922

Tel.: (65) 732 97 88/89
Telefax: (65) 732 97 80
Telex: (087) 55047 OFCOM

SWEDEN
Sergels Torg. 12
S-111 57 STOCKHOLM
Tel.: (8) 24 66 10
20 90 93
Telefax: (8) 20 88 92
Telex: (054) 10790 OFCOM S

TURKEY

Kirgigegi Sok, 3/1
Gaziosmanpasa

06700 ANKARA

Tel.: (4) 446 68 14/15/16
Telefax: (4) 446 68 17 :
Telex: (0607) 47013 OFCOM TR

o —
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UNITED KINGDOM
66 Chiltern Street
Floors 2-3
LONDON WIM 1PR
Tel.: (71) 486 01 01
Telefax: (71) 487 55 86
224 64 09
Telex: (051) 266406 OFCOM G.

UNITED STATES
405 Lexington Av.- 44th
& 45th floors.
NEW YORK, N.Y. 10174-0331
Tel.: (212) 661 49 59/60/61/62
Telefax: (212) 972 24 94

BGT 60 55
Telex: (023) 5106014778
OFCOME NY UQ

For tourist information,

contact your nearest
TOURIST OFFICE OF SPAIN

AUSTRALIA

203 Castlereagh Street, suite 21 a
P.O. Box A - 683

N.S.W. 2000 SYDNEY SOUTH
Tel.: (2) 264 79 66

Telefax: (2) 223 58 14

CANADA

102 Bloor Street West, 14th loor
TORONTO, ONTARIO M55 1M8
Tel.: (416) 961 31 31/40 79
Telefax: (416) 961 19 92

Telex.: (-21) 06218206

DENMARK

Store Kongensgade, 1-3

1264 COPENHAGEN V

Tel.: (33) 15 11 65

Telefax: (33) 15 83 63

Telex.: (053) 16165 SPATUR DK

ITALY
- Piazza del Carmine, 4
20123 MILAN
Tel.:(2) 7200 46 25
Telefax: (2) 7200 43 18
- Piazza di Spagna, 55
00817 ROME
Tel.: (6) 679 8272

687 31 06
Telefax: (6) 679 82 72
Telex.: (043) 620841

JAPAN

Daini Toranomon Denki Bldg, 4F
3-1-10 Tormnomon

MINATO-KU, TOKYO 105

Tel.: (3) 3432 61 41/42
Telefax:(3) 3432 01 44

Telex.: ]2693G TURISPAN

NETHERLANDS

Laan van Meerdervoort, B-52
2517 THE HAGUE

Tel.«(70) 346 39 00,01

360 92 05

Telefax: (70) 364 98 59
Telex.: (044) 33435 ONET NL

NORWAY

Ruselokkveien, 26

0251 OSLO 2

Tel.: (2) 83 40 92/50

Telefax: (2) 83 19 22

Telex.: (056G) 74861 TUNOR N

SWEDEN

Grev Turegatan, 7-1TR

11445 STOCKHOLM

Tel.; (8) 611 19 92/41 36
Telefax: (8) 611 44 07

Telex.: (054) 17606 TURSPAN S

UNITED KINGDOM

57-58 St. James' Street
LONDON SW 1A1LD

Tel.: (71) 499 11 69/09 01
Telefax: (71) 629 42 57

Telex.: (051) 888138 TURESP G

UNITED STATES
- Water Tower Place
Suite 915 East
845 North Michigan Avenue
CHICAGO, IL 60611
Tel.: (312) 642 1992 _

044 02 16/25/26
Telefax: (312) 642 98 17
Telex.: (023) 0332020 NTOS
5383 Wilshire Blve. Suite 960
BEVERLY HILLS, CA 90211
Tel.: (1-213) 658 71 88

658 71 92/93/95

Telefax: (213) 658 10 61
Telex.: (023) 470092
-1221 Brickell Avenue
MIAMI, FLORIDA 33131
Tel.: (305) 358 19 62
Telefax: (305) 358 82 23
- 665 Fifth Avenue
NEW YORE, N.Y. 10022
Tel.: (212) 759 88 22
Telefax: (212) 980 10 53
Telex.: (023) 426782 SNTO UI

SEVILLA

HEAD OFFICE

Agro Sevilla Aceitunas, Sdad. Coop. And.

Plaza de la Magdalena, 9 - 4.°
41001 SEVILLA

Teléf.: 34 - 54 - 22 89 19
Fax: 34 - 54 - 21 46 65

Contact persons:
e General Manager:

o Arabian Market:

D. José M. Rodriguez
e USA. and Japan Market: D. Fernando Rivero
Dr. Mamdaouh Yakoub
e EEC. / Australia Market: D, José Silva

USA OFFICE

Agro Sevilla U.SA., Inc.
843-B Quince Orchard Boulevard
GAITHERSBURG, MARYLAND 20878

Teléf.: 1-201-990 22 85
Fax: 1 -201 - 990 94 59

Contact persons:
D. Miguel de Kanter / Amy Kass

ITALY OFFICE

Agro Sevilla Italia, S.R.L.
Via Rimassa, 49/10
16129 GENOVA

Teléf: 39-10 - 58 63 72
Fax: 39-10-582196

Contact person:
D. Andrea Cicero

The Agro Sevilla Group is an as-
sociation of agricultural coope-
ratives dedicated to cultivating,
manufacturing, distributing and
exporting green and ripe olives
and also olive oil.

At present we occupy the first po-
sition in worldwide ranking as oli-
ve oil exporters and a recognised
place with regard to olives.

E.E.C. AGENT (only Italy, France and Holland) and also
Malta and Morocco

OELSA
C/. Segovia, 12 - 8.7
25006 LERIDA

Telgl: 34 -73 - 26 66 88 /27 14 30
Fax: 34-73-242343

Contact person: D. Miguel Pons

BRAZIL AGENT

La Roy
Alameda Jau, 621
SAD PAULO

Teléf.: 55 - 11 - 251 37 33 / 289 59 86
Fax: 55-11-251 3856

Contact person: D. Armando Reis




Anecoop: Symbol of service

To achieve success in our sector of  products, together with consistent

business, a series of skills and individual attention. In ANECOOP

values are required -creativity, we are striving to achieve a

accuracy and professionalism. genuine group spirit that is at the

Based on these principles, we are service of our customers. This is

?uilding a new culturehwhich whyb\\ie wzﬁt thbis, our ngwl :

ocuses on service to the customer, symbol, to also be a symbol o

offering new and attractive szrvice. : ANECOOP

Symbol of a reality

COUNTERFORT

ANECOOP 5. COOP. ANECOOP FRANCE SARL. IFTA International Fruit  FRUCHTPARTNER GmbH FESA UK. Ll AGRICONSA
Monforte, | Entlo. M.L Saint Charles Mig. 46-50  Trade of ANECOOP Neulandstrasse 25 A ! se 2 Hawthom Bank Agricultu onservas, SA,

46010 Valencia (Spain) 604 Tyl n (France) Milinowski Str. 26 ) 74889 Sinsheim (Germany ) 5 any .‘E.lemg Lincs, Gt Valen km. 285
Tel. 34 96 362 16 12 3 56060 D 14169 Berdin (Germany)  Tel 49 7 2 T 11 1JZ (England) 46680 :\’ig
Fax 34 96 362 1900  Fax 33 68 508742 Tel 49 30 8141085 °  Fax Fax 49 7 Tel, 44 775 71 4700 Tel 34 96 248 29
Telex 64199 Coop E Telex Aneco B SPUSUS F 459 30 8141084 Fax 44 775 I_"lr-l(_) Fax 54 96 248 20 55
Fax 49 30 8137913 Telex 32806 FESA G




AD INDEX

AGRO SEVILLA
ACEITUNAS, S.
COOP. AND.
(COOPOLIVA)

Plaza de la Magdalena, 9
41001 SEVILLA

Tel.: (5) 422 89 19

Fax.: (5) 421 46 65

AGRUCAPERS, S.A.
Ctra. de Lorca, Km. 2,300
30880 AGUILAS (Murcia)
Tel.: (68) 41 04 50

Fax.: (68) 41 29 55

ANECOP
Monforte, 1 Entlo.
46010 VALENCIA
Tel.: (6) 362 16 22
Fax.: (G) 362 19 00

ANGEL CAMACHO, S.A.
Avda. del Pinar, 6

41530 MORON DE LA
FRONTERA (Sevilla)

Tel.: (5) 485 12 00
Fax.: (3) 385 01 45

ANTONIO BARBADILLO, S.A.
Luis Eguilaz, 11

11540 SANLUCAR DE
BARRAMEDA (Cidiz)

Tel.: (56) 36 12 42

Fax.: (56) 36 51 03

BODEGAS BILBAINAS, S.A.
(VINA POMAL)

Particular del Norte, 2

48003 BILBAO

Tel.: (4) 415 17 41

Fax.: (4) 415 00 539

BODEGAS JULIAN
CHIVITE

Ribera, s/n

31592 CINTRUENIGO
(Navarra)

el (48) 81 10 00
Fax.: (48) 81 14 07

BRANDY DE JEREZ

SOLERA GRAN RESERVA

405 Lexington Av., 44th-45th

floors

NEW YORK, N.Y. 10174-0331

Telf.: (212) 661 49 59/60/61/62
661 47 11

Fax.: (212) 972 24 94

Telex.: (025) 5106014778

CENSO OFICIAL DE
EXPORTADORES
ESPANOLES/ICEX
P2 Castellana, 14

28046 MADRID

Tel.: (1) 431 12 40
Fax.: (1) 431 61 28

THE EIGHTH
INTERNATIONAL
GOURMET

CLUB SHOW

Cuesta San Vicente, 4-62
28008 MADRID

Tel.: (1) 542 76 60

Fax.: (1) 559 45 75

COMPANIA
ENVASADORA

LORETO, S.A.

Ctra. Sevilla - Huelva, Km. 14
41807 ESPARTINAS (Sevilla)
Tel.: (5) 411 38 25

Fax.: (5) 571 10 56

CONSEJO REGULADOR
DE LA DENOMINACION
DE ORIGEN RUEDA
Santisimo Cristo, 20

47490 RUEDA (Valladolid)
Tel.: (83) 86 82 48

Fax.: (83) 86 82 48

CONSORCIO DEL JAMON
SERRANO ESPANOL
Moralzarzal, 80 - esc. centro 1“A
28034 MADRID

Tel.: (1) 735 05 01

Fax.: (1) 7350503

&

Avenida del Pilar, 6

(Sevilla - Spain)
Teléfono: (95) 485 12 00

AeeL (hacmn

41530 MORON DE LA FRONTERA

Fax: {95) 585 01 45 - Telex: 72126 acsa e

OIL AND OLIVES

-~

FRAGAG o

The perfection got in the manufacturing of our wide range of products is the fruit of the experience
transmitted over the years and constantly improved by three generations of the Camacho family

A(AMACHO .

P.O. Box 75245
Tampa, FL 33675

Tampa, FL 33605

2601 Second Ave.

Phone (813) 247-4534
Fax (813) 248-3260

P.O. Box 1564
Melrose Park, IL 60161

2035 N. 15th Ave.
Melrose Park, IL 60160

Phaone (708) 344-0066
Fax (708) 344-4207




CONSORCIO
DE PROMOCION DEL QUESO IBERICO.

Ibérico Cheese: The Cheese of Connoisseurs

The [bérico cheese is obtained from the mixture of sheep, goat and cow milk. It's the type of
cheese with the largest production and consumption in Spain.

The Consorcio de Promocion del Queso Ibérico guarantees its quality and controls the
compliance with the established elaboration rules.

The Queso Ibérico is a product of great richness and flavour with intense Spanish personality.

MEMBER COMPANIES
FORRAJES Y LACTEOS (FORLASA) LACTEAS GARCIA-BAQUERO QUESERIAS IBERICAS
Fax: 67 - 14 08 31 Fax: 26 - 54 02 70 Fax: 1 - 697 27 06

Ayala, 20-22. 28001 Madrid. Espana. Tels.: 435 75 90 - 435 72 47. Fax: 575 96 23




AD INDEX

CONSORCIO DE
PROMOCION DEL QUESO
IBERICO

Ayala, 20-22

28001 MADRID

Tel.: (1) 435 75 90

Fax.: (1) 575 96 23

FUERTES, S.A.

(EL POZO)

Ctra. Murcia - Granada, s/n
30840 ALHAMA DE MURCIA
(Murcia)

Tel.: (68) 63 01 28

Fax.: (68) 63 04 00

GONZALEZ BYASS, S.A.
(LEPANTO/TIO PEPE)
Manuel Maria Gonzilez, 12
11403 JEREZ DE LA
FRONTERA (Cadiz)

Tel.: (56) 34 00 00

Fax.: (56) 33 20 89

INDUSTRIAL QUESERA
CUQUERELILA, S.L.
(ROCINANTE)

Crtra. Toledo, s/n

13420 MALAGON

(Ciudad Real)

Tel.: (26) 80 12 30

Fax.: (26) 80 13 01

JUNTA DE CASTILLA'Y
LEON

Maria de Molina, 7 7¢
47001 VALLADOLID
Tel.: (83) 33 92 11
Fax.: (83) 33 39 33

MARCOS EGUIZABAL, S.A.
(GRAN DUQUE DE ALBA)
Isabel Colbran, 6 bajo
28050 MADRID

Tel.: (1) 358 87 33

Fax.; {1) 558 91 39

OSBORNE Y CIA, S.A.
(FINO QUINTA)

Fernian Caballero, 3

11500 PUERTO DE SANTA
MARIA (Cidiz)

Tel.: (56) 85 52 11

Fax.: (56) 85 34 02

PEDRO DOMECQ, S.A.
(CARLOS I/FINO LA INA)
San Ildefonso, 3

11404 JEREZ DE LA
FRONTERA (Cidiz)

Tel.: (56) 34 18 00

Fax.; (56) 34 26 01

CONSEJO REGULADOR
DE LA DENOMINACION
DE ORIGEN
RIBERA DEL DUERO
06, Chiltern Street
LONDON WIM 1PR
Tel.: (71) 486 01 01
Fax.; (71) 487 55 86
224 04 09
Telex: (051) 26 64 06 OFCOME G

PESCANOVA, S.A.

Rua José Fernindez Lopez, s/n
36320 CHAPELA -
REDONDELA (Pontevedra)
Tel.: (86) 81 81 00

Fax.: (86) 81 82 00

SAFINTER, S.A.
Teodoro Roviralta, 21
08022 BARCELONA
Tel.: (3) 212 04 22
Fax.: (3) 417 21 75

SENORIO DE SARRIA
DELICATESSEN, S.A.
Fortuny, 45

28010 MADRID

Tel.: (1) 308 40 85

Fax.: (1) 308 48 16

SPAIN

GENUINE
SPANISH
PRODUCTS

FACTORY ADDRESS:

FUERTES, S. A,
Ctra. Murcia-Granada, s/n
30840 Alhama de Murcia (MURCIA)

Tel.: 68 - 63 01 28. Fax: 68 - 63 04 00
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Spain’s three main
flower export

; “ 'x m i"“* iiﬂ' i successes are roses,

Rl 10 | chrysanthemums and
carnations.












The trend is definitely
towards specialization
and reducing the variety
- of plants or flowers

~ produced.
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SPAIN'S FLOWER AND PLANT TRADE

Spain’s flower and
plant growers have estab-
lished a well deserved
reputation abroad for
high quality products and
rapid, responsive deliv-
ery. They also know they
can rely on a generous of-
fering of priceless sun-
shine throughout the
year, a resource they in-
tend to make good use of
to keep their hard won
place in an increasingly
competitive market.

Spain has been producing
flowers and ornamental
plants since World War I.
The business started off in
the Maresme region of Cat-
alonia, and spread to An-
dalusia, Valencia, Galicia
and later on, the Canary Is-
lands. Aside from plants and
flowers, Spain has also be-
come a respectable exporter
of cuttings. Today, Catalan
and Galician production is
mainly for local sale. An-
dalusia exports 80% of its
carnations, although its pro-
ducers are small-holders
with a cash crop that goes
directly to auctions in the
Netherlands via Dutch medi-
ators located in Andalusia.
The growth export regions
are Valencia and the Ca-
naries, where a green revo-
lution is underway as pro-
ducers improve all aspects
of the production cycle, as
well as honing their market-
ing skills.

Of the three sectors, flow-
ers face the stiffest competi-
tion, not only from fellow
European producers, but
particularly from Latin
American and African ex-
porters, all of whom serious-
ly undercut European grow-
ers’ prices.

Spain’s three main flower
CXPOrt suCCesses are roses,
chrysanthemums, and car-
nations, although in the Ca-
naries bird of paradise are
on an equal footing with

36

chrysanthemums and roses.
In 1991, exports of cut flow-
ers and ornamental plants
amounted to 36,025 tonnes,
down 7 percent in 1990.
However, although the
amount of land dedicated to
cut flower production fell
from 3,745 hectares (8,988
acres) in 1989 to 1,770
(4,248) in 1991, the area giv-
en over to ornamental plants
grew from 1,145 (2,748)
hectares to 2,012 hectares
(4,828), a 76 percent in-
crease. Since then, flower
cultivation has leveled off,
and ornamental plants have
continued to rise, although
less steeply.

Spain’s flower production
is centered on Tenerife, and
dates back some 30 years.
Ibérico Tenerife, run by
Joachim Ritter, is one of the
island’s main exporters.
They produce some 35 dif-
ferent varieties of flowers,
but roses are the main mon-
ey earner. Two thirds of
their sales come from flow-
ers produced by small hold-
ers with concerns of around
0.1 to 0.5 hectares (0.25 to
1.2 acres). There are some
500 such family-run busi-
nesses on Tenerife, selling
their produce to companies
such as Ibérico. However,
Ibérico has some 60,000
square meters (15 acres) un-
der glass producing roses,
mainly the Mercedes variety,
which travels well, is resis-
tant to disease, and available
in colors ranging from a del-
icate white, a rich cream,
through to yellow, orange,
red, and classic pink.

The flower grower’s busy
season is between October
and May, taking advantage
of the winter in Europe,
where production costs soar
due to heating.

SP:mish flower growers
have, by their own admis-
sion, been slow to react to
the boom in imports from

non-EC nations; by far the
biggest challenge. As Joachim
Ritter explained: “The prob-
lem is not so much the
Dutch producers, they have
always had the lion’s share
of the European market, yet
there was still a demand we
could satisfy, and a price
level at which we could be
competitive. However, with
the arrival of African and
Colombian flowers we find
ourselves undercut.”
Canarian producers have
also had to accept an annual

12,700 tonne limit imposed

by the EC, which only disap-
pears this year, while GATT
trade liberalization measures
have meant that Latin Amer-
ican and African producers
have been able to sell to Eu-
rope without tariffs or trade
ceilings.

However, the European
market is still far from satu-
rated, and consumption
grows each vear. The rest of
Europe still has to go some
way to match the 13,000 pe-
setas that the average Dutch
citizen spends per year on
plants and flowers.

Taiking to producers, the
trend is definitely towards
specialization and reducing
the variety of plants or flow-
ers produced. At the same
time, research in The
Netherlands reveals that the
public’s tastes have changed
over the last decade, with
customers moving away
from an average quality
product, and demanding
high quality, even at a high-
er price. Tomds Ferrer, of
Orvifrusa, one of Valencia’s
leading ornamental plant
cultivators, explained:
“Growers producing 20 or
up to 30 different species
have discovered that 80 per-
cent of their revenue is gen-
erated by just 20 percent of
their stock. Naturally, they
have begun to cut back on
less profitable items, and to

concentrate on a few, high
demand articles.” Another
tendency has been the move
towards individual growers
keeping the entire produc-
tion cycle in house, as it
were. In other words, as
Evaristo Almudéver of
Tenisplant outlined: “We
want our customers to know
that the high quality product
they buy can be guaranteed
time and time again. We can
do this by supplying our
own seeds and maintaining
absolute control over the
entire production cycle.”

As with most plant and
flower enterprises, the Al-
mudévers started out as a
family business, dating back
to two generations, and
have kept things that way.
Which doesn’t mean they
are closed to outside ideas,
or that they don't provide
valuable employment local-
ly. In recent years growers
in Valencia and the Canaries
have been carrying out ma-
jor restructuring, and invest-
ing in new technology.
Among the developments
are computer-controlled wa-
tering systems, and the
move towards “containeriza-
tion”, whereby the plants’
entire growth cycle takes
place in pots. Tenisplant’s
technical director José Vi-
cente Almudéver, pointed
out the benefits in “reduced
stress to the plant.”

Surprisingly, although
many growers have invested
in laboratories for tissue re-
production, the natural ad-
vantages of climate have
meant that nurseries such as
Tenisplant have found it
more efficient to continue
traditional production. How-
ever, they still use their lab-
oratory for investigation into
better composts and cutting
down on disease.

In Valencia, the regional
government has provided
aid to the tune of 15 percent



of total investment, while in
the Canaries, which has less
of a tradition, the EC's Regis
Programme has funded
some 40 percent of growers'
investment.

It takes up to five years to
produce some of the larger,
and more popular palms
which are increasingly the
export staple of Spanish
growers. Species such as the
Kentia, Cycas, Chamaerops
or Phoenix Canariensis are
ideally suited to cultivation
in Valencia or the Canaries,
where their lengthy growing
time is speeded up, and
costs kept down by year-
long sunshine. “You can't
predict economic ups and
downs, a good part of these
seedlings you see now
won't be ready for sale until
the end of the century,” says
Tomds Ferrer. Tenisplant, al-
though involved in the field
of ornamental plants for
many years decided in 1986
to specialize in Palmaceae
and Mediterranean plants
such as the Nerium Olean-
der, Lavander, and aromatic
herbs Rosemary and Thyme.
They have found that con-
centration on fewer species
allows for greater profes-
sionalization among staff.

Standing in a covered area
about the size of a football
field, filled by a dense green
sea of some 750,000 Kentias,
Jose Maria Pérez Ortega,
current president of Asocan,
the Canary Islands’ plant
and flower producers’ asso-
ciation, spells it out in no
uncertain terms: “The future
is in specialization; you have
to find a product ideally
suited to your conditions;
concentrate investment and
resources on that article,
and establish a growing,
year-round market.” The
Pérez Ortega plantations are
clearly the model for Span-
ish plant growers. He is now
the world’s largest single

producer of Kentias, with
some 30 hectares (72 acres)
turned over to this attractive
palm. Although he still pro-
duces a few other species,

José Maria Pérez Ortega is

winding down production
on other species and within
a few years will dedicate his
export efforts exclusively to
Kentias. Each year the Pérez
Ortegas (another family-run
enterprise run by Mr Pérez’
four sons and one daughter)
turn over some 10,000
square meters (2.4 acres) to
covered cultivation, using
the umbrdaculo system, a
frame covered with mesh
netting which allows air to
circulate and filters sunlight.

The major problem facing
cuttings, plant and flower
producers in the Canaries is
transport. Located in the At-
lantic Ocean 320 kmts (200

miles Joff the Moroccan
coast, and some 1,600 km
(1,000 miles) south of
Madrid, exporters face high
transport costs, and the con-
stant battle against time with
perishable goods. Until re-
cently almost entirely de-
pendent on national carrier
Iberia for connections to Eu-
rope's major cities, in recent
years producers have been
able to spread the load us-
ing tourist charter flights,
which has been key in re-
sponding rapidly to orders,

Yet despite its distance
from mainland Europe,
growers here are convinced
that the islands have a bright
future as a major exporter of
ornamental plants, flowers
and cuttings.

In the words of Regina Gi-
meno Herrmann of Aguadulce,
the island’s leading cuttings
producer: “The Canaries

B CUTFLOWERS GROW SURFACE
B ORNAMENTAL PLANTS GROW SURFACE

g

should be Europe's green-
house,” and it is worth re-
membering that the Canaries
are but a few degrees north
of the Bahamas, and that
Tenerife is blessed with a
mean vearly temperature of
23 degrees Centigrade
(73°F) and abundant rainfall,

Some 452 hectares (1,092
acres) is turned over to plant
and flower production in
the Canaries, with cut flow-
ers occupying 290 hectares
(696 acres), 105 hectares (252
acres) to ornamental plants,
and 57 hectares (136.8 acres)
dedicated to cuttings. Of that,
some 125 hectares (300
acres) is under cover.

Some 70 percent of Canari-
an flowers and cuttings go to
export, while only 21 per-
cent of ornamental plants go
to export, the rest to Spain.

Given the close-knit com-
munity on Tenerife, the is-
land’s producers, along with
fellow growers on Gran Ca-
naria, stick together, and
have worked hard to find
common markets, as well as
sharing new ideas and solv-
ing joint problems together.
The islands’ growers’ associ-
ation, Asocan, was founded
in 1977, and coordinates ef-
forts in finding new export
markets. Asocan represents
growers at international
fairs, as well as at Spain’s
yearly Iberflora trade show
in Valencia, a vital window
display for foreign buyers.
Equally, the organization
has been able to improve
handling terms for its mem-
bers with Iberia, as well as
overseeing the more than
850 million pesetas investment
over the last two years which
growers have carried out.

To meet the challenge of
the future, Spanish flower
producers have hammered
oul a program aimed at ex-
ploiting their natural advan-
tages: namely their close-
ness to the vital North Euro-
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INDUSTRIAL QUESERA CUQUERELLA, S. L.

The company was founded 40 years ago, fight now it is located in Malagén (Ciudad Real)
LA MANCHA, where you can find an excellent ewe's milk, probably the best one in Europe,
which gives to the Manchego cheese its characteristic bouquet.

We can offer to you and excellent service, the trucks leave to the rest of Europe on
wednesdays and you will receive the merchandise next monday/tuesday.

Please contact: Fax: 34.1.620.93.59

Products Carried by the Company:

MANCHEGO CHEESE

The Manchego Cheese is elaborated with 100% pure ewe’s milk it can be recognized ite

rounded ahape (wheel) with a weight of approximately 3 kgs and a special coating that

originates from the straw stripe (pleitas) used by the farmers a long time ago, today this

coating is given by molds in modern factories.

To give an idea of the Antiquity of this cheese, it was mentioned in the chapters X and

XX of «El Quijote» a book written more than 380 years ago.

A genuine Manchego cheese has to comply with the following:

1. To be elaborated with 100% ewe's milk from La Mancha Region.

2. To have the official seal of «Origin Denomination» issued by «El Consejo Regulador de
Denominacion de Origen».

3. To have it's special characteristics of shape and coating.

4. To be elaborated in «La Mancha» Region (provinces of Albacete, Ciudad Real and Toledo).

Maturation 4 and 9 months.

Sizes: 3 kgs and portions of 250 and 400 grms.

BLENDED CHEESE

This type of cheese has the same external characteristics of the manchego cheese but it
is elaborated with a mixture of cow’s, sheep’s and goat's milk.

Naturation: mild, semi-cured and cured.

Sizes: 3 kg Mini (1 kg) and baby 0,5 kg also portions of 250 & 400 grms.

GOAT’S CHEESE
Elaborated with 100% goat’s milk, it is matured with paprika in natural caves for

approximately 6 weeks.
Sizes: 1,7 kgs Mini (1 kg) and baby (0,5 kg).

Industrial Quesera Cuquerella, S. L.

CHEESE FACTORY: Ctra. de Toledo, s/n. Teléfs.: 34 - 26 - 801215 y 34 - 26 - 80 02 06
Fax: 34 - 26 - 80 13 01 - 13420 MALAGON (Ciudad Real)
HEAD OFFICE: Albaida, 14, P. 0. Box: 65 46700 GANDIA (Valencia)
Teléfs.: 34 6 - 2861793 y 34 6 - 286 17 12

pean markets in regard to
foreign competitors; the lift-
ing of trade ceilings this
vear, with an expected jump
of up to 5,000 tonnes ex-
ported; and their ability to
respond to European whole-
salers’ “just in time” de-
mands with a high quality
product delivered rapidly.
Spanish producers are all
too aware of the need to un-
derstand the changing na-
ture of wholesalers™ require-
ments. Firms like Orvifrusa
in Valencia, or Ibérico
Tenerife have over recent
years been at the forefront
of “just in time” delivery,
working hard to supply for-
eign customers at short no-
tice with the quantities and
types of product they need.
At the same time, plans are
afoot this year to begin la-
beling Valencian and Ca-
narian plants and flowers in
an effort to establish a brand
identity - which would natu-
rally be associated with top
quality.

Spain’s main customers
are Germany, France, the
UK, the Netherlands, and
particularly in the case of
the Canaries, European Free
Trade Association members
Switzerland, Sweden and
Austria. Britain, France, Portu-
gal and Italy are regarded as
the potential growth markets.

The European Community
is the natural outlet for
Spanish plants and flowers,
given its proximity, purchas-
ing power, and inability to
produce exotic species
cheaply. Yet of the twelve
member nations, Britian,
France, Germany and The
Netherlands make up 80
percent of exports, still leav-
ing enormous potential for
further sales in the remain-
ing eight members. Ger-
many is the EC’s main con-
sumer, and imports some
572,602 tonnes per year.

Nick Lyne is a British

Jreelance journalist living

and working in Spain. He
has worked for the EFE news
agency, and currently works

Sfor specialist trade and fi-

nance magazines in Britain
and the United States.
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L. tve 15605, half
a century dfter
Frenchman Nico-
las Appert discov-
ered how to pre-
serve food in a
glass jar, the first
Spanish canning
Jactories opened
on the coast of
Galicia.

Out of these

small, family-
owned businesses
grew not only one
of the largest fish
canning induis-
tries in the world
but also the gas-
tronomic skills
which have treans-
Jormed Sparish
canned fish and
shellfish into
unique gourmet
products.
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Gourmet canned fish and shellfish

Gourmet canned fish and shellfish — usually marked “ex-
tra”, “seleccionada” and “calidad superior’ — are among

Sp‘un s most distinctive canned products. As
with any fine foods, their quality rests on care-
fully selected ingredients of optimum flavor,

texture and size.

This, in turn, depends on the place where the fish are
caught, the time of year and in some cases the fishing
method. An August sardine, for example, has double the oil-
content of one caught in April, while white tuna from cold
Atlantic waters has a much firmer, finer texture than that

from warm Mediterranean waters.
Freshness is also vital. Here the
Spanish have a head start primarily be-

cause of the abundance and variety of fish and shellfish in
its offshore waters but also because the canning factories re-
main dotted along the coast close to the ports where the
catches are landed. This means that with the exception of
white tuna caught in international waters and anchovies for
salting, products are cleaned, processed and sealed in the

can within 24 hours. Likewise, deep-sea
tuna is immediately deep-frozen on
board ship and anchovies are beheaded,

tailed and salted as soon as they're landed.

Apart from the fish itself, of course, the quality of the lig-
uid covering it and any other flavoring ingredients is also
important. Here again Spain has a distinctive tradition, this
time of preserving in olive oil, which has had a recent re-
vival for many canned fish and shellfish. It enormously im-

proves the quality of the final product, and not
qlmplv by adding flavor because gourmets and
producers recommend aging fish and shellfish

packed in olive oil — particularly, those with a drier and
firmer flesh such as anchovies, sardines, tuna and octopus —
to mature the texture (for aging times, see below). And, of
course, the oil itself is so good that it is delicious mopped
up with a piece of bread.

In the health-conscious nineties, it's also worth noting that

Spanish canned
fish is an entire-
ly natural prod-

uct, with none of the colorings or other additives allowed in
some other countries.

As one old hand in the business put it, “I always say to
people that the only preservatives used are the heat for ster-
ilization and the cold for freezing.”

Growing precision in processing has also gone hand in
hand with rising nutritional values, so that the mineral, vita-
min, protein (generally over 20%) and fatty acid content of
canned fish is now equal to that of fresh fish cooked at
home or in a restaurant.

Text: Vicky Hayward
Still Lives: Menchu Artime
Photos: A. de Benito/ICEX






As with
any fine
Jfoods,
quality
rests pri-
marily on
carefully
selected
prime in-
gredients.
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IBERIAN TRADITIONS

he flourishing of gourmet canned fish and shellfish

products is also a reflection of much longer Iberian tra-
ditions. Ever since Greek and Roman times, the Spaniards
have been experts at salting, drying and preserving fish in olive
oil, brine or vinegar. With the arrival of Moslem colonizers
in the 8C. came the art of escabeches — wine or vinegar mari-
nades with flavoring herbs and spices — which remain wide-
ly used in the recipes for canned fish.

t was onto this tradition that canning was grafted in the
last quarter of the 19C. By then the technological know-

how had moved on considerably from Appert’s basic dis-
covery that sealing food in a container while heating it
would preserve it. Metal containers, and sterilization at over
1002 C were giving greater flexibility and reliability.
The Spanish industry initially grew up around fried sar-

dines in oil, al estilo de Nanies, 1o supply the Catalans
whose own supplies of Mediterranean sardines were dwin-
dling. But as the home market grew, so too the products
grew in number. Today Spain not only has the highest av-
erage per capita consumption in the world — some 6 kilos
per head, over double consumption elsewhere in Europe —
bur also produces an astonishing range of some 170 prod-
ucts, more than any other country.

ike so much else in today’s Spain, the industry com-

bines the best of old and new. On the one hand, it is
one of the most advanced canning industries in the
world, exporting both machinery and technology around
the world. On the other hand, traditional fishing and
quality-control methods — for example selecting and
packing fish by hand — are still used where they keep
quality high. This has been possible largely because the
industry remains in the hands of long—established Span-
ish companies. Indeed, Galicia still dominates produc-
tion, with 61% of the country’s total output.

he balance of new and old is equally the characteris-

tic of the varied styles of packaging and of the prod-
ucts themselves, which range from traditional regional






Spm‘n
boasts an
astonish-
ing range
of around
170
canned
[fish and
shellfish
products,
more than
anywhere
else in the
world.

specialities to new gourmet products with vegetables or
sauces designed for modern tastes,

SARDINES
he best quality sardines are fished by net in Portugal and
Spain between July and September, and have a fat con-
tent of around 20-22%, which gives them their richness of
flavor and aroma. The finest of all are considered to be the
small sardinillas. Before steaming, they are dipped in brine
to firm the flesh, add flavor and remove the blood clots
along the spine. Both the selection of fish and the packing
are done by hand to avoid damaging the flesh.
G ourmet sardines in olive oil usually do not leave the fac-
tory for a year to give the flesh time to mature. They are
also available filleted and flavored with hot peppers, lemon
slices, mushrooms, or sweet peppers.

WHITE TUNA
D ense and moist with a subtle flavor, the highest qual-

ity tuna comes from the bonito (or atun blanco)
fished in cold Atlantic waters. The smooth, delicately
firm meat of the underbelly, called ventresca de bonito,
is the best of all and may be found filleted as well as in
chunks. Both are canned in olive oil.

op-quality Spanish bonito is fished between July and

September from the waters off the Cantabrian coast,
but much now comes from further afield. Spain was one
of the first signatories of the various agreements to safe-
guard dolphins in tuna fishing, and all its canned tuna is
reliably dolphin-safe.

n recent years, prepared dishes have begun to arrive on the mar-
ket. One Basque company, Bastarri, has pioneered gourmet

preserves sold in old-fashioned glass jars: bonito in Txakoli white
wine; Basque fishermen’s marmitako stew; and an escabeche
made with cider and sherry vinegars. Elsewhere, you find onions
stuffed with white tuna, a regional dish from Asturias, and pep-
pers filled with tuna. More generally, canned white-tuna salad
with peppers and onions is now widely available.






ANCHOVIES
T he best quality anchovies

for brining and canning
come from the Mediter-
ranean coast of Catalunia
and the northern Atlantic
coast of Cantabria and the
Basque country. In both
places the anchovies follow
the same process, with three
months to a year’s salt-cur-
ing followed by packing
whole in brine or filleting
for canning in olive oil. This,
strictly speaking, makes
them a semi-conserve since
the fish is preserved through
maturing before canning,.

he Catalan “Anxoa de la

Escala”, made since
Greek times and now regis-
tered as a local quality de-
nomination, is in very limit-
ed supply. Cantabrian ones,
slightly larger in size, are
produced in greater quanti-
ties. Anchovies are also now
being canned with cheese,
or rolled around capers, in
olive oil.

MUSSELS, COCKLES AND
cLAMS -
™ he canning of mussels,
cockles and clams is cen-
tered on the Galician rias
which, because of their mi-
cro-climate and the region’s
exceptionally high and low
tides, are extremely rich in
the plankton which give the

shellfish its flavor. While
nearly all the mussels are
farmed, the cockles and
clams are gathered.

he best mussels are fished

in late summer and the
autumn and are fried before
canning. Gourmet prepara-
tions, such as mussels in es-
cabeche, spicy-hot escabeche,
scallop sauce, white wine and
vinaigrette as well as olive oil,
have proliferated in the last
few years.

lams, the largest and

best of which reach
huge prices in Spain, and
cockles are usually canned
in their own juices, although
clams are now also found in
scallop sauce.

GOURMET FAST FOOD

ew products can match

high-quality canned fish
and shellfish as gourmet fast
food. Easy travelers, they
need only a toothpick or
fork to become delicious
food on the move.

lways check the product

is in prime condition be-
fore opening the can. Sar-
dines and tuna need at least
a year in olive oil; high-qual-
ity tuna will go on improv-
ing for at least 4 years, and
sardines for 5 to 7 years
(turn the cans gently from
time to time). Products in es-
cabeche or other acidic

sauces should be matured
for up to only 3 years maxi-
mum. Anchovies should be
eaten within 6 to 12 months.
G enerally speaking, the
products are best served
at room temperature. If
there's an escabeche or oth-
er sauce involved - say
squid in their ink — shake
the can gently first to emul-
sify the sauce. Good quality
white tuna should be left in
large chunks, not flaked into
small pieces, and served
with a little of its olive oil.
he Spanish, being long-
standing aficionados,
have found many ways of
turning canned fish and
shellfish into quick tapas or
snacks. In bars and restau-
rants, you often find salted
anchovies in olive oil with
finely chopped garlic and
parsley sprinkled over the
top. A Basque friend spirits
up a delicious, almost in-
stant snack from filleted
tinned sardines sprinkled
with a mixture of finely
chopped sweet onions, red
peppers and parsley. Clams,
cockles and mussels need
less to accompany them:
perhaps some lemon quar-
ters for eaters to squeeze
over Lo taste.
here is then the more sub-
stantial montado, a kind
of relaxed bread or toast

canape, especially good to
catch oil or juices. Mussels in
escabeche, or squid, octopus
and baby elvers in olive oil
are excellent served this way.
A first cousin to this is the
Catalan famous pa amb
tomaquet — bread or toast
rubbed with garlic and a
sliced ripe tomato then drib-
bled with olive oil — which is
very good finished off with a
couple of anchovy fillets
draped over the top.
G ood quality white tuna,
or bonito, lends itself o
be a main ingredient in all
kinds of salads. A favorite
Basque combination is ven-
tresca de bonito with canned
roasted red peppers, either
simply served together or
with the fish used to stuff
the peppers.
Am(mg newer gourmet
products, octopus or
squid in olive oil are excel-
lent added to fish salads,
while sea urchin coral is
good spread on toast, added
to scrambled eggs and fish
sauces, and used in salad
garnishes. Be careful not to
swamp the delicate flavor.

Vicky Hayward lives in
Madrid and is writing a
book about Spanish food.
She works as freelance fea-
ture journalist, travel writer
and book editor.

ELEVEN
SPECIALITIES

Among Spain's wide range
of canned seafood are the
following gourmet speciali-
ties, Limited production
sometimes scarcely meets
local demand, but they are
well worth looking out for if
you're in Spain.

Fresh fried anchovies:
Fried and canned without
liquid, traditionally packed
hoquerones fritos come
from Malaga in Andalusia
and are served as fapas or
accompanied by salads
and vegetables.

Bullet tuna: This small
tuna, called melva by the
Spanish, is fished in the
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Straits of Gibraltar during
brief spring and autumn
migratory seasons. Its
sought-after pink flesh, the
finest of all tunas, is
canned in olive oil.

Crawfish: In Galicia,
crawfish or small langostil-
los, are canned in brine in
small quantities,

Elvers: Baby eels, or an-
gulas, are one of Spain’s
greatest gastronomic luxu-
ries, and are now being
canned in olive oil, as are
the surprisingly appetizing
fake surimi elvers.

Hake roe: A semi-hand-
crafted product, sliced by
hand to avoid damaging its
delicate texture, this is avail-
able in vinaigrette, in its
own juices, or in olive oil.

Octopus: A recent addi-
tion to gourmet products,
slices of boiled octopus, or
puipo, are now canned in
plain olive oil, or with pa-
prika and oil in the Gali-
cian way.

Razor clams: Also called
razor-shells, or navajas in
Spanish, these long clams
are canned in brine or their
own juices.

Salt-cod: Bacalao a la
vizcaina, a classic Basque
dish in which the salt-cod is
cooked in a dried sweet and
hot pepper sauce, is an ex-
cellent cooked fish dish that
reheats well.

Scallops: The greater and
smaller scallop are both pro-
duced in large quantities in
Galicia, where they are also

canned - the larger ones in
white wine sauce and the
smaller ones in tomato
sauce, scallop sauce and
spicy-hot sauce.

Sea urchins: Eaten [resh
for centuries in north-west-
ern Asturias, canned sea-
urchin caviar or coral has
had great success since it
was first launched commer-
cially in 1988. Since some 15
kilos of sea-urchins are
needed to produce 1 kilo of
caviar, it is an expensive
product. A sea-urchin pate is
also made.

Squid: Small squid, or
chipirones, are canned ei-
ther filleted or whole and
stuffed with their tentacles,
and either in olive oil or
cooked in their ink.



lemptation

Temptation
proceeds from
Castile and Leon.
Seductions
cultivated
without haste
and favoured

by the climate:
kidney beans
from El Barco
de Avila.

Dishes fit for

the gods that are
a provocation.
[berian lomo,

Tiétar goat...

A little bite

of very cured
sheep's cheese:
impossible to
say no!

And for original
sins, the wines
of Castile

and Leon.
From Rueda,
from Cigales,
from Toro,
from El Bierzo
and from the

Ribera de Duero. For all tastes. Temptations
with certificates of origin. To taste them is to
surrender to their charms. The fact is that there
are temptations... that are natural.

red sausage from Cantimpalos, cured ham
from Guijuelo... the pleasures of the flesh.
And what cheeses. Fresh, cured.

From Valdeon, from Villalon, from the
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To think B ol AN CA
of Cat-

alonia’s wine-growing region
of Penedes is to think Big Names:
cava giants Freixenet and Codor-
nia, the pioneering Torres fami-
ly...Dynastic names all, and there
are plenty more who have been
making wine for generations al-
beit on a lesser scale. A daunting
environment in which to set up as
a novice, one would have
thought. Yet this is just what
Manuel Sancho did when he
founded Mont Marcal in the mid

Text: Hawys Pritchard

1970s. By today, his bodega has
carved itself a
considerable
niche in the Spanish and interna-
tional marketplaces, exports half
its production world-wide, and
has won the respect of its once
sceptical neighbors. How did
Manuel Sancho and Daughters
S.A. do it? The personality and ap-
proach of 28-year-old Blanca San-
cho, one of the eponymous
daughters, and company director
in all senses of the term, provides
major clues.

Photos: Pablo Neustadt/ICEX







They currently export

to twelve different countries, and have

plans to extend

their overseas market much further.

Blanca Sancho is one of those peo-
ple whose reputation goes before her.
“A character”! is the stock response
when you ask what she's like.
Habitués of wine trade fairs tell you
that the Mont Marcal stand is always
one of the most popular, and that
Blanca, flamboyant and hilarious, is as
much of an attraction as the wine. Mont
Margal's publicity material is a talking
point, too. Among other publications,
the bodega issues a quarterly magazine
entitled the “Mont Marcal Tribune”. Its
content is eclectic to say the least: in-
formation on how the grapes currently
on the vine and how various vintages
are developing is interspersed with in-
house news items (visits from cus-
tomers, PR receptions, employees’
weddings, complete with pho-
tographs) and philosophical musings
on the world in general. The technical
contributions come from resident oe-
nologist Pedro Munoz, the PR and so-
cial news from Blanca, the philosophy
(and original idea for the Tribune)
from Sr. Sancho. There's even the oc-
casional touch of poetry from his wife.
Eccentric? Certainly, but a welcome
change from the standard leaflet or cat-
alogue, and all the commercial infor-
mation you need is there, gently dis-
guised.

Manuel Sancho and his daughter
Blanca run the company together. The
physical resemblance between them is
strong, and they seem to have a similar
cast of mind, too, since they clearly
work hand in glove. Now, though, he
is gradually ceding more and more re-
sponsibility to his daughter. As he is
still only in his fifties and a fine figure
of a man, one can only assume that
there are other things that Sr. Sancho
wants to get on with and that he has
enough confidence in his daughter’s
abilities to feel that he can leave her to
it. While her role in the company is pri-
marily commercial (she works closely
with the export manager), and she
shares the overall managerial, adminis-
trative and accounting functions with

v
o

her father, PR is Blanca's particular
forte. Plump and duskily attractive, she
is surprisingly brisk. With her smooth
olive skin and glossy black hair beauti-
fully set off by a simple black jersey
and leggings and deep fuschia jacket,
her whole appearance was somehow
laid-black, suggestive of warmth and
wine. However, the firm handshake
and “Let's get on with it” approach to
being interviewed more than hinted at
the busy, hard-headed businesswoman
she must surely be. A practiced and
ready talker, she presents herself as
very down-to-earth; even so, at least

some of the more whimsical features of

Mont Marcal’s printed output emanate
from her.

Blanca Sancho has been in promo-
tion and advertising all her working life
(she started off in the family record
business). Except for a year of business
and personnel management courses,
she has no formal training for what she
does so successfully today. What she
knows about wine she picked up as
she went along. For a start, she knows
that she likes it. Not just wine, but the
whole environment of the wine world.
She likes the fact of dealing in a fun-in-
ducing product and believes firmly in
the efficacy of personal contact with
customers and sales staff. She orga-
nizes and hosts three or four lunches
or dinners a week — paelia feasts with
a flamenco floor-show go down partic-
ularly well with foreign guests, appar-
ently. She admits that these events are
exhausting — lunch in Spain can go un-
til 7 pm if people are enjoying them-
selves — but worth it. “If people come
here it's because they want to see us.
And they're more likely to be loyal to
us than to a display of bottles”.

She also travels widely with her ex-
port director — a Dutch emigré to Spain
— attending trade fairs in Japan, the
States, Italy, Germany, the UK... Den-
mark is a particularly loyal customer,
apparently: statistics show that one
Dane in five drinks Mont Margal! They
currently export to twelve different
countries, and have plans to extend
their overseas market much further.
This year started on a promising note
for Mont Marcal, as customers and oth-
ers on their mailing-list were informed
by a “Flash Informativo”™. Not only had
Club de Gourniets magazine's tasting
panel chosen their Cava Extra Brut for
an honorable mention, but quality
newspaper El Pais had included both
their 1988 Cabernet Sauvignon and
their Brut Nature Cava among its new
year selection, Not bad going after on-
ly 15 years in the business.
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e bought the estate in 1975" she
explains. She can have been no more
than ten at the time, but one could al-
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most believe that she was
instrumental in clinching the
deal. This was when the
family moved to Catalonia
from Madrid, where Sr. San-
cho has his record business,
Mont Marcal, meanwhile,
was a crumbling masia, as
Catalan farmhouses are
known. It had been no more
than an investment property
for many years, the size of
the estate around it fluctuat-
ing with property prices.
Way out in the countryside,
some 50 km (30 miles) from
Barcelona, it stands just on
the border between the Up-
per and Lower Penedes,
which together make up
Catalonia's biggest D.O. It
took three years  to ger the
place into productive order.
The huge house is now im-
peccably restored and its
bodega, having been started
from scratch, is ultra mod-
ern. The air of prosperity
about the whole complex is
discernible the minute vou
enter its gates from the
dusty country track that
leads up to it. The bodega is
80% self-sufficient in grapes,
and buys the remaining 20%
from the adjoining estate,
where conditions are all but
identical. Enviable views of
undulating vine-planted
landscape stretch as far as
the eye can see.

One of Mont Marcal’'s
springboards to success was
its invention and launching
of vi novell in 1978. “Vi nov-
ell” means “new wine” in
Catalan, and it is similar in
principle to Beaujolais Nou-
veau. Mont Marcal's vi novell,
however, is a young white
wine made of native
Penedés varieties Xarello,
Macabeo and Parellada. Bot-
tled before the fermentation
process is complete, and
therefore slightly pétillant,
this wine is on the market
by November, almost imme-
diately after harvest-time.
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Though it met with little but
scepticism from local wine-
makers when it was
launched, it has been a huge
success: the output of 8,400
bottles produced in 1978
had increased to 250,000 by
1991. And these sales are all
domestic: vi novell has a
bottle life of nine months at
most, which makes it an im-
practicable export. The fact
that at least four other local
bodegas now include a vi
novell among their products
also speaks volumes.

Blanca believes that Mont
Marcal’s vi novell — “light,
delicious, and excellent val-
ue for money” — seduced
many customers into trying,
and subsequently buying,
their other products (cavas,
whites, rosés, young and
matured reds...) so it holds a
particular place in her affec-
tions. But the seduction
process is skillfully support-
ed by highly personalized
marketing, too. In October
1990, for example, a series
of apparently hand-written
picture postcards featuring
views of Mont Marcal was
sent at weekly intervals, in-
forming recipients (“Dear
friend...”) that the current
vintage was progressing
well, the bougainvillea
around the porch was look-
ing beautiful, that there
were only 28 days to go be-
fore that year's vi novell be-
came available, that from
the veranda one could now
look out over new planta-
tions of Merlot and Cabernet
Sauvignon, and that, inci-
dentally, Mont Margal's vari-
etal Chardonnay and Caber-
net Sauvignon wines were
well worth trying...

So who is the strategist
behind Mont Marcal’s highly
successful production and
marketing policies? Blanca
denies that they have any
consciously strategic ap-
proach. She puts it all down
to team work and good
luck. They have employed
experts from the start. The
family and their team - oe-
nologist, production manag-
er, sales director — meet fre-

quently, discuss all aspects
of the business together,
and when necessary call in
specialists to put ideas into
practice. This generates mu-
tual loyalty and an atmos-
phere of enthusiasm in
which everyone feels free to
suggest new ideas with a
very good chance of being
given a free hand to try
them out. At only 58,
Manuel Sancho is by far the
team’s elder statesman. Its
sales director is just 32, and
his salesforce ranges in age
from 20 to 40; the bodega
workers are mostly in their
twenties. But what about
age and wisdom? What
about craftsmanship? This is
where Blanca reveals herself
as something of a sceptic.
She's all for modern technol-
ogy. “The Penedés isn't the
Rioja, you know. The oldest
established wine around
here is cava. The méthode
champenoise with hand re-
muage and degorgement
may all be very picturesque
and traditional, but let’s face
it — machines do it better.
Much of the work around a
bodega is purely routine”.
But how do customers feel
about things being so mech-
anized? Don't people like to
associate wine with tradi-
tion? Don't they expect
gnarled craftsmen and the
occasional cobweb? “When
people look around our
bodega and see uniformed
young people working hap-
pily in an impeccably clean
environment they are sur-
prised, but pleasantly so”.
This same common sense
approach applies in Mont
Margal's publicity material,
too. Nearly all its Spanish-
language publications, the
Tribune included, parallel
texts in Catalan. Though
Manuel Sancho himself is
not Catalan, the rest of the
family is, so it seemed a fair
assumption that this linguis-
tic policy reflected solidarity
with Catalonia’s regionalist
tendencies, in which keep-
ing the language alive is a
key issue. Engagingly, Blan-
ca explained that as far as
they were concerned, it was

pure expediency: why put
local backs up if you can
avoid it?

Monl Margal has reached
a watershed. Except for the
giants, it is now the biggest
exporter in the Penedés,
and is pushing its limits un-
less it is to change its whole
character and approach. For
Blanca, the choice is clear.
She feels that the advantages
of being relatively small-
scale far outweigh the at-
tractions of joining the gi-
ants. As things are at pre-
sent, Mont Marcal enjoys the
benefits of close communi-
cation both within the com-
pany and with its customers.
Her target is to reach annual
production figures of a mil-
lion bottles of cava and a
million of wine and then
stop growing.

Blanca is soon to be mar-
ried. Will this change her
degree of commitment to
family business? Certainly
not. She'll organize her mar-
riage around the business
rather than the other way
around. What does she do
in her time off? “Believe it or
not, embroidery”, she says,
with the first hint of shyness
detected so far. “I find it
helps balance up the hectic
pace. And T love going to
the opera in Barcelona, and
to the cinema...”. And what
does she like best about her
work? “Being the boss, Not
in the sense that everyone
has to do as I say. I love the
responsibility, and being
able to see things through”.
Has being a woman in a tra-
ditionally masculine field
ever been a problem? Only
very occasionally. “When 1
go abroad with my sales di-
rector, customers often as-
sume that he’s Mr. Sancho
and I'm his assistant. But the
misunderstanding never
lasts long”.

Hawys Pritchard is a
writer and translator who
lives and works in Spain. She
is a regular contributor to
Spain Gourmetour and oth-
er periodicals.




GRAN DUQUE P ALBA

A Brandy Liqueur is born, unique in the world
today. It's the result of a renowned Solera

Gran Reserva, Gran Duque de Alba Brandy.
from which it takes the name and character.
The child of age and experience, it stands out

as the faithful greatness reflection.
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OFF THE BEATEN TRACK (V)

istorical contrasts are common in
Europe. Nuclear reactors share the
skyline with Gothic cathedral
spires and sleek BMWs cross
rivers over bridges whose arch-
es date back to the time of the
Emperor Augustus. A hundred
kilometers of landscape can
embrace several different centuries.
We decided to do this trip by night, and to take it easy.
A couple of cans of coke, some raunchy Springsteen tapes
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ALBARRACIN:
SHADES OF
HISTORY

and the foot just resting gently on the accelerator. I know
I'm not a jeans person and, yes, I have probably got more
in common with Ovid than with an American trucker, but
let's face it: a motorway is a motorway and not a Roman
road, and you have to adapt accordingly.

Four hours' driving later, we were back in the Middle
Ages. The Middle Ages was a period when much of the
Iberian Peninsula was Arab territory, and it was the Arabs
that gave this little town its name and built the fortified
walls that still crown its center, though no longer defen-
sively. We had traveled north, to Abarracin.
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It was night when we arrived and, shrouded in darkness, the whole town
seemed asleep. This was no time to go exploring. We parked in front of the
hotel and were given our keys by a sleepy porter who appeared for just long
enough to do that and no more. Huddled under the chilly sheets, we felt like
excited children on Christmas Eve, knowing that there were treats in store for
the morning.

I had been in Albarracin before, breaking my journey on the way to some-
where else, but I had retained only the vaguest fleeting impressions. That's the
trouble with traveling in a hurry: like tourists who try to take in too much, I
hadn't seen what was under my nose.

ART LESSON

This time was different. We spent three days wandering the streets of Albarracin,
with plenty of time to happen upon its little hidden-away plazas and to take
photograph after photograph in an attempt to capture its colors. Yes, despite
the cold, dry climate of these northern highlands, far from the coast, it is vivid-
ly colorful. Not at all what you would expect in this part of Spain, still less in
a Medieval town.

Not that it is completely atypical. Its winding cobbled streets are dark and
narrow, its windows wrought-iron grilled, many of its buildings adorned with
noble escutcheons, but its walls are not of the usual bare stone. They are col-
or-washed. The predominant color is warm domestic ochre, in all its tones,
from russet to near yellow, varied here and there with grays and browns which
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lend a sober, melancholy touch, and the occasional perky highlight of white or
pink. Such is the pastel-shaded harmony of the whole effect that even the ill-
advised ferocious indigo blue in which the Navarro de Arzuriaga house has
been painted fails to jar, seeming rather to provide an intentional contrast.

I sound like an art critic, don’t I? It's hard not to. Albarracin is the sort of place
where, if you held up an empty frame almost anywhere, you would look
through it at a perfectly composed picture. It is visually exciting as much for
the juxtaposition of its planes of contrasting colors, some rain-washed, others
freshly painted, and their variations according to the time of day, as for its rich,
dense textures. One of Albarracin’s curious characteristics is that its buildings
are timbered, the old wooden beams of their structure exposed in their outer
walls tracing parallel or perpendicular lines across patches of solid color, Mon-
drian immediately springs to mind, but there are Rothkoesque touches about
it, too.

No doubt you'll be imagining some sort of “best kept village” effect. Albar-
racin undeniably is well kept, and care has been taken with restoration work
and new buildings so that they blend in with the old. There’s many a picture
posteard scene of flower-filled pots, posing cats, lace-curtained windows and
wooden balconies, yet miraculously they manage not to look twee. Albarracin
also has its derelict houses and others with flaking, patched and cracked
fagades, but even they, perversely, make their own contribution to its charm.

Let’s move on from painting to architecture. Albarracin’s most salient archi-
tectural feature is not a cathedral or a hermitage - this is not the place to come

Iba-
rracin has
no single

outstanding
feature, it is

just beautiful

as a whole.
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for imposing examples of the Gothic or the poetic Romanesque. It's finest fea-
tures are the homes of its ordinary inhabitants. Squashed up together, some-
times superimposed one on another, these houses make up cubist composi-
tions, their surfaces curving inward or outward, propped up one up against the
other like drunks, and with a sublime disregard for symmetry in the arrange-
ment of their little sunken windows, like deep-set eyes.

You may think I'm going on rather, but I just have to tell you about the town
overall. Albarracin forms a semi-circle, set halfway up a hillside. The hilltop
above it is crowned by the ancient fortified walls, and beneath it extends the
alluvial plain on either side of the River Guadalaviar. The town stands on a
steep precipice, some of its houses clinging to the edge, with balconies over-
looking the river beneath and the poplars along its banks. As you will have
gathered, the setting, with its juxtaposition of dramatic rockscape and botani-
cal green, is every bit as stunning as the town itself.

Albarracin has no monuments as such: it is one in its own right. Its enduring
character was forged in its Arab past. Neither the Church nor the Christian aris-
tocracy have left much by way of ostentatious architectural bequests here. The
town's heritage is an amalgam of the work of skilled craftsmen going about
their jobs: masons erecting beams and laying bricks, carpenters creating cof-
fered ceilings and light-filtering jalousie window screens. It is, too, the beauty
of its little streets, a maze which has no focal point but a typically Arabic over-
all harmony.
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ALBARRACIN’S PAST

Looking backwards into the past, it is not easy to make the leap required to
leave behind our contemporary political preconceptions and imagine what Me-
dieval Spain was really like. Different ethnic and religious groups — Jews, Arabs
and Christians — then inhabited the Iberian Peninsula. The Jews were involved
mainly in trade and finance and had no political or military power. The Arabs
— as divided among themselves as the Christians were - represented progress
in all areas cultural, technological and artistic. The might of Christianity, as rep-
resented by the Church and military force, was pitted against them. All three
groups coexisted, fought and intermingled. The many Muslim and Christian
rulers involved on either side signed and broke allegiances according to am-
bition and expediency regardless of religious creed. Not until the final Christ-
ian victory in 1492 was the policy of “ethnic cleansing”, with a view to achiev-
ing religious and political unification, applied. Albarracin played an active part
in those centuries of history. Let's see how.

Although it falls geographically within the dramatic landscape of Aragon, Al-
barracin is very close to Castille from which it seems to absorb a certain seren-
ity. Given, however, that both these regions are known for their austerity it
comes as a surprise to look up and see that its bell-towers are tiled in green,
blue, white and yellow. This Mediterranean use of color has its explanation:
historically, Albarracin had east—coast connections.

It was from the Levante, the east coast of the Peninsula, that Albarracin’s
Stone Age inhabitants made their way. Archaeological relics of this period can
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still be seen four kilometers
(2,5 miles) outside the town.
In a pine-wood tucked be-
tween high hills are caves
containing ancient and mar-
vellous paintings: stylized
hunting scenes charged with
poetic movement depict
bulls, deer and bow-carry-
ing warriors, painted in
white, black and red, espe-
cially red. Walking enthusi-
asts will also appreciate the
chance to enjoy the natural
environment while explor-
ing the caves and their setting,

The next historical peri-
od of which there are re-
mains in Albarracin is the
Roman: there is an aque-
duct carved out of rock,
and a bridge but, in a coun-
try rich in Roman remains,
they are not particularly
noteworthy. It has been
suggested that Albarracin
was known as Lobetum un-
der the Romans.

Next oldest is the church
of Santa Maria, built by the
Christian  Visigoths  who
gave the town the pretty
name of Santa Maria de
Oriente. The Christian pop-
ulation stayed put when
the Berber Arabs arrived
and subsequently lived
peacefully side by side
with them.

It was under the Arabs
that the town enjoyed its
finest hour. They began by
building the fortifications
and watch-tower on top the
hill during the Caliphate, a
rare and shogt-lived period
of political unity among the
Muslims. It was governed
by the Beni-Rasin family
which, in 1007, proclaimed
its possessions a faifa, or
independent kingdom, and
gave the town its name
(Beni-Rasin evolving into
the present-day Abarracin).

Its first ruler was Hudail,
who built the town, starting
with the tower, and ex-
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tended the fortified walls
to protect it. He is said to
have been handsome,
charming, brave and gener-
ous. He loved music, poet-
ry and the singing of slave-
girls, and built the Villa de
las Fuentes (Villa of Foun-
tains), a flight of Oriental
fantasy, as a recreational
retreat. Sadly, no trace of it
survives. Hudail is said to
have killed his mother with
his own hands during a
quarrel in the Villa gar-
dens. Was it that she disap-
proved of so much leisure?

He was succeeded by his
son, Abu Merwan. The fact
that he was known as “the
saber of the dynasty" sug-
gests that he did not share
his father’s character. He
belonged to that category
of princes who “never went
near his women until the
enemy was vanquished”. In
alliance with the Muslim
king of Toledo, he success-
fully led his cavalry troops
in attacks on other Arab
kingdoms. But a fateful event
forced him to change allies:
Toledo fell into Christian
hands. Abu Merwan ren-
dered homage to the Chris-
tian King Alfonso VI and
was even obliged to pay
10,000 dinares in “protec-
tion money” to El Cid, the
legendary Christian merce-
nary leader.

He joined El Cid in a bid
to conquer the coveted
prize of Valencia, then in
Arab hands, promising to
share the spoils but with
the secret intention of not
doing so. Now an ally of El
Cid, Abu Merwan not only
no longer paid him protec-
tion money but even went
so far as to attempt to ex-
clude him from the Valen-
cia campaign and the sack-
ing of the city. He tried in-
stead to involve the king of
Aragon with a view to a
further change of alliance.
On discovering this decep-
tion, El Cid organized a
punitive operation against

_Abu Merwan. Though El
Cid was wounded in the

neck by a lance during the
ensuing battle, neither side
emerged victorious from
the encounter. Recognizing
their mutual dependence,
they made peace and, to-
gether, took Valencia in 1094.
But Abu Merwan’s ambi-
tion still burned. A new
and powerful army, the
Muslim Almoravids, having
just arrived in the Peninsu-
la, he allied himself with
them in an attack on El Cid
and was defeated. But even
this did not deter him. To-
gether with other Arab
emirs, he went to the aid of
Huesca on which Christian
forces were advancing. He
and his allies were defeat-
ed by King Pedro of
Aragon. Old and exhaust-
ed, Abu Merwan retired
once more to the safety of
Albarracin where he sought
comfort in wine and in po-
etry, recalling past glories
to blot out recent failures.
But there was further bit-
terness in store in the form
of an attempt on his life by
one Obeidala, a nobleman
of his court. Though the in-
palace coup failed, Abu
Merwan's face was disfig-
ured by wounds inflicted
during the attempt. In an
appalling act of revenge,
he had Obeidala’s eyes put
out and his feet and hands
severed. One feels that
Shakespeare could have
found a place for a charac-
ter like Abu Merwan who
defined himself, in one of
his own poems, in words
that could have served as
his epitaph: “I have pos-
sessed the five qualities by
which one lives or dies: in-
telligence, wisdom, energy,
knowing when to speak
and when to be silent”.
Abu Merwan’s son later
ceded power to the Al-
moravids. Albarracin peace-
ably became part of the
Kingdom of Murcia. Equal-
ly peaceably it later passed
into the hands of the
Navarrese Christian Azagra
fanfily; donated as a gift by
the Moorish king in recog-

nition of their support
against the Christian king
of Aragon.

Under the Azagras, Al-
barracin repeated its own
history, albeit under the
sign of the crescent moon
rather than the Christian
cross : the ruler of Albar-
racin declared it indepen-
dent in 1134. Its heteroge-
neous population continued
to live in peace despite the
change of government, but
circumstances had changed
for this independent Chris-
tian kingdom. It could no
longer be on terms of easy
friendship with its neigh-
bors, sandwiched as it was
between the two great roy-
al powers of Aragon and
Castile. Fortunately, the
Azagras were gifted diplo-
mats and they used their
skills to maintain their au-
tonomy. This involved
sometimes supporting its
powerful rivals when they
fought in alliance, and
sometimes taking advan-
tage of the feud between
them. They also cleverly
maintained a degree of mil-
itary power which not only
would have made the con-
quest of Albarracin a dis-
proportionately costly
business but also made the
Azagras desirable allies.

The first two Azagra
rulers were Don Pedro Ruiz
and Don Fernando, Both
ensured their positions
with external support: Don
Pedro Ruiz obtained a bish-
opric for Albarracin from
the Church, and Don Fer-
nando enrolled his family
in the military religious or-
der of the Knights of Santi-
ago. They were succeeded
by Don Pedro Ferniandez,
during whose reign Albar-
racin was besieged by the
troops of Jaime I of Aragon,
known as The Conqueror.
Despite his nickname, King
Jaime did not succeed in
taking the town, and he
and Don Pedro Fernandez
eventually became com-
panions in battle and in the
hunting field.



But the course of history
was inexorable and, in the
late 13C., the tiny kingdom
was annexed by King Pe-
dro III of Aragon. Aware
that it had little option, and
true to historical pattern,
Albarracin put up no hero-
ic resistance. It capitulated
in return for preserving its
privileges, which it re-
tained until the early 18C.

Don Pedro Fernandez de
Azagra had donated the
land of Albarracin to its in-
habitants. In consequence
its woodlands were com-
munally owned and ex-
ploited, and timber and
livestock were the town’s
chief resources for a long
period. When the wave of
enforced Christianization
swept through Spain, Al-
barracin, once a model of
inter-cultural tolerance, had
no option but to succumb.
The Jews were expelled at
the end of the 15C. and the
moriscos (earlier converts
from Islam to Christianity)
in 1610. Women accused of
witchcraft were tested by
being given red-hot irons

to hold: only if their hands
remained unburned were
they declared innocent.
How many survived can be
imagined.

The arrival of Napoleon's
troops in 1809 marked the
beginning of the economic
decline of Albarracin and
its surrounding highlands.
Again true to pattern, the
town had unheroically col-
laborated with the French,
but in one gesture of resis-
tance, the captain of an in-
vading troop of privateers
was killed in an ambush. In
reprisal, his men destroyed
the basis of Albarracin’s in-
dustrial activity — looms,
fulling mills and flour mills
— and, with the assistance
of local liberals, set fire to
the Dominican monastery.

The Spanish Civil War
(1936-1939) brought fur-
ther tribulation to the town.
Nationalists took refuge in
the cathedral, provoking
repeated and unsuccessful
attacks by the anarchist
Tierra y Libertad brigade.

MY HIGHLIGHTS

Albarracin is a place to
be explored on foot. It has
no single outstanding fea-
ture - it is just beautiful as a
whole. Here are a few of
my own favorite highlights,
though 1 stress that the
choice is strictly personal
and far from exhaustive:

The wooden corner bal-
cony on the Plaza Mayor.

The St. Peter altarpiece,
also wooden, in the cathe-
dral: beautifully carved
with delicacy and realism
by 16C. artist Gabriel Joli.

In the cathedral museum,
whose collection includes
liturgical pieces and elabo-
rate Flemish tapestries by
Geubels, my favorite ex-
hibit is the extravagant
Venetian rock-crystal fish
decorated with pearls and
rubies.

The Torre de Dona Blan-
ca, a fortified tower which
once served as library. It
stands in the unbeatably
romantic location of a
cemetery on a promontory
jutting out into the river.

Of all Albarracin’s hig-

gledy-piggledy houses, my
favorites (and most peo-
ple’s) are the Casa de la Ju-
lianeta and the Casa del
Postigo. They are incredi-
ble, like an architectural
balancing act.

The Portal del Agua, one
of the gates in the town
walls, is the perfect place
to sit and appreciate the si-
lence. On emerging the
other side, the view uphill
is amazing. This corner of
town is known locally as
“The Fan”, and it is easy to
see why: the houses have
gradually accumulated up-
wards, and their facades
slot haphazardly into each
other.

Shades of the Middle
Ages?: Calle Azagra and the
Portal de Molina.

Off the tourist itinerary
and outside the old town
is the hermitage of Cristo
de la Vega, a tiny spiritu-
al sanctuary. Note the
lovely pulpit.

USEFUL
INFORMATION

Transport: Good by
road. From Madrid, you
can go via Cuenca or
Guadalajara. If you are go-
ing to break your journey,
Cuenca is a very attractive
place to stop, but other-
wise the Guadalajara route
is preferable. Both routes

are about 300 km (190
miles).
Information: There is

an efficient Tourist Office
with very helpful staff just
as you enter Albarracin.
They will provide you with
an invaluable guide book
for finding vyour way
around the town. Tel: (74)
71 02 51

Hotels: There is a good
choice of top and middle
bracket hotels. Casa Santia-

g0, a brand new little hotel
at the top of the town, has
been attractively renovated
and tastefully furnished.
Well worth a try. It has very
few rooms, so be sure to

make reservations. Tel:
(74) 70 03 16
Restaurants: The best

places for eating out in Al-
barracin are the restaurants
of the good hotels. We ate
particularly well at Casa
Santiago.

Gastronomy: The local
cuisine is very simple.
Charcuterie is its most in-
teresting feature, particu-
larly the ham: try pork,
wild boar, venison, duck
and cured beef products.
Traditional local dishes are
trout and, for dessert, al-
mojabana biscuits.

Excursions: Don’t con-
centrate exclusively on Al-
barracin: the whole of
Teruel Province is worth

10 KILOMET!

JAVIER BELLOSO

exploring. I recommend a
visit to Mirambel, a beauti-
fully preserved little Me-
dieval village. Stop at Mora
de Rubielos and Rubielos
de Mora on the way there.

Best buys: The area’s
typical white pottery deco-
rated in blues and greens.
Local craft shops are good.

Fiestas: An intriguing fi-
esta known as Los Mayos is
celebrated on the night of
April 30, namely May Day
eve. Local lads do the
rounds of the town sere-
nading the girls with
rhymes written specially
for the occasion and tradi-
tional folk songs.
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SUCCESS ABROAD (II)

CAMPOFRIO:

A SPANISH
MULTINATIONAL
AHEAD OF THE
MARKET

Text: Ana Westley
Photos: Campofrio

arne,

Agroc
in the Dominican
Republic.

ny Spanish school child can
recognize the Campofrio
trademark and think of fa-
vorite snacks, sandwiches
and meals. While the trade-
mark has long been associ-
ated in Spain with quality
processed cooked meats, it




is fast becoming a symbol of
quality in countries as varied
as the Philippines, Russia,
Mexico, and the Dominican
Republic. In Europe, Cam-
pofrio’s cured hams and
sausages are gourmet treats
while in Spain, where the

family-run company has
long dominated the market,
new innovations such as vac-
uum cooked ready-to-eat
dishes fit for gourmets have
become lifesavers for today’s
working parents and busy
households.

Campofrio, in Joint venture in
Mexico. the Philippines.
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CAMPOFRIO:
A SPANISH

MULTINATIONAL
AHEAD OF THE

MARKET

Campofrio has come a long
way from its early beginnings
as a family-run slaughter-
house in the northern city of
Burgos, back in 1952, to its
multinational status today
with branches in half a dozen
countries around the world
with overall sales of some
50,000 million pesetas and a
worldwide production now
over 125,000 tons.

“We have always wanted
to be a leader in our market,
which for us means not sell-
ing the most, but being
ahead of the market,” ex-
plained Federico Sarmiento,
Export Director. With this
philosophy, the small slaugh-
terhouse of the 1950s soon
went into meat processing
and was the first company in
its sector to introduce the lat-
est technology of processing
York hams in plastic packag-
ing with a particular shape
for the top quality brand.

Lagging behind the bustling
development of northern Eu-
rope, “Spain never really went
through the meat canning
process so common in the
rest of the industrialized
world,” Mr. Sarmiento ex-
plained. Instead, Spain practi-
cally skipped this middle level
technology and sailed directly
from the age old method of
laboriously curing hams and
meats with salt to cooked
meats in plastic coverings.
And Campofrio was one of
the first to take this leap.

Heavy investments in the
latest technology boosted pro-
ductivity by quantum leaps
and, not surprisingly, catapult-
ed Campofrio to the number
one meat processor in sales
and market share.

A multinational philoso-
phy and internalization. By
the late 1970s, Campofrio was
already a major player in the
Spanish market that would be
attractive to any foreign multi-
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national. In 1978 the U.S.
multinational, Beatrice Foods
bought a 50% stake from
founder José Luis Ballvé.
Ahead of the frenzied multi-
national buying sprees of the
1980s in Spain’s food sector,
Campofrio was attracted by
the chance to gain interna-
tional marketing methods and
technology transfer in the
joint venture.

The partnership worked
well until Beatrice Foods was
itself sold off and divided up.
“We were interested in a
multinational partner to learn
from, but not to be passed
from one hand to another
and we did not need financ-
ing from a foreign partner,”
Mr. Sarmiento recounted. In
1988, Pedro Ballvé rebought
the foreign owned shares in
what was termed a spectacu-
lar financial operation. Today
the company is majority
owned by the Ballvé family
with Banco Central Hispano
holding 24% and various oth-
er private shareholders hold-
ing minority stakes.

The Beatrice Foods era,
however, deeply influenced
Campofrio’s president, Pe-
dro Ballvé, and was to im-
print a multinational philos-
ophy for the company in a
sector composed of over
4,000 small, mostly family-
run enterprises. Today, the
top ten companies account
for 35% of all sales. Already
Spain’s number one meat
processor, internationaliza-
tion and expansion abroad
became a top priority. Ex-
ports jumped spectacularly
from 413.9 million pesetas to
1,618 million pesetas in
three years, while Campofrio
began joint ventures abroad
at a dizzying pace.

Distribution companies
were bought in Portugal,
France, and Mexico. Joint
ventures for meat processing

were set up in Russia, the
Philippines, Dominican Re-
public, and Mexico. By 1992,
Campofrio’s foreign opera-
tions already represented 5%
of the parent company. Ex-
ports now by volume consti-
tute 5% of Campofrio’s sales, a
share that the company hopes
to increase fivefold within the
next few years. Campofrio
products are distributed in
over 20 countries. “We have a
clear and determined will to
be a truly international com-
pany with overseas sales soon
representing 25% of our total,”
affirmed Mr. Sarmiento.

At the same time, Cam-
pofrio has also invested heav-
ily in Spain, with a new 6,000
million peseta ultra modern
processing plant in Burgos
with the most advanced ro-
botic technology in Europe.
In fact, the new Burgos pro-
ject is the only European food
company to be part of the EU-
REKA research and develop-
ment program of the Euro-
pean Community.

Although Campofrio is best
known in Spain for its
processed products such as
frankfurters, cold cuts, and
cooked hams, Campofrio is
making a name for itself in
gourmet salt cured products
in Europe. The company has
three main areas of produc-
tion: gourmet cured products
which have been highly suc-
cessful in Europe, cooked
processed meats in Spain and
in foreign companies, and a
third area of new products
and innovations.

Cured Serrano hams for
Euro-gourmets. “In our in-
ternational strategy, we could
see that European countries
would be most interested in
our gourmet line of cured
meats,” Mr. Sarmiento ex-
plained. According to Mr.
Sarmiento, the art of salt cur-
ing hams has practically been

forgotten in northern Euro-
pean countries after canning
technologies were introduced
to conserve food without re-
frigeration. Southern coun-
tries such as Spain and ltaly,
however, continued and per-
fected the centuries-old tech-
niques of dry-curing meats
with salt and spices.

As tourists began to flood
Spain in the 1960s, the repu-
tation of Serrano ham, Span-
ish chorizo, salamis, and
sausages spread, but fears
over pork diseases prevented
exports of these products in
Europe until 1989, Cam-
pofrio, however, decided to
gain time by setting up a Ser-
rano ham plant in Taninges,
France, two years earlier.

Once Spanish imports were
authorized, Campofrio discov-
ered that European customers
actually preferred a “Made in
Spain” Serrano ham or chori-
zo. “Since Spain already had
the fame, customers wanted
“the real thing" rather than
what they thought would be a
French version, even though
the methods were identical,”
Mr. Sarmiento justified.

Hence Campofiio traded its
stake in the production plant
to wholly own a distribution
center in France. Today,
Campofrio can barely keep
up with European demand
for Spanish Serrano hams
and chorizos. But, like a true
multinational, Campofrio has
made some adjustments to
local preferences. “For exam-
ple, in addition to our regular
chorizos, we sell a spicy hot
chorizo in France that we do
not market here,” Mr.
Sarmiento pointed out. The
French living in Algeria had
spread the fame of a spicy
chorizo that Spaniards had
been making in neighboring
Morocco, once partly under
Spanish colonial control.

“So many French have the



idea that Spanish chorizo
should be spicy hot,” Cam-
pofrio’s Export Director ex-
plained. Adaptable to market
demands, France alone im-
ports Campofrio’s hot chorizo.
“In spite of the recession, we
see an ever growing market
potential for gourmet cured
meats in Europe, now that the
import ban has been lifted,”
Mr. Sarmiento continued.
Since exports began in 1989,
sales of gourmet cured meats
have soared dramatically.
Moscow hams and franks.
Campofrio realized that com-
petition in European markets
for standard products such as
hams and frankfurters would
be fierce even with the latest
technology. But new and de-
veloping markets are another
story. In spite of the political
upheavals in Russia, Cam-
pofrio decided to go ahead in
1990 with its joint venture in
Moscow to build a modern
meat processing plant.

“We saw a need for good
quality protein at reasonable
prices where we could con-
tribute,” Mr. Sarmiento said.
With Spanish technology and
efficiency the Moscow ven-
ture, called Campo-Mos, was
able to fill a much needed
market demand “with more
protein and better quality” for
competitive prices. Within a
year Campo-Mos bought an-
other plant increasing produc-
tion capacity to 10,000 tons.
With a potential market of 40
million consumers, Campofrio
has high hopes for its invest-
ment. “It's an incredible mar-
ket that will continue to
boom,"” Export Director Mr.
Sarmiento affirmed.

An eye on the U.S. market
and on the future. Cam-
pofrio looked to developing
countries with high demo-
graphic growth rates for ex-
pansion with the possibility
of using that country as a

springboard to other nearby
areas. The Dominican Repub-
lic venture, Agrocarne, was
set up not only to supply the
Caribbean area, but with an
eye on the nearby U.S. mar-
ket, especially in Miami. It
has a production capacity of
8,000 tons.

In Mexico, Campofrio al-
ready had a distribution com-
pany and last year inaugurat-
ed an 8,000 ton capacity facto-
ry and announced plans early
this year for two more plants
within the next two years.

Campofrio is currently still
awaiting a positive response
from the U.S. authorities to al-
low the import of Spanish salt
cured hams and sausages
within perhaps a year or two.
The Burgos company has col-
laborated with the authorities
to demonstrate that the Span-
ish method of curing destroys
all disease-carrving organisms
or microbes.

A green light for the U.S.
market will have a tremen-
dous influence on other mar-
kets such as Canada, Mexico,
and other Latin American
countries that would follow
U.S. approval. Once the U.S.
market is opened, Campofrio,
in fact, sees more of a market
for Serrano hams and Spanish
chorizos in Mexico due to
closer cultural ties.

For the Far East, Campofrio
chose the Philippines as a
base in a joint venture called
San Miguel Campofrio Cor-
poration with a production
capacity of up to 20,000 tons.
In each country, Campofrio
is adaptable to local prefer-
ences in tastes and products,
varying ingredients and fla-
vors. “We maintain the best
protein percentage at locally
competitive prices,” Mr.
Sarmiento insisted.

The third line of products
of Campofrio are termed
“new innovations” and are

generally one step ahead of
the market.

“Once they are successful,
other companies will copy us
and the product may then be-
come banalized, but we pride
ouselves on being the first,”
he said. New marketing ideas
began with the idea of a top
quality York ham in a special-
ly shaped plastic packaging,
which was soon copied by
most major makers for their
“Extra quality” varieties.

Campofrio was the first to
introduce low fat cooked
turkey products that had be-
come attractive in the United
states and northern Europe.
“We knew the health wave of
low fat and low cholesterol
meats would reach here as
well, so we were the first,”
boasted Mr. Sarmiento. This
sort of vision paid off as Cam-
pofrio now controls over 75%
of the cold cut turkey market.
The Burgos based company
dominates almost half of the
frankfurter market and 13% of
the York ham sector.

Campofrio’s most recent in-
novations include new prod-
ucts such as its “top chicken
nuggets”, vacuum packed
breaded chicken and cheese
“Cordon Bleu”, and the latest
new line of “Cocina Placer”
or ‘Kitchen Pleasure” vacuum
packed ready-to-eat- gourmet
meals prepared by re-
knowned Basque chef
Ramon Roteta. )

“The Cocina Placer line of
a wide variety of vacuum
cooked meals of haute cui-
sine followed several years
of technological and market-
ing investigation. With this
new method, Campofrio has
shown that industrial prepa-
ration can be combined with
the skills of a gourmet chef
without any loss of quality or
delicate flavor. Thanks to
vacuum cooking. the prod-
uct is elaborated without

preservatives and coloring
agents and preserves a “just
cooked” flavor not found in
frozen preparations.

The new invention, which
followed years of investiga-
tion, won the international
Sial D'Or food sector prize
last year in Paris for introduc-
ing “original solutions and
innovations to the interna-
tional food market.”

“Unlike other industrialized
countries long accustomed to
frozen prepared foods, Span-
ish households do not tend to
have large freezer capacity,”
Mr. Sarmiento explained. But
with today’s hectic pace there
was a growing need for a top
quality no preparation prod-
uct. “Working parents are
tired of pizzas and fast food
and frozen meals don't offer
the same quality as freshly
cooked meals,” Mr.Sarmiento
insisted. Campofrio has high
expectations for its new line
of Cocina Placer that was just
introduced in 1991.

For the future, Campofrio
plans to consolidate its foreign
investments before additional
expansions, although offers
arrive almost daily from East-
ern block and Latin American
countries. “We want to ex-
pand our export presence in
Europe with prestige products
of cured meats,” Mr. Sarmien-
to emphasized. Large outlays
in research and development
will continue to keep Cam-
pofrio ahead of the market
with new technology and
new products.

Ana Westley is the Spain
correspondent for The New
York Times. She has been too
the correspondent in Spain for
the U.S. weekly news maga-
zine Businessweek since 1988.
Previously, from 1982 to 1988,
she was the correspondent for
The Wall Street Journal. She al-
so bas contributed regularly to
verrious other publications.
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Text: John Reeder
Photos: Félix Lorrio/ICEX

hilst I was tak-
ing coffee in a
quayside tavern one wintry
Atlantic morning in the
Puerto de Santa Maria,
Jerez’s seaport, an old fish-
erman, clearly fresh from his
night's labors, marched in,
strode up to the bar and
asked for una movenita - a
little dark lady. What was
my surprise when he was
served what was unmistak-
ably a dark cream sherry.
He downed it briskly, lin-
gering only slightly longer
over a second before leaving.
What was an Andalusian
fisherman doing drinking a
cream sherry, a sherry ac-
cording to tradition intend-
ed for consumption as a
nightcap for elderly ladies
from Boston and Bristol,
Dublin and Dundes, Rotter-
dam and Reykjavik?
It had been previously

~J
(8]

thought that cream sherry, a
blend of older dry oloroso or
amontillado sherry matured
in the solera system, with
the rich sweeter Pedro
Ximénez wine, was original-
ly a wine tailor-made for ex-
port to North-European cus-
tomers, the English and the
Dutch essentially, in the 17C.
The story went that the in-
habitants of the colder,
damper climes of the north
had sweeter palates and that
Spanish sherry producers, al-
though themselves addicted
to drier styles of wine, were
nevertheless only too
pleased to provide the north-
erners with any kind of sher-
ries sack they should desire.
Thus came about what were
known in 17C. England as
milk sherries, so called per-
haps because of their density
of texture and supposed nu-
tritional value.
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This, however, appears
not to be the whole truth.
Within the extensive range
of sherries made by Andalu-
sians for their own con-
sumption was the so-called
morenita - the little dark la-
dy - a winter warmer tradi-
tionally breakfasted in the
Atlantic seaports of the Bay
of Cadiz. Within living mem-
ory local seamen would of a
morning make up a king of
ad boc blended cream sher-
ry by the simple process of
pouring into their glass from
two bottles two equal mea-
sures of dry oloroso sherry
and Pedro Ximénez, and
giving them a stir.

What did the original
morenita taste like? We can
of course have no way of
knowing but the curious
might like to try a sherry
made by Domecq called Lz
Raza that they describe as a
sweeter old oloroso (oloroso
viefo abocado), which is,
unfortunately, rather diffi-
cult to obtain outside of
Spain. At 19¢ this is a fine
big wine with a drier finish
than most creams and prob-
ably the closest we can
hope to get to the old sea-
men's norenitd.

Cream sherries are today
of course the result of much
more careful and prolonged
blending. Varying the pro-
portions of old dry oloroso
or amontillado (aged from
anything from five to forty
years in the vast soleras of
the sherry wineries) that are
blended  with  Pedro
Ximénez wines (wines made
from sun-dried grapes, i.c.
raisins, not fresh grapes),
which have either been sim-
ilarly aged by the solera sys-
tem, or perhaps simply ma-
tured directly in a single oak
butt. The resulting blend
will then be left to marry in
oak casks. Some cream sher-
ries will also contain a little
muscatel to enhance their
aromatic nose. One of the
secrets, therefore, of a fine

82

cream sherry is the exten-
sive soleras of old olorosos,
amontillados and amontill-
do-finos held by the sherry
bodegas to be used as a
base for their blended
creams. These soleras, often
consisting of thousands of
butts of sherry guarantee the
long-term quality, stability
and homogeneity of the fin-
ished blend.

Variations in the propor-
tions of the wines used in
the final blend, together
with differences in the ages
of the respective constituent
wines, will, therefore, make
for a variety of finishes.
Thus, the greater the pro-
portion of oloroso, and the
older the oloroso solera, the
drier will be the finish of the
cream. Substituting amonntil-
lado-fino for oloroso in the
blend will make for a paler
colored wine. The more Pe-
dro Ximénez used in the
blend, the deeper and more
raisiny will be the resultant
cream. Each winemaker will
aim for a different house
style and a range of different
blends and finishes, each
one made with the differing
respective tastes of different
consumer markets in mind.
William and Humbert's Wal-
nut Brown, then a sherry
much beloved in Scotland,
is a deep mahogany color
and has a distinctive fruity
moscatel aroma and a
raisiny flavor, which betrays
the relatively high propor-
tion of Pedro Ximénez it
contains. The same house's
Canasta cream, the biggest
selling cream sherry in
Spain, on the other hand, is
a lighter-colored amber
wine, altogether lighter in
texture than Walnut Brown.
Interestingly, the name
canastd seems 1o confirm
the ambiguity surrounding
the origins of cream sherry:
for an English-speaker
canasia is a Victorian card
game and conjures up im-
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ages of crinoline ladies in
lushly-upholstered drawing-
rooms. In Spanish however,
canasta means a wicker
work basket and probably
refers to the chianti-style
basket in which the bottle of
Canasta cream is presented.
To translate is to betray, as
the Italians say.

Within the wide variety
of nuances and styles
amongst cream sherries we
can distinguish two basic
types: the fuller-bodied tra-
ditional darker cream, fine
examples of which are
Domecg’'s Celebration
Cream, Gonzales Byass’
Nectar or the World's brand
leader, Harvey’s Bristol
Cream and, secondly, the
Pale Cream, a more recent
innovation developed by
Crofts in the late sixties. The
remarkably successful
Croft’s Original is a cream
sherry with a lighter, pale

Sino-style color that appears

to belie its sweetness.

Harveys, one of the grand
old 18C. English sherry
houses, is perhaps the name
that springs to mind when
one thinks of cream sherry.
Thev owe their origins to a
legendary English shipmas-
ter named Captain Tomas
Harvey, who perished with
his whole family in an At-
lantic hurricane.

It is probably to Harvey's
that we are indebted for the
generic term cream sherry to
describe what is known in
Spanish as oloroso dulce. As
we mentioned above, the
sweeter blended sherries of
the 17 and 18C. were known
in England as milk sherries.
Legend has it that a lady vis-
iting Harvey's cellars in Bris-
tol sometime in the mid-
19C. was given Harvey's
Bristol Milk to taste, fol-
lowed by a finer sample of
the same kind of sherry.
Rather fulsomely, she is re-
ported to have remarked of
this second superior wine:

“If that is Milk, then this
must be the Cream!”

Impeccably made from its
extensive soleras of olorosos,
amontillados and Pedro
Ximénez, Harveys offers
what is perhaps the largest
ange of dark creams in Jerez,
from Bristol Cream, still the
dark cream par excellence in
Northern Europe, the tradi-
tional sherry for Christmas
toasts, the bottles bought un
Christmas Eve to be sipped at
lovingly throughout the rest
of the winter, to special re-
serve older creams such as
the Rare Oloroso, only 600
cases of which were bottled
to be sold on the American
market to celebrate the fifth
centenary of the discovery of
America.

Unfortunately, another of
the wines that makes up the
mythology of 19C. dark
sherries, the East India
Brown, only survives on
Lustau’s exclusive Al-
macenistea sherry list. One of
the glorious old Victorian
pudding wines like Malsey
and Marsala, Mountain and
Muscat, East India Brown
sherry is a nostalgic trip to
great-great-grandmother’s
heavily draped front parlor.
I can do no better than to
quote from the description
given of Lustau’s wine in the
noted London wine-mer-
chant’s, Berry Brothers and
Rudd of St. James, current
list: “a deep bronze colour
with a rich, almost honeyed
nose and a lovely taste of
rich fruit cake.”

Casks of East India Brown
were originally, it is claimed,
shipped as ballast in the sail-
ing ships on their trips to the
East Indies. On their return
to England their quality had
reputedly improved consid-
erably. What, of course, had
happened was that the
movement of the ship
speeded up blending and
oxidation, and constituted a
simulated experiment in ac-
celerated aging.



In the early 1970s, Crofts
lauched a completely new
style - at least visually - of
cream sherry - Croft's Origi-
nal, the first of the so-called
pale creams. Made from ex-
tensive soleras of finos, and
biologically aged under the
flor - a protective veil of
yeast which slows down ox-
idisation, under which they
develop into finos-amontil-
lados and amontiliados,
these delicate wines form
the base of the new pale
cream sherry. This base is
then cold-treated to con-
serve its freshness before
being carefully married with
small quantities of old
oloroso and Pedro Ximénez.

The result is a pale straw-
vellow-colored wine, with
the almondy nose typical of
a fine amontillado, clean,
fresh and sweet on the
palate - a kind of fino
cream, baptized Pale Cream.
Appealing to those who re-
ally like a sweeter sherry but
prefer to be seen holding
what is perceived to be a
more elegant paler colored
drink, Croft's Original has
been the most recent com-
mercial success story among
the world of sherry, sales ri-
valing those of the most
popular dark creams.

Breaking accepted
molds, a pale cream sher-
ry, served chilled, makes a
splendid aperitif, the ideal

foil to folegras or stronger
cured cheeses.

Stric[ly speaking, I sup-
pose, there exists a third cat-
egory of cream sherry, the
extremely old special reserve
creams defined firstly by the
age of their constituent
wines, very old olorosos,
amontillados and Pedro
Ximénez, often from thirty -
and forty-year-old soleras,
and secondly, by the pro-
longed period of time the
blend is left to marry. Marvel-
lously subtle, complex old
wines such as Sandeman'’s
Royal Corregidor, one of my
particular favorites, a rich,
velvety wine, the base
oloroso of which is drawn off
from a solera originally set
up in 1897; or such as the
Very Old Cream, made by
that most traditional of
Jerez’s family bodegas, the
miraculously unchanging
house of Valdespino and
supplied by them to the
Wine Society of London or
such as Gonzalo Byass Math-
usalem, similarly made from
wines taken from thirty- and
forty-year-old soleras. These
glorious old cream sherries
are still remarkably cheap for
wines of such age - compare
their prices with that for in-
stance of a forty-year-old
grand cru classé claret! - and
make the most satisfying of
after dinner digestifs.

Some years ago in re-
sponse to a rather naive
statement on my part con-
cerning the supposed un-
derlying long-term trend on
the part of consumer prefer-
ences towards drier sherries,
that living encyclopedia of
the world of sherry, Don
José Ignacio Domecq, once
told me that he had been
hearing predictions about
the terminal decline of the
sweeter medium and cream
sherries since the 1930s and
yet still several million bot-
tles of these sherries were
consumed every year. To
borrow from Mark Twain,
reports of the death of
cream sherry have been
greatly exaggerated. Har-
vey's Bristol Cream sold
around three million cases
on the British market alone
last year, and the story of
Croft’s Original is one of the
marketing successes of the
wine trade of the last two
decades.

Perhaps the time has
come for all those who en-
joy sweeter wines in general
and cream sherry in particu-
lar, to stand up and be
counted and not allow
themselves to be made to
feel in some way inferior by
some ignoramus of a wine
snob. The current orthodoxy
that dry equals sophistica-
tion and sweet equals boor-
ishness is really nothing

more than silly snobbery.

Firstly, perhaps it ought to
be said once and for all that
there is nothing intrinsically
superior or more sophisti-
cated about a dry wine, or
inferior or less sophisticated
in a sweet one. Sauternes,
Tokay, older cream sherries,
vintage ports and old
madeiras are all sweeter
wines and the epitomes of
subtlety and organoleptic
complexity and richness.
Secondly, one should add
for the benefit of the health
conscious, that the amount
of sugars these wines con-
tain will not result in obesity
unless vast quantities are
consumed.

There is no need for any
shamefaced skulking
around then if you enjoy
sweeter wines. The discern-
ing wine buff can be safely
seen drinking a fine cream
sherry without fear of loss of
face or ridicule be he or she
rock or rap musician, suc-
cessful businesswoman,
professional boxer, gnarled
sea-dog or even maiden
aunt from New or Old Eng-
land.

Jobn Reeder is a wine
writer who bas published in
the most important English
and Spanish wine journals.
He is associate professor at
the University of Madrid,
where be lives.

A BRIEF
SHERRY
GLOSSARY

Amontillado: an aged fi-
no, almondy in flavor and
amber in color.

Bodega: a winery

Bota: an oak cask of be-
tween 600 and 650 liters,

Fino: an elegant, light,
straw-colored aperitif sherry

which keeps its freshness
for years in the solera thanks
to the flor under which it
matures.

Flor: a veil of natural yeasts
which grows spontaneously
on the surface of fino sherry
in the bodegas of Jerez (and
only in the Jerez winemaking
area) whilst they are maturing
in the oak casks. The flor pro-
tects the wines, slows down
the oxidisation process and
keeps the wine fresh. See
Spain Gourmetour No.15.

Oloroso: a darker colored,
walnut flavored sherry, aged
without flor, usually dry.

Pedro Ximenez: a sherry
made from sundried grapes,
i.e. raisins. Deep mahogany
in color, with a full velvety
sultana taste, Pedro
Ximenez is often used in
small proportions to blend
with old olorosos to pro-
duce cream sherry.

Solera, the solera sys-
tem: more correctly known

as the system of soleras and
criaderas. A system of frac-
tional blending and matur-
ing whereby sherry is aged
in scales of butts, from
which wine is constantly be-
ing drawn off and trans-
ferred to butts of more ma-
ture wine further down the
scale. The original casks are
at the same time replenished
and refreshed with equal
quantities of younger wine.

83



THE OLIVE BRANCH (II)

Portraits
of a

Family Business

Text: Charles Powell
Photos: Nelson Souto/ICEX

ea, S.A. of Sarroca de Lleida has become a rather large fish in a
pretty small town. This ninety—year—old family business in the
province of Lérida has gained a world-wide reputation among
| olive oil connoisseurs, chefs and specialty food merchants in
over 30 countries, due to their dedicated and superior work in
the cultivation, harvesting, pressing, blending, Jck’lgmq anel
shipping of premium extra-virgin olive oils. In all of those years, since its
founding in 1902. the three generations of Vea men who have controlled
the company’s destiny have alw ays adhered to the principal that to make
something perfect, one must perfect each and every step along the way.
Such perfection is evident in the quality of the olives used in Illclixll’lé, the
Vea oils, the organic cultivation of the lands, the speed with which the
olives are pressed after harvest, the sanitary means by which the oils are

produced, the temperature-controlled w dy in which the unfiltered oils are
stored underground until blended and very carefully filtered, and finally,

the skill with which they are blended to achieve consistently high quahty
products year after year. But if that were all, the company could btlll remain
a small artisan pl()dLlLCl, one among many in a region known the world
over for the quality of its olive oils. Two other important elements have
come into play in recent years which have helped bring the Vea company
and the oils they produce to a position of dominance as a world class sup-
plier of Catalan olive oils. These two elements are clever and aggressive
marketing and superior sales work. In the American vernacular, Ve is “on a roll!”.
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his ninety-year-old family business has gained a

world-wide reputation among olive oil connoisseurs.




s a taster, Avelino Vea has been able to create many different

oils, each to the needs and specifications of the customer.
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l the center of all this

success is one person who
makes all the rest of it fall
neatly into place. His name
is Avelino Vea, the third
family member to manage
the company and probably
the one most responsible for
the quantum leap that has
brought the company to its
present importance. Sr. Ved
is a Gran Catador, one of an
elite few in Spain who are
recognized for their abilities
as tasters, endowed with a
palate that can detect the
nuances of taste which al-
low for the blending of olive
oils in truly superior ways.
As a taster, Avelino Vea has
been able to create many
different oils, each to the
needs and specifications of
the customer. He was re-
sponsible for creating a
blend of extra-virgin olive
oils from all the important
olive growing regions of
Spain into the 1492-1992
quincentennial bottling of
oil in commemoration of the
historic voyage of Christo-
pher Columbus from Spain
to America 500 years ago.
This bottling was restricted
to the fruit of trees alive at
the time Columbus started
his voyage and was a first
for an extra-virgin olive oil
(see Spain Gourmetour n® 27).

The oils blended by Aveli-
no Ved have become in-
creasingly important in spe-
cialty and gourmet food
stores in Spain and the rest
of Europe, the Americas and
Asia. Their Lérida and L'Es-
tornell brands are on the ta-
bles of many of Spain’s
restaurants, on the shelves
at Fauchon and the Galeries

Lafayette in Paris, at Dean &
DeLuca and Balducci's in
New York, in Macy's food
halls in America and fea-
tured in many leading
restaurants on both sides of
the Atlantic as well as in
Asia, especially in Japan,
which has taken to L'Estor-
nell and Lérida Extra-Virgin
Olive Oils in a really big
way. Vei has also blended a
special restaurant quality ex-
tra-virgin oil for the food
service trade that has be-
come something of a stan-
dard of excellence by which
to judge other oils. Indeed,
in perhaps the most presti-
gious chef’s school in the
United States, The Culinary
Institute of America in Hyde
Park, New York , Ved oils
are used in courses offered
on cooking in the Spanish
style. But that isn't all: Ved is
also a major supplier of
quality oil to Italy. Avelino
has been able to provide
oils the Italians want to mar-
ket and Vea trucks leave for
Italy on a regular basis,

mcrc’s how it is all done.
Every morning, before tak-
ing any food and with only a
few sips of black coffee, Sr.
Vea retires to his tasting lab-
oratory to sample the oils
that are held in the deep,
underground cup (pro-
nounced coop), cisterns that
hold the unfiltered oils. His
objective is to retain a con-
sistent flavor profile of the
oils in each of his brands,
and to create the new oils
that have been requested
by his special customers.
Tasting oil is only part of it.
There has to be an ability to

Portraits

of a

remember the flavors tasted
the day before, the week be-
fore, even the vear before,
to maintain a consistency
when each vintage varies
depending on the amount of
rainfall, the days of sun,
when that rain fell and a
hundred and one other vari-
ables. It is this ability that
makes blending an art. But
before this begins to sound
like some impossibly laud-
able description, let it also
be said that Avelino Vea has
the very good fortune to be
able to work with some of
the best olives in the world.

Avelino is a complex per-
son to say the least. Beyond
his work in the laboratory
tasting rooms and managing
his growing business, he is a
virtual fanatic about ma-
chines that move; cars, go-
carts, motorcycles, airplanes
(he has a pilot's license),
gliders and powerboats.
Avelino’s son, Gerard, who
is studyving business, now
has taken his father’s lead
with a Kawasaki to run
around in. Oddly, Avelino’s
wife Montserrat (Montse),
who is also active in the
business, will not even go
up in a plane if she can help
it. It is also important to note
the important formative
work done by Don Domin-
go, Avelino’s grandfather
who bought the original
olive groves and founded
the company in 1902, and
his son Don José Vea, now
in his eighties, who added
to the family properties and
began incorporating more
advanced techniques into
the olive pressing process to
ensure better sanitation.

Family Business
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Don José's role now is to
manage the estates, because
of his virtually encyclopedic
knowledge of olive tree hus-
bandry. Tt is almost as if he
knows every tree by name,
if they had names (possibly
for him, they do).

nl is Don José’s continu-
ing reliance on organic
methods that has set the Vea
groves apart from others in
the region. No pesticides or
chemical fertilizers are used.
To build the fertility of the
aroves, every two years “vir-
gin earth” from the hills is
laid up around the trees.
This not only provides fertil-
izer but reduces the tenden-
cy of the trees to send up
shoots that reduce the tree’s
ability to produce a bumper
crop. In addition, in alter-
nate years, there is a spread-
ing of natural manure which
adds to the productivity of
the oil. It is the fruit of these
trees that is used to produce
the Certified Organic Extra-
Virgin Olive Oil marketed
under the L'Estornell brand.

In our meeting with José
Vea, he auributed his active
longevity to a frequent con-
sumption of olive oil and to
his yearly trips to Northern
Lérida for the curative wa-
ters of the Caldes de Bohi
Spa. He was particularly ex-
cited about the 1992/93
crop, telling us that; “This
year will be the best harvest
in decades, in quantity and
in quality”. It seems that the
weather in the Lérida region
was nearly perfect; it rained
when it should have and
was dry when that was best
for the trees, in short, the



olive grower's dream season
come true.

In a ceremony in
Barcelona last Summer, Sr.
Jos¢é Ved was honored by
the Catalan government as
one of ten farmers who had
contributed the most to
Catalan agriculture. Only
one person from each sector
of the farming industry was
selected, so this was an im-
portant recognition of his
life work.

wo other members of
the Vea company deserve
mention when adding up
the contributions of the
many who helped to bring
the company to the promi-
nence it enjoys today. The
first is Joseph Quaid, the Ex-
port Director. Quaid is an
American from Hawaii who
has spent a good part of his
working life in Spain. After a
number of years as Sales
Manager for American Hon-
da Motor Co., Inc., and as
V.P. Marketing for Lo-
tus/New York, he helped
some friends import wines
and almonds from Spain,
then went to Spain and be-
came involved in exporting
bulk olive oils to the United
States before joining Ved. An
important part of his work
today is international, partic-
ipating in many of the
worldwide fancy food
shows; from New York to
California, from Singapore
to Tokyo. A story he told us
about how L’Estornell and
Lérida were smoothly and
successfully launched into
the Japanese market is not
only indicative of the careful
work in building sales but

instructive on how to devel-
op a business partnership
with Japanese companies.

Quaid first met represen-
tatives of the Nakano Vine-
gar Company, Ltd. at a trade
fair in Tokyo. They ex-
pressed an interest in the
Veid oils and subsequently
requested numerous sam-
ples during the next few
months. They also asked
dozens of questions such as
what is the very best
method to taste olive oil,
how it should taste, what to
look for, etc. They obtained
samples from a number of
other suppliers in Italy,
Spain and France as well.
Then they consulted with
top European and Japanese
chefs to help in their ratings.
Comparisons were made
with numbered samples on-
ly, so as not to reveal the
source of the oils. The Vea
products ended up with four
other finalists and eventually
won out as the only olive
oils Nakano Vinegar Co.,
Ltd. decided to import. As
Quaid put it; “We answered
everything they asked as ful-
ly and as promptly as possi-
ble, the process was very
lengthy and expensive for
us, but we proved that we
definitely wanted to be their
long-term partners in mar-
keting top quality olive oils
from Spain to the Japanese
consumer”.

The other Ved partner in
the expansion is Antonio
Millon, the Sales Manager
for Spain. Antonio is known
by and knows almost all the
great chefs in Barcelona and
many throughout Spain. He
formerly worked for Miguel

Torres Wines in Penedés
and is a well-known person-
age in the Boqueria Market
in Barcelona, where all the
agricultural riches of Spain
can be found. It was his
work that helped put bottles
of L'Estornell Extra-Virgin
Olive Oil on the dining
room tables of top restau-
rants in Spain.

Other sales successes
have increased awareness of
the Vea products such as
their use in the Pavilion of
France restaurant at the
Seville World's Fair. This
restaurant received the first
prize for the best kitchen at
the fair from an international
jury of chefs and restaura-
teurs. In America, an article
in Food & Wine magazine
cited both the Lérida Early
Harvest and the L’Estornell
Certified Organic Extra-Vir-
gin Olive Oils particularly
high quality and flavor. The
quincentennial 1492-1992
bottling was awarded first
prize for the most outstand-
ing gift pack of the year at
the 1992 Fancy Food Show
in Washington, D.C.

In the BBC television se-
ries on the foods and wines
of Spain, sponsored by ICEX
(Spanish Institute for For-
eign Trade) one of the
episodes featured Lérida
oils, the Vea Estates and
their processing facilities.

As we said earlier, Vea is
on a roll even though the to-
tal oil production in the
province of Lérida is ex-
ceeded by most of the other
oil producing provinces in
Spain. However, Lérida pro-
duces a substantial quantity
of quality extra-virgin olive

oils that have been sought
after and prized since the
days of Imperial Rome. In-
deed, one of the four De-
nominations of Origin
awarded by the Spanish
government for olive oil is
Borjas Blancas. It is named
after one of the more impor-
tant oil producing towns
which lies along La Ruta del
Aceite, the roads to the
south of the provincial capi-
tal of Lérida that comprise
the olive growing areas of
the province.

It is not likely that you will
find anything about this
road, or even much about
Lérida in English-language
travel guidebooks. It's not
that they have been forgot-
ten, but that authors who
compile such books have so
much else to cover. In addi-
tion, they are heavily into
big cities, like Barcelona 160
km. (100 miles) to the east,
the ski areas to the north
and picturesque regions like
Lerida’s Vall d’Aran. They
are also intent on covering
important cultural and archi-
tectural sites. The fact that
each and every one of the
twenty-nine towns along the
route of olive oil has an in-
teresting church, a ruined
castle or a beautiful square
just isn't enough to lure too
many tourists. But on the
other hand, if it is superior
olive oil you seek, Lérida
may be just the place to go!

Charles Powell is an
American Chef, restaurateur
and food writer. He is a
member of The American
Culinary Federation, Ameri-
ca’s professional chefs society.
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Text: Luis Palacio
Translation: Jenny McDonald
Photos: Félix Lorrio/ICEX

The first
scheme in the
history of Spain for
political and religious promo-
tion was
designed over 800 years ago.
Taking advantage
of the magnetic attraction of the
discovery of
the remains of the apostle St
James in Galicia
for Christians throughout

I EUROPEAN AORD: THE AOM
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Europe, the Pope,
the abbot of Cluny and the
archbishop of
Compostela, with the support
of the king
of Castile, set up a large-scale
operation to
encourage pilgrims and settlers
to the north
of the Iberian Peninsula.
This stream of
travelers fluctuated over the
centuries but has
continued uninterrupted until
1993, the Holy Year of Santiago
(Santiago
is the Spanish name for St
James), which
also happens to be a year of
great symbolic
significance for Europe in that
January 1,

1993 marks the disappearance
of its internal
frontiers. These frontiers, more
or less following
natural boundaries, were
brought by
nationalism and broke up the
Road to Santiago,
not only a religious itinerary
but also a commercial
and cultural route, the origins
of which are lost
in time,
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Europe was
built walking towards
Santiago”.
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local statutes.
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declared
the Road to
Santiago the first
European Cultural
Itinerary.
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n recent years, the whole
of the Road to Santiago
has been given new sign-
posts in the same blue color
as that of the European
Community flag. These
signs remind travelers and
pilgrims that they are jour-
neying along a road that
over the years has carried
people, goods, political ideas,
cultural and artistic move-
ments, customs ... originat-
ing all over the continent.
In 1987, the Council of Eu-
rope declared the Road to
Santiago the first European
Cultural Itinerary, 800 years
or so after the first “pro-
motion” scheme.

In about 1160 the Codex
Calixtinus was written, or
compiled, to be more ex-
act. This is a collection of
texts centered on one sub-
ject - the life and miracles
of the apostle St James
and the vicissitudes of the
transfer of his remains
from Jerusalem to Galicia.
It also includes the Liber
Peregrinationis, possibly
the first travel guide ever
written and certainly the
first, and the basis of all
subsequent guides, to the
Road to Santiago.

The compiler of the Co-
dex Calixtinus was the
priest, Aymeric Picaud,
from near the French city of
Poitiers, who had close
links with the abbey of
Cluny. Picaud figures as
having  presented  this
codex to the church of San-
tiago de Compostela, to
which he seems to .have
made a pilgrimage in the
company of his woman
friend, Gerberge, from
Flanders, and Olivier d'Is-
cam, from Vézelay.The ini-
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tiative, which clearly had
great political and religious
significance and perhaps
even touristic importance,
was “sponsored” by several
higher authorities. Those at
Cluny played the greatest
part because they were
keen to promote pilgrim-
ages to Santiago as a means
of extending their presence
and power in new areas of
Christianity. They were as-
sisted by the man who was
responsible for the revival
of Compostela during the
12C., Diego Gelmirez, and
who had been consecrated
as archbishop of Santiago
by a former abbot of Cluny,
Guy of Burgundy, later to
become Pope Calixtus IL
Just how close the links be-
tween them were can be
seen in the fact that Picaud
was to become Chancellor,
which is the equivalent to a
modern-day Secretary of
State, for Calixtus II, and
Gelmirez had occupied the
same post for his brother,
Raymond of Burgundy,
Count of Galicia. The latter
was married to the daughter
of one of the monarchs
most favoring Europe dur-
ing the Spanish Middle
Ages, Alfonso VL

he remains of the apostle

St James the Great had

been found (or were said
to have been found, be-
cause there were several in-
terpretations) near Iria
Flavia inland of the Galician
ria of Arosa during the early
part of the 9C. They imme-
diately became a cult and
the destination of regional
pilgrimages. A hermit had
discovered the remains of

the apostle lit up by some
mysterious lights giving the
place its name - first Cam-
pus Stellae (Field of Stars),
and later Compostela - and
this ‘miraculous’ apparition
became an element of co-
hesion for the inhabitants of
the kingdom of Asturias
who at the time were striv-
ing to defend themselves
from the Muslim invaders.

Compostela soon be-
came a center of attraction
for pilgrims from all over
Europe. The Bishop of Le
Puy, Godescalco, is said
to have been the first to
make the pilgrimage in
the year 951. Little by lit-
tle, the flow towards San-
tiago de Compostela grew
and, as the phenomenon
consolidated, accommo-
dation began to be provid-
ed in monasteries and
churches for travelers who
often risked their lives to
reach Santiago.However,
it was when the Codex
Calixtinus appeared that
the pilgrimage to Santiago
acquired prestige and be-
came a real social phe-
nomenon. It turned into a
political and religious re-
ality of enormous signifi-
cance for the whole of Eu-
rope.

At that time a European
effort was needed to fight
off the threat of Islam.
During the 11C. and 12C,,
there were numerous ex-
peditions from France in
support of the Spaniards.
Military actions were sup-
plemented by demograph-
ical actions with an enor-
mous influx of people
from the other side of the
Pyrenees - Franks, al-
though not all of them

were French, some of
them coming from Pia-
monte, Lombardy, Swabia
or Brittany - who either
reached the apostle's
tomb and then settled in
the towns along the pil-
grims way or went directly
to the small settlements
which were emerging in
the territories gradually
being re-conquered from
the Muslims.

The Codex Calixtinus is
behind this demographic
movement and gives it its
ideological backbone. Pro-
fessor Millin Bravo, Direc-
tor of the Centre for Studies
on the Road to Santiago,
wrote recently in an article
about this Code: it was nec-
essary to provide “hagio-
graphic and lithurgical ma-
terial to support the cult of
the apostle. Devotion to the
saint had to be encouraged
and his power for interces-
sion stressed (...). A mean-
ing and a structure had to
be given to the pilgrimage,
giving an example of how it
could be carried out (...).
And, obviously, the miracle
itself had to be related since
the mysterious transfer of
the body of the apostle
from Palestine was the start-
ing-point of the St James
tradition in Compostela.”

One century later, in 1181,
Alexander III granted the
privilege of the jubilee to the
Compostela basilica, so that
pilgrims arriving there in a
Holy Year - that in which the
day of St James (July 25) fell
on a Sunday - obtained full
indulgence and forgiveness
for all their sins,

he pilgrimage to Santia-

go was a growing phe-

nomenon when Ayvmer-



ic Picaud wrote his guide,
as can be seen from the
fact that there were already
four routes from different
French regions which
met in Puente la Reina in
Navarre.

These four routes were al-
so taken by pilgrims com-
ing to Santiago from further
afield. Those from the East
and Italy reached Arles and
entered Spain at Somport,
traveling via Montpellier
and Toulouse. The “Bur-
gundians and Teutons”, ac-
cording to Picaud, took the
route starting in Le Puy and
passed along the Conques
valley. The Limousine Road
was taken by those coming
from Champagne and Lor-
raine who started off in
Vézelay and passed
through Limoges. Finally,
pilgrims from northern Eu-
rope joined the route which
went from Paris via Tours
and Bordeaux. These three
routes came together in Os-
tabat and through Saint
Jean Pied de Port and Val-
carlos, entered Navarre.

Inside Spain, the two
roads from France came
together to form the so-
called Camino Francés(or
French Way) which led to
Santiago via Estella, Santo
Domingo de la Calzada,
Burgos, Sahagun, Leon
and Villafranca del Bierzo.

This was the main route
but pilgrims also traveled 1o
Compostela  along  the
Cantabrian Coast Road,
while those from the south
came through Portugal and
along the Camino de la
Plata (Silver Way) which
started in  Seville and
passed through Salamanca
and Zamora.

But, in addition to the
overland routes, Santiago
de Compostela could also
be reached by sea. Galician
ports had always been ports
of call for ships heading for
the Mediterranean coasts
from the north of Europe. It
is therefore not surprising
that, after the discovery of
the remains of St James,
Galicia began to attract sea-
faring pilgrims and the His-
toria Compostelana men-
tions that in 1130 a trade ex-
pedition from England dis-
embarked in Padron with
cargo for Santiago which
was so valuable that it had
to be protected by the arch-
bishop himself and a band
of armed men.

arallel to the political and

religious consequences

of the Codex Calixtinus,
the kings of Aragon and
Navarre first, and those of
Asturias and Leon later, de-
cided to promote the pres-
ence of foreign residents
and especially to encourage
the pilgrims to Santiago to
settle in the towns and vil-
lages along the pilgrims’
way. Special statutes
were drawn up giving eco-
nomic and political privi-
leges for the Franks who
decided to settle along the
route. The first of these
statutes was that of Jaca in
1063 but they were soon
obtained by important
towns along the pilgrims’
way such as Pamplona, Es-
tella, Logrono, Najera, Bur-
gos, Carrion de los Condes,
Sahagun, Villafranca del
Bierzo, and Santiago de
Compostela itself. Of all the
settlements of Franks, one

of the best-preserved is that
in the Navarre city of Estel-
la. It is located close to the
Church of San Pedro de la
Rua - with its excellent Ro-
manesque cloister - and
boasts some of the most
outstanding buildings in the
town, such as the Palace of
the Kings of Navarre, which
is one of the few examples
of civil Romanesque archi-
tecture existing in Spain.

The new settlers, who
mostly earned their living in
trade and industry, con-
tributed to the renovation
of urban life in Spanish
towns that was taking place
through western Europe. As
stated by Professor Millin
Bravo, the Crénica de Sa-
hagiin written in 1085 listed
the craftsmen working in
this Castilian town, includ-
ing furriers, leather tanners,
tailors, shield makers and
shoemakers.

While it is difficult to give
exact figures for the number
of St James pilgrims, it has
been calculated that from the
12C. to the 15C., the most im-
portant period for pilgrim-
ages, between 300,000 and
500,000 people traveled to
Santiago every year. Figures
are much lower today, al-
though, according to data
given by the office of the
Archbishop in Santiago -
which registers those pil-
grims requesting a pilgrim-
age certificate called a Com-
postela or Compostelana -
they have been growing
steadily over recent years,
with 2,905 being registered in
1987 and 9,764 last year.
These figures, however, will
be surpassed this year - Holy
Year - because 12,000 Com-
postelas were issued in the

month of May alone. From
the time of the earliest pil-
grimages, the arrival of for-
eigners meant that the Com-
postela chapter had to pro-
vide suitable services for
them. The pilgrims coming
from distant lands had a spe-
cial doorway, as stated by Pi-
caud in the Liber Peregrina-
tionis. “When those of us
from France want to enter the
cathedral, we go in from the
north” - that is through the
Door of France, located in
what is now the Aza-
bacheria. To the left of this
door, in the chapel of The
Savior, the lenguajeros (lin-
guist) priests assisted or con-
fessed those pilgrims who
did not speak Castilian.

Just a few centuries later, in
1479, the Catholic King and
Queen, Isabel of Castile and
Ferdinand of Aragon, were to
confirm the European nature
of the Road to Santiago when
they published a document
for all Christians, not only in
Spain, but also in Italy,
France, England, Germany,
Hungary, the Danubian
States, Sweden, Norway and
any other kingdom, who
planned to visit the Church of
St James. This document stat-
ed that the pilgrims were un-
der the sovereigns' protec-
tion, according to the official
chronicler of Santiago, Diego
Muros, in his Notas Com-
postelanas.

Spain was not alone in re-
ceiving influences from other
countries because the St
James phenomenon was to
impregnate several aspects of
European life for centuries.
Yves Bottineau, a contempo-
rary French author, for exam-
ple, described in one of the
classic books on this subject,
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impregnate several aspects of
European life for centuries.
Yves Bottineau, a contempo-
rary French author, for exam-
ple, described in one of the
classic books on this subject,
The Road to Santiago, how at
the beginning of the 15 C. the
Spanish merchants who
had settled in Bruges had a
common seal with the fol-
lowing inscription, “Seal of
the Spanish nation”, show-
ing an image - that of the
apostle St James.

ext December, the UN-

ESCO is to decide on the

request made by Spain
that the Road to Santiago
be declared Cultural Her-
itage of Humanity. This re-
quest seems well-founded
and perhaps architecture is
the aspect which makes the
biggest contribution to
confirming the European
and international nature of
the pilgrims’ way. Traces of
some of the masterworks of
European architecture can

be seen in the churches
and monasteries along the
Spanish section of the
route, just as Spanish influ-
ences can be seen in other
cities of Europe.

When entering through
Somport, and after leaving
behind the cathedral of Jaca
and the monastery of San

Juan de la Pena (St John of

the Rock), one of the first
buildings calling the atten-
tion of pilgrims is the church
of Santa Maria la Real in

Sangiiesa. On one side, a vir-
gin holds in her hands a
book which reads “Leode-
garius me fecit’, this being
the name of the builder of
the portal. According to
Michael Jacobs, a contempo-
rary English writer and au-
thor of a guide to the archi-
tecture of the Road to Santia-
go, this Leodegarius was
probably French and,
whether this is true or not,
the French influence in this
portal is obvious, being in-

HOM PILGRING
H3PITH
(0 LOXDRY HOTEL

In honor of their com-
mon etymology - hospital
and hotel come from the
Latin word hospes, bhospitis
- several of the old pil-
grims’ hospitals along the
Road to Santiago have
been turned into luxury ho-
tels for travelers, many of
whom are journeying along
the pilgrims’ way. The most
important are the Parador
de Santo Domingo de la
Calzada in the Rioja area,
the Hostal de San Marcos in
Leon and the Hostal de los
Reyes Catolicos in Santiago
de Compostela. All three
belong to the Red Nacional
de Paradores, the State-
owned hotel system.The
Parador in Santo Domingo
de la Calzada (Rioja) is lo-
cated in one of the key
points of the Camino
Francés which, paradoxi-
cally, is the name given to
the pilgrims' way within
Spain. It was built by Santo
Domingo, who also built
the 24-arch bridge over the
rio Oja as well as other
buildings in the same town.

The former pilgrims’ hos-
pital was built using the
structure of an old palace
of the Kings of Navarre by
the “builder saint” in about
108

1100. Tt stands in the shad-
ow of the Cathedral, the
dominant building in the
town, and has undergone
several alterations over the
centuries, so that the pre-
sent building has little in
common with the original.
However, the large stone
arches in the hall remind us
of its initial design.

The parador is in a privi-
leged position, not only for
visiting other towns along
the pilgrims’” way, such as
Najera, Logrono and Bur-
gos - all within a radius of
under 100 kilometers (60
miles) - but also as a center
from which to travel
around the whole Rioja
area. Only 15 kilometers (9
miles) away are the
Mozarabic monasteries of
Suso and Yuso in San Mil-
lan de la Cogolla, built in
the 14C. and 11C., respec-
tively, and obligatory ports
of call for the St James pil-
grims. This was the birth-
place of the Casrtilian lan-
guage for here the first
documents were written in
this language and one of
the first Castilian poets,
Gonzalo de Berceo, lived
here.

Although traditionally the
former pilgrims’ hospice in
Leon is associated with the
present-day Hostal de San
Marcos - one of the most
popular road and hotel
guides to Spain still makes
this mistake - in fact these
are two separate, though
adjacent, buildings.

The Hostal is housed in a
former monastery founded
in the 12C. which was the
base of the Order of the
Knights of Santiago and
was substantially altered
between the 16C. and 17C.

Although initially used
exclusively as a convent by
the order, it was converted
over the years to a number
of different purposes, even
that of prison. Francisco de
Quevedo, the Spanish po-
et, writer and humanist,
was imprisoned here from
the end of 1639 until
1643.At the end of the last
century, however, the
building was in such ru-
inous state that the Leon
Town Council even consid-
ered demolishing it. Fortu-
nately, this never hap-
pened and in 1961 the de-
cision was taken to convert
it into the luxury hotel in
use today.

The most outstanding
features of the Hostal de
San Marcos, which has ap-
proximately 200 rooms, are
the facade and the church.
The former, about 100 m
(328 feet) in length, is one
of the glories of the Span-
ish plateresque style and
was built by several archi-
tects although the original
design was by Pedro de
Larrea. According o
Michael Jacobs, this facade
should be seen not as an
architectural  work  but
rather as “a magnificent ta-
pestry, covered all over
with the full range of clas-

sical plateresque orna-
ment”, including the pil-
grims’ scallop shells.

The church today houses
an archeological museum,
and its chancel - reached
via the cloister of the
Hostal - has the most elab-
orately worked wooden
choir stalls in Spain reveal-
ing the handwork of the
sculptor, Juan de Juni, who
worked for a time in the
monastery of San Marcos.

The hospital was a much
more modest building on
two floors and is situated to
the right of the present-day
Hostal. Although within the
St James hospice tradition it
attained great renown - in
1528 it had 17 beds, each
one curtained off to protect
the honesty of the pilgrims-
the decline in pilgrimages
meant that the building
was left abandoned for
many years. The municipal
and regional authorities
have recently undertaken
its renovation to convert it
once more to a pilgrims’
hospice and tourist informa-
tion center.

Finally, on arrival in San-
tiago de Compostela, pil-
grims found a third hospi-
tal, later transformed into
the luxury Hostal de los
Reyes Catélicos. Isabel of
Castile and Ferdinand of
Aragon ordered it to be
built at the end of the 15C.
and the work was carried
out between 1501 and 1509
under Enrique de Egas.
With this hospital, the




spired by the Cathedral of
Chartres and by buildings in
Moissac and the south-east
region of France.

Both French and Ger-
man influences are also
clear in the Gothic style of
the Burgos Cathedral. The
building work was super-
vised by the bishop Mau-
rice - an Englishman who
had lived for many years
in France - and Juan,
Simoén and Francisco de
Colonia - all from the Ger-

man city of Cologne.

With respect to the influ-
ence of Hispanic architecture
beyond the Pyrenees, ac-
cording to Millan Bravo, “the
most important influence is
seen in Hispano-Arabic orna-
mentation and in elements
such as ribbed vaults which
were taken to other areas of
Europe by artisans returning
from Santiago”. This influ-
ence is especially visible in
the churches around Poitiers.
And several of the most im-

portant churches related to
the St James pilgrimages
have similar ground plans
and elevations, such as San-
tiago Cathedral and the
churches of Saint Martin in
Tours, Saint Martial in Limo-
ges, Sainte Foy in Conques
and Saint Sernin in Toulouse.

But the mission of the
Road to Santiago in the in-
tegration of European cul-
ture and life is not only to
be seen in architecture.
Poets and writers also

traveled to Santiago, as
well as goldsmiths and sil-
versmiths and painters.
The German Romantic
writer, Johann Wolfgang
von Goethe, is supposed
to have said “Europe was
built walking towards
Santiago”.

Luis Palacio, a journalist
specializing in communica-
tion, is an enthusiast of the
Road to Santiago which be
has covered by bicycle.

monarchs hoped to resolve
the situation awaiting the
pilgrims in Santiago who,
as they themselves had
seen during a visit made to
Galicia, had to sleep in the
doorways and naves of the
cathedral. For the same
reason, these monarchs or-
dered that another hospice
be built at the mountain
pass of Cebrero for travel-
ers entering Galicia from
the Bierzo region of Leon.
However, the funds pro-
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vided to maintain the hos-
pital as a pilgrims’ hospice
soon ran out and the build-
ing was reconverted into a
hospital for sick patients,
and it was used for this
purpose until its transfor-
mation in 1953 into a hotel.
It still preserves certain fea-
tures from its past as a hos-
pice for poorer pilgrims,
such as the obligation to
provide three meals for any
pilgrim carrying the com-
postelana - the certificate

issued by the Archbishop
of Santiago confirming pil-
grim status,

Built slightly earlier than
the monastery of San Mar-
cos de Leon, the plateresque
facade of the Hostal de los
Reyes Catblicos opens onto
the plaza del Obradoiro,
between the Rajoy and

JAYIER BELLOSC

o

Gelmirez palaces and very
close to Santiago cathedral.
Inside the former hospice
are four patios, two of
which are Baroque, with a
16C. chapel at the center.
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In the dead center of
modern-day Madrid, in
an area filled day and
night with the din of
traffic and glare of
neon lights, lie tucked
away two small oases
whose inhabitants
have not pushed
through the crowded
sidewalks in forty
years. They are clois-
tered nuns who live in
royal convents found-
ed some four hundred
years ago, and who still
maintain the tradition-

THE MONASTERY OF THE
DESCALZAS REALES

It’s not easy to get from one
part of Madrid to another
without crossing through Sol.
The large, open plaza is the
literal heart of the city. A big
bronze disk inlaid on a side-
walk says so, and the city's
streets even start their num-
bers on the end closest to Sol.
Day and night, it is jammed
with people, sidewalk ven-
dors, lottery hawkers, tourists,
shoppers, and strollers.

Up a small side street from
this busy center, flanked on
one side by the department
store El Corte Inglés and on
the other by the neon lights
of the Gran Via, is a structure
over four hundred years
old, the Monastery of the
Descalzas Reales (literally, the

Text: Meg Campbell
Photos: Félix Lorrio/Patri-
monio Nacional

Se¢c

al lifestyles of the con-
vents’ original inhabi-
tants. Today, the con-
vents —the Monas-
tery of the Descalzas
Reales and the Royal
Monastery of the En-
carnacion— form part
of Spain’s Royal Patri-
mony, and the small
portions open to the
public allow a glimpse
of a life now rarely
seen, and also of artis-
tic treasures that were
gifts of royal families
from generations past.

ret

Monastery of the Royal
Barefoot Sisters).

Almost unbelievably, with-
in the building live twenty-
eight cloistered nuns who
have not ventured out into
the city that is at their thresh-
old in more than forty years.

The city of Madrid may
have swallowed the convent
with its inexorable growth,
but this has had little effect on
the daily routine of the nuns
within. The women spend a
good deal of their days pray-
ing, and the rest doing vari-
ous other tasks, such as
cleaning, sewing, baking, and
tending the convent's interior
garden, where they grow
their own vegetables and
have fruit trees. During visit-
ing hours, they keep out of
sight, retreating to the private
parts of the convent.

Gardens

The convents are
part of Spain's
Royal Patrimony.







nly a part of
‘these monas-
teries is open
for public -
visits; the rest is
still used as a
convent.

The convent was original-
ly a mansion belonging to
Alonso Gutiérrez, finance
minister to Emperor Charles
V. The mansion was located
in what was then the out-
skirts of the city, although it
was later absorbed by the
part ol city now known as
Madrid of the Austrias.

In 1535, the Emperor’s
wife, Empress Elizabeth,
stayed in the mansion,
where she gave birth to a
daughter, princess Joan of
Austria, who years later
would come to found the
convent in the house where
she had been born.

Joan married Prince John of
Portugal in 1552, at the age of
17, but was left a widow less
than two years later. She was
called back to Spain by her
father Charles V, to help gov-
ern the country in the ab-
sence of him and her brother
Phillip 11, who was in England
marrying Mary Tudor.

Like her father and other
members of the Austrian Hab-
sburg family, Joan was a fer-
vent and austere Catholic. In
1555, she bought the Gutiér-
rez mansion, in order to
found a convent where she
herself could go to pray, and
live, when duties of state per-
mitted. Her idea of founding a
convent was. part of a more
complete project that would
also include a school for or-
phaned girls and a residence
for retired priests. She also
wanted the complex to be
self-sufficient, with its own
gardens, livestock, and ovens,

The Monastery of *
the Encarnacion gives
the first hints of
the Baroque style.










or nearly two
hundred years,
the only
inhabitants of
the convent
were member
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of royalty.

Converting the mansion

into a convent required a lot
of work, such as the addition
of the church, and in fact,
Joan died before the transi-
tion was complete. The pro-
ject was the work of archi-
tect John Baptist of Toledo,
also the first architect of the
Escorial Monastery, in the
mountains north of Madrid,
and one who spent many
years working with Michae-
langelo in Italy before re-
trning to Spain.
° For nearly two hundred
years after its founding in
1559, the only inhabitants
of the convent were mem-
bers of royalty, such as sin-
gle or widowed princesses
and queens, or the illegiti-
mate daughters of princes
and kings. For generations,
these women received gifts
from their families —their
dowries— in the form of
artistic treasures which to-
day make up the impressive
collection of fine art exhib-
ited in the convent. Much
of the art chronicles the his-
tory of the convent, such as
the portraits of its founder,
portraits ¢f illustrious visi-
tors, or such as an oil paint-
ing relating the winter so-
journ of Joan's sister, Mary
of Austria, from Prague to
Madrid, when she returned
to live in the convent.

The staircase is a vestige of
the convent's
former life as a palace.
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or generations,
these “royal”
nuns received
ifts from their
amilies in the
form of artistic
treasures.

The art collection of the
Descalzas Reales boasts
works of the masters, from
Rubens to Titian, works that
were locked away for cen-
turies, until 1984, when the
Spanish government began
a long-needed restoration of
the convent, and decided to
open parts of it up to the
public. The work included
modern touches, such as
new water and electrical in-
stallations, as well as fire
and burglar alarms, but it al-
so recaptured a good deal
of the convent's past. Paint-
ings, sculptures, friezes and
tiles were all cleaned and
retouched, while original
woodwork and plastering
that had been buried under
previous modifications
were uncovered. 8

The country was rewarded
for its restoration efforts in
1988, when the monastery
was chosen for the Euro-
pean Museum of the Year
award. The judges’ decision
was based not only on the
convent's collection and on
the restoration work, but al-
s0 on the fact that it is still a
working convent.

The relic room at the
Encarnacion is
the most outstanding one.
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he art collection
of the
Descalzas
Reales boasts
works of the
masters, from
Rubens to
Titian.

This symbiotic relation-
ship gives added signifi-
cance to the collection, and
makes the museum all the
more interesting for its un
conventionality, the judges
explained during the pre
sentation of the award.

Among the artistic works
are a magnificent series ol
tapestries done from draw-
ings of Rubens in order to
commemorate the triumphs
of the Spanish armies in Eu-
rope in the 16C.

When the convent was re
stored, a collection of flem-
ish paintings was assembled
in one room, while in an-
other are a number of Ttal-
ian works, such as Titian’s
Caesar's Coin. Stll another
room contains a collection
of portraits of the Austrian
House of Royalty, painted
by Rubens. Sanchez Coello.
Moro, Pantoja de la Cruz,
Portbous, and others.

A visit to the museum starts
in the vestibule, where a bit
beyond hang five oil paint-
ings done by the 17C. artist
Bartholomew Roman. Near
the cloister is a sweeping
baroque staircase, a vestige of
the convent's former life as a
palace.

Collections here include
works by Da Vinct,
Ribera and El Creco.




he Monastery of
the Encar-
nacion’s first
stone was
placed in June
of 1611.

One of the most interest-
ing parts of the convent is
the series of tiny chapels
along the upper cloister,
each dedicated to a saint,
and containing a varied col-
lection of medieval religious
icons. In one chapel lies a
wooden sculpture of Christ
on a Cross by Gaspar Becer-
ra with a compartment in
the chest designed for hold-
ing the communion host,
surrounded by emeralds.

The monastery’s relic
room is a fascinating one,
with a collection of religious
relics from Rome, others
gifts to the royal nuns, oth-
ers brought by Mary of Aus-
tria when she returned to
the Monastery. From an
artistic point of view, the
relics are important because
they often arrived in jewel-
encrusted boxes, or chests
made of precious metals.

Much of the convent's
church was destroyed by a
fire in 1862. In the church is
a portrait of Joan, and leg-
end has it that the baptismal
font on the high altar is the
one used for the baptism of
the convent’s founder.

Within these convents, in
the dead center

of modern—day Madrid, live
cloistered nuns.







he Secret Gardens

The Royal Monastery of
the Encarnacion (Incarna-
tion) is only a ten-minute
walk from the Descalzas
Reales, still in the Madrid of
the Austrias. Like the
Descalzas Reales, the con-
vent was founded by a Hab-
shurg queen, also deeply
religious, is still inhabited
by twelve cloistered nuns,
and holds countless artistic
treasures collected over the
centuries.

At one time, the Encar-
nacion had a lot of land, as
did the Descalzas Reales,

and in fact the gardens of

the two touched. The
monastery would lose much
of this land in the 18C,,
hU\.\.'L‘\"L‘[’. \’\-"l]Uﬂ it was [le(_‘.l'l
by the state.

The story of the Encar-
nacion is rather a sad one.
The monastery was founded
by Queen Margaret of Aus-
tria-Estiria, wife of Phillip I,
who was the nephew of
Mary Joseph of Austria.
Phillip chose Margaret as his
wife because she came [rom
a deeply religious family,
and also because of the fact
that she was one of fifteen
brothers and sisters, a good
sign that she would provide
him with an heir. The two
married in Valencia in 1599,

a vear after the death of

Phillip’s father, Phillip 11

Queen Margaret was a
woman of energy and altru-
istic ambitions who
dreamed of undertaking
charitable projects, such as a
hospice for servants taken
ill, homes for injured sol-
diers, and a foundation for
orphaned servants.

Such plans were cut short,
however, by the queen’s
death during childbirth in
1611. Queen Margaret died
at the age of 27, giving birth
to her sixth child, after
twelve years of marriage.

As a result, the only pro-
ject the queen lived to see
was the start of the Royal

124

Monastery of the Encar-
nacion, and in fact, she only
saw the first stone laid. Nev-
ertheless, her hushand, King
Phillip, took care to see the
project finished according to
his dear wife’s wishes.

Two circumstances moved
Margaret to found the
Monastery, one practical
and the other spiritual. The
Queen had long looked for
a project that would foster
monastic activities, and one
close to the castle, where
she herself could go pray.
After meeting with the
Mother Superior from the
Convent of the Encarnacion
in the northern city of Val-
ladolid, who spoke of her
order's need for a new con-
vent in Madrid, Queen Mar-
garet chose the present spot
for a new convent, close by
the castle and tucked then
between a school and the
palace of a marquis. There
was even a tunnel made be-
tween the castle and the
convent for the royval mem-
bers to go to pray, and years
later, when the castle
burned to the ground in a
fire, the fire travelled
through the tunnel and
burned the church of the
convent,

The convent's first ﬁ[()llL
was placed in June of 161
only months before Ehe
death of the queen. Four-
and-a-half vears later, con-
struction of the convent was

completed. and the sisters of

the order of the Incarnation
of Augustine filed in a
solemn procession from
their old convent to their
new quarters.

Like the Descalzas Reales,
the inhabitants of the Encar-
nacion were the daughters
and widows of nobility, al-
though of a somewhal lower
order than those of the
Descalzas. They were, how-
ever, all well- (_l‘l()ng_,h off to
pay the expensive dowry re-
quired to enter the convent.

Parts of the architecture
and decoration of the
Monastery give the first hints
of the baroque style that
would come to dominate

Madrid under the reign of

the Bourbon kings. The con-
vent is considered a transi-
tion between the sober, se-
vere characteristics of the
Habsburg dynasty and the
more elaborate decor of the
French Bourbons.

Like the Descalzas Reales,
only a part of the monastery
is open for public visits, as
the rest of the building and
surrounding grounds are
still used as a convent.
Once opened to the public,
in 1964, several of the
rooms were converted to
display the artworks be-
longing to the monastery.
For instance, one of the
workshops, where nuns
gathered for centuries to do
needlework that would later
decorate the palaces of Eu-
rope, is now an exhibit
room for paintings.

Although the monastery
has fewer artistic treasures
done by European masters
than has the Descalzas
Reales, its collection in-
cludes works by Da Vinci,
Ribera, and El Greco.

The most outstanding
room in the convent is the
relic room, with its sump-
tous baroque decoration
and collection of reli-
gious, and often morbid
artifacts. The ceiling is an
elaborate mix of painting
and sculpture done by the
artist Vicente Carduchao,
while the walls are made
up of gilded, windowed
cubicles, each containing
a religious relic.

The maost famous of these
relics, and the one for which
the monastery itself is best
known, is a small flask said
to contain the blood of Saint
Pantaleon. The blood is sol-
id, but each year on July 27,
the day of Saint Pantaleén,

Jrom

the blood turns liquid. Ac-
cording to the same legend,
the years that the blood
doesn’t turn liquicl mark
vears of bad luck. The blood
remained solid, for instance,
during the years of the first
and second world wars.

The Rovyal Salon in the
Monastery of the Encar-
nacion is one of the most in-
teresting rooms in the con-
vent, bringing to life the
characters of the Habsburg
dynasty. The salon was
used in the 19C, as a school-
room when the monastery
was obligated to have a
girls’ school, and now dis-
plays the portraits of mem-
bers of the Austrian royalty,
which are especially inter-
esting for the detailed ac-
counts they give of the
dress of the period.

One ol tin portraits de-
picts Anne of Austria, wife
of France's Louis XIII, who
is well-known for having
employed the services of
The Three Muskateers. An-
other is Mary Theresa of
Austria, daughter of Phillip
IV and married to Louis XIV.
The portrait of Mary Theresa
shows her as a full-figured
woman with puffy cheeks.
In fact, she was quite thin,
despite the fact that she
adored chocolate, obtained
from the New World, which
she introduced to the
French court. According to
documents, she appears in
the portrait with puffy
cheeks not because she was
fat, but because she spent
the long hours posing for
paintings stuffing herself
with chocolate,

Meg Campbell is a staff
writer for the Spanish com-
municeations weekly Noticias
de la Comunicacion and
contributed to Insight
Guides: Spain, winner of the
1988 Vega-inclan prize
the Secretary of
Towurism of Spain.
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he Cristina Hoyos Ballet’s presenta-
tion of Sueiios Flamencos (Flamen-
co Dreams) at the Paris Opéra in
1990 was flamenco’s all-time debut
on that hallowed stage. The fact that
it met with a rapturous reception
stamped an additional seal of ap-
proval on an occasion that marked
the accession of flamenco to classic
art form status. It was a proud and
significant moment for Hoyos her-
self: throughout her career, one of
her missions has been to win recog-
nition for her chosen genre.

Born in Seville, Cristina Hoyos has
been dancing on stage since she was
twelve. She specialized in flamenco
when she turned professional at six-
teen, and has been working continu-
ously ever since. There was never any
question of her doing anything else: she
maintains that she didn’t choose danc-
ing, it chose her. Her family had no the-
atrical connections, but even today it is
impossible to grow up in Andalusia
without hearing the rhythms of flamen-
co a hundred times a day. Her response
to it was to dance: “I was lucky enough
to be born with a flexible body and a
good ear”, she explains. “I dance as I do
because of what I heard around me as a

Text: Hawys Pritchard
Ilustration: José M? Sanchez-Molina
/ICEX
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| 17 1988, she set up her own company, the

Ballet Cristina Hoyos,

which she

launched at the 1989 Paris Festival.

child, but I know that I'd
have been a dancer even if
I'd been born in Eng-
land...or Russia. It was a
sort of magic. It was just in
me.”

Now still only in her forties
(at a guess), she has a long
and impressive career be-
hind her. She began as a
child performer in Seville’s
Galas fuveniles, a hugely
popular Andalusian theatri-
cal institution in their time
and still of cherished memo-

ry. The Galas were vaude- |
ville shows that incorporated |

a comic play, dance, Andalu-
sian popular songs, operatic
highlights and the like. Per-
formed by adult actors and
singers along with amateur
youngsters and children,
| they were aimed specifically
at an audience of children
and their mothers (note
“mothers”, not “parents”: |
quote Ms. Hoyos). Even
then, Hoyos was already de-
veloping her skills as a
choreographer.

At sixteen, she danced at
the Spanish pavilion of the
New York World Fair and
has not stopped traveling the
world since. By 1969, her ex-
ceptional talent was so obvi-
ous that she was invited to
join the Dance Company of
Antonio Gades, one of
Spain’s most gifted male fla-
menco dancers, as his danc-
ing partner. The partnership
lasted on and off until 1988,
when Hoyos left to work on
various film projects and to
set up her own company, the
Ballet Cristina Hoyos, which
she launched at the 1989
Paris Festival.

In 1974, she danced the fe-
male lead in an interpreta-
tion of Garcia Lorca’s play
Bodas de Sangre (Blood
Wedding). This was the be-
ginning of an artistic alle-
giance to the playwright and

folk hero whose work, for
her, captures the quintes-
sence of Andalusian culture.
Hovyos finds Lorca particular-
ly apt for interpretation
through dance: “He deals
with eternal themes - birth,
death, love, loss - in simple
language which is easy to
translate into movement.
And they are universal. Peo-
ple respond to them in the
same way, are moved by the
same moments, in whatever
part of the world I perform.”
In 1985, she played one of
the leading roles in Carlos
Saura’'s film version of Lor-
ca’'s £l Amor Brujo (Love the
Magician), and in 1992
Hoyos and her Ballet Com-
pany presented her own
adaptation of Lorca’s Yerma
at both Seville's Expo and
the Edinburgh Festival. In
between, there have bheen
spells as an acclaimed solo
dancer touring the cultural
festivals of Europe and even
Japan, a key role - as herself
- in Saura’s 1983 film version
of Carmen, a non-dancing
role in a prize-winning dra-
ma series for Spanish Televi-
sion. In 1991 she choreo-
graphed Nurias Espert’s ac-
claimed production of Car-
men, conducted by Zubin
Mehta, at London's Covent
Garden.

Over the years, there have
been awards galore, and
they are still coming in: in
1992 she won the Spanish
Ministry of Culture’s National
Dance Prize and was named
Andalusia Woman of the
Year for her artistic contribu-
tion to the Barcelona
Olympics and for her per-
sonal role in winning world-
wide recognition for gen-
uine Andalusian dance. Even
so, Cristina Hoyos denies
that she is a star. Indeed, she
seems almost to go out of
her way to be unstarry. Her

Seville office is an unpreten-
tious affair adapted from a
little first-floor flat reached
from a very ordinary side
street in the heart of one of
Spain’s most picturesquc
cities. Only a Japanese
poster, a model of a stage-
set, and the fact that the
bookshelves contain art and
dance books suggest show-
business connections.

Ms. Hoyos arrives slightly
late but full of apologies, ex-
plaining that the Company
has just got back from Chile
and her husband caught a
cold on the plane so she had
to see to him before setting
out. Trim but sturdy rather
than lithe and muscular, she
doesn't look like a dancer in
either physique or posture.
Her clothes - gray flannel
jacket with a silk scarf at the
neck, knee-length skirt - are
a respectable middle-class
uniform, and here in Seville
even the center-parted jet
black hair drawn back into a
low bun is such a typical
hairstyle that it offers no clue
either. She looks smaller and
younger (beautiful skin) and
is altogether gentler than her
impassioned stage and
screen personae would lead
one to expect.

It is when she starts talking
about dance that the clues
begin to appear. She ex-
plains that little is known
about the origins of flamen-
co, and since it has always
been a spontaneous form of
dance, there is no classical
form. Only the basic zap-

ateado - expertly, she
demonstrates the
sole/heel/toe technique

from a sitting position - had a
set form and rhythm that was
inherited. Flamenco dancers
use their entire bodies to ex-
press emotion and this can
only be taught to a certain
degree.

“I've always danced in my
own way, and people have
always said it was different.
Of course there were
dancers I admired when I
was starting out - Pilar
Lopez, Carmen Amaya, An-
tonio Ruiz - but T never want-
ed to dance like them. I
wanted to be as good as
them, to dance at the same
theaters that they did, but
dancing in my way, intro-
ducing new movements, ex-
pressing my own feelings.
I've always wanted to keep
the tradition alive but to help
it develop. I'm not alone in
this, and the genre has de-
veloped. The bodily move-
ments used to be more
brusque - and now they are
far more aesthetically pleas-
ing and expressive.”

But isn't she concerned
that the art is becoming less
authentic by being popular-
ized by, for example, films?
“The real threats to authen-
ticity are the people who be-
come flamenco dancers
overnight for the tourist
trade. The 1960’s, when the
tourist boom hit Spain, were
the worst time for that. But
it's still going on.”

“Obviously you can't be as
spontaneous on film as you
can on stage. There's always
a technician moving lights
about, or the director tells
you that vou can't do so and
so with your arm because it
doesn’t fit in the frame. It has
to be a different approach.
On film, you can convey
emotion through facial ex-
pression that only the first
ten rows would see in a the-
ater. On film, you communi-
cate with hundreds of thou-
sands. Even so, I always feel
that the camera lens filters
out something of the emo-
tional charge. Dancing on
stage is completely different:
you feel quite alone in the




concentrated silence of the
theater. Sometimes you
dance brilliantly, other times
not, but you never repeat it
exactly. On film, the director
chooses the parts of your
performance he wants (and
they're not always what you
would choose), and fixes
them forever.”

Does dancing flamenco
feel as erotic as it looks?
“Yes. But the audience feels
the eroticism of a couple
dancing together more than
the dancers do. It's more
erotic to dance alone than
with a male partner. When a
woman dances alone, she di-
rects her sensuality at the au-
dience. Both sexes find
watching flamenco dancing
thrilling: the men look so vir-
il in their tight trousers and
they move their pelvis in
such a sensual way. Men
don’'t move their hips when
they dance - it’s the pelvis.

P-C R

Where would you choose
to spend some days of re-
laxation?

I'd choose a village in An-
dalusia, near the sea. I'm not
going to name any particular
one: one of the whitewashed
villages we call the pueblos
blancos.

Why?

I love watching the sea - it
makes me think and day-
dream.

At what time of year
would you go?

I wouldn't mind as long as
it was warm - spring or early
autumn, perhaps. T don't like
the cold.

And there's the way their
chests seem to inflate - they
look like peacocks...like
bullfighters...” Without stir-
ring from her chair, Cristina
Hoyos has begun to dance as
she speaks: her upper body
has taken on a marvellously
poised elegance and her
hand movements are pure
ballet.

Despite her huge success,
Hoyos believes that flamen-
co is still a male-dominated
genre. “We tend to idolize
from afar more than men do,
don't we? It’s easier for men
all around. Even if thev're
married they can pay com-
pliments to other women.
We're more restricted in that
way.”

Cristina Hoyos has trav-
eled the world so widely |
and so often that she feels |
at home anywhere, yet she
still retains many tradition-
al Andalusian attitudes. She

3k == [asstes].

How would you spend
your stay?

In a house. A family house
with a patio. Somewhere tra-
ditional that would remind
me of my background and
Andalusia’s Arab heritage.

How would you spend
yvour time there?

Walking, thinking, day-
dreaming, reading poetry. I
enjoy Lorca, Alberti, Salinas,
Neruda... Yes, I prefer poetry
to prose.

What would you eat and
drink?

I'd eat at home or, if not, in
a restaurant where they
serve home-style food. Sim-
ple food. Definitely fish - I
love fish - and potatoes or

i n film,

| is very home and family

oriented, though she has
no children of her own.
When not touring or film-
ing, she leads a very “nor-
mal” life, shopping, cook-
ing, doing the housework,
reading and watching TV.
She watches her diet, but
no more than any health-
conscious person would.
She loves wandering about
the old quarters of Seville,
popping into a bar for a
drink and a chat. Yes, peo-
ple do recognize her and
sometimes come up to her
in the street. “No, it's never
a nuisance. I'm not that sort
of famous. When people
tell me they're proud that
I'm a Sevillana, or that I'm
the best dancer there is, it
makes me feel wonderful.
And there are advantages:
I'm always given good ta-
bles in restaurants!”

And the future? A flamen-
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rice in any style. The only
time 1 drink alcohol is with
food, and T'd choose a good
local red or cold dry white.
No, not fino. The restaurants
I go to in Seville tend to be
ones run by friends of mine.
“El Tenorio” (right near the
Cathedral) is one, but I could
name you plenty more.

What would vou take
home with you as a sou-
venir of your stay?

I'd buy a piece of local pot-
tery - it’s very typical of An-
dalusia.

What do you miss most
about Spain when you are
abroad?

My family, of course. I'm
often away for months but I

ou can convey emotion
through Jacial expression that only the
Sirst ten rows would see in a theater”.

co dancer’s career is about
as long as a classical ballet
dancer's. Hoyos is already a
teacher and choreographer
as well as a dancer, and

company is made up of
dancers from Seville, Cadiz
and Jerez, chosen not only
for their talent but also for
their adaptability to her par-
ticular approach to dancing.
“However much talent you
have when vou're young”,
she says, “there are certain
things you can only learn

from experience. I've
learned a lot, and T'll pass it
on.”

Spain Gowrmetour and oth-
er periodicals.
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stay in constant contact with
the family by phone. Al-
though I'm very much a
Sevillana, I also feel very
much a citizen of the world.
When I'm abroad, I steep
myself in wherever I am, and
I don't miss Spain. I eat what
they eat there, and try and
communicate as much as
possible with the people. |
started traveling very young,
so I'm at ease abroad.

El Tenorio. Mateos Gago, 9.
41004 Sevilla,

Tel.:(5) 421 40 30. Closed
Sunday and August 16-31.
From: 12 to 17 and from 19
to 24 h.

loves both disciplines. Her

Hawys Pritchard is a
writer and translator who
lives and works in Spain. She
is a regular contributor to
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JET

The Compostela Connection

et, that beautiful se-
mi-precious stone,
has been known to
mankind since pre-
historic  times. A
very particular car-
bon compound, it is
formed by the fossilization of tree
trunks in the alluvial deposits
along river deltas. At 70-million-
years-old, it is much younger than
other carbons. High quality jet is
found only along the Cantabrian
coast of Spain and Yorkshire, Eng-
land. A light, compact mineral it is
smooth to the touch and is just
sufficiently hard to withstand the
vigorous polishing that gives it its
characteristic deep matte sheen.

Jet has been in consistent use
since prehistoric times up to the
present day, and not only for these
physical characteristics: it has also
been credited with magical prop-
erties. Both Aristotle and Pliny
mention its protective and defen-
sive qualities in addition to its us-
es in medicine and palmistry. By
the Middle Ages, when pilgrim-
ages to Santiago de Compostela in
Galicia were at the height of their
massive and far-reaching popular-
ity, jet was being crafted into arte-
facts in which pagan and Christian
symbolism intertwined: the scallop
shell, once symbolic of Venus and
fertility, had become the emblem
worn by Santiago de Compostela
pilgrims; the higa, a lucky charm
in the form of a clenched fist
which, though banned for many
years like many other “supersti-
tious” symbols, is still worn by
many people today, albeit some-
times only decoratively; and the
figure of Saint James himself in the
guise of a traveler, a token in
which pilgrims trusted for their
protection along the route.

Jet artefacts became the classic
memento-cum-amulet associated
with the pilgrimage and took on a

huge economic importance for the
city of Santiago. A powerful guild
of jet craftsmen grew up there,
commemorated today in the street
that bears its name — Azabacheria
— and in the popular name of one
of the entrances to the Cathedral.
Since that time, the word az-
abache (jet) has been synonynous
in Spain with Santiago de Com-
postela. Run-of-the-mill pilgrims
returned from Compostela with
simple jet mementos: rings, hearts,
shells, medallions, rosaries and the
like. But more important pilgrims
bought figures of the saints, par-
ticularly St. James, depictions of
the Descent from the Cross, cross-
es and large carved rosaries. This
explains why, despite its being a

Text amd Photo:
Angel Cardin

relatively delicate material, so
many Medieval jet artefacts, par-
ticularly figures of St. James the
Pilgrim, survive in the museums of
Europe.

Jet craftsmen organized them-
selves into a brotherhood with
regulations sanctioned by the
archbishop and, by the early 15C.,
had their own chapel in the Cathe-
dral. The pilgrimage’s popularity
lasted five centuries, during which
time some fifty or so workshops
sold many thousands of pieces. In
the late 16C., the guild’s output
decreased dramatically in parallel
with a sharp decline in interest in
the pilgrimage. This was at-
tributable to three causes: the
Protestant Reformation, which
staunched the flow of pilgrims
from half of Europe; the deadly
epidemics which plagued the turn
of the century; and the huge shift
in artitude caused throughout
Europe by the colonization of
the Americas.

There are still jet craftsmen at
work today, still using the same
centuries-old methods of carving
their material with fine-bored
gouges, polishing it, and mounting
the resulting piece in filigree or
other worked silver, and some-
times gold or coral. Luckily, there
are three outstanding master
craftsmen working in jet who ap-
ply their singular skill to produc-
ing very classic miniaturist pieces.
Jet is a difficult medium to work
since it cracks and breaks easily,
and the craftsmen use tools — tra-
ditional precision gouges — that
they make themselves. There are
some thirty or so other jet crafts-
men who produce small pieces
such as rings, bracelets, necklaces
and brooches, and some fifty jew-
elery and other shops selling jet in
the Old Quarter of Santiago de
Compostela. They still do a brisk
trade in jet.




The Premium Leading Brandy From Spain




El Escorial: paint on copper; artist unknown: ¢ 17th century: El Escorial

By the time Philip Il built his little place in the country,
we had already
laid brandy’s foundations 600 years earlier.

In 1563, Spanish builders near
Madrid were busy breaking ground
on the Escorial — Philip II's master-
piece and the center of his monar-
chy. Ground breaking events were
not new in Spain, one of their first
had been the invention of wine
spirits in the 10th century AD. Those
spirits were the foundation of
today’s brandy.
Now you can enjoy the finest
Spain has to offer: Brandy de Jerez
Solera Gran Reserva. These brandies
blend young spirits with older ones,
and are aged an average of 10—15
years, creating an unparalleled
= R k consistency of flavor.
Caoitan | 5 (9D . . Discover the oldest and most
Wi S - L 22 : 3 majestic brandies of Spain, brandies
1,000 years in the making. To send
a gift of Brandy de Jerez Solera Gran
Reserva, call 800-BE-THERE.

Brandy de Jerez
Solera
Gran Reserva

Great brandy from Spain,
the country that invented brandy.

Gran Capitdn » Gran Duque de Alba
Carlos | * Terry Primero
Cardenal Mendoza « Lepanto
Conde de Osbome

£ 1992 Wines of Spain. New York, MY
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