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by Victor Schoenfeld
(NAPSA)—While many families

and their friends have special ways
to commemorate the joys of freedom
at Passover time, this look at one
family’s traditions and innovations
may prove inspiring to people of all
beliefs.

When I was young, back in
the 1960s,  we generally had
about two dozen people at our
seder, which is how many we
could fit in our living room once
we moved in  the  ping pong
table. 

One family peculiarity was the
hard-boiled eggs. They resembled
normal eggs about as much as a
Frank Lloyd Wright house resem-
bles a garden shed. Cracked open,
these bronzed, variegated beau-
ties looked like earthtone mar-
bles—and the flavor: a rich,
roasted character with notes of
caramelized onion and aromatic
spice. It took a lot of willpower to
eat just one. 

Another important part of the
seder was the Hillel sandwich.
The ritual sandwich consists of
two small pieces of matzo with a
few shreds of grated horseradish.

In my family, the sandwich
resembled a quarter pounder and
the horseradish had to be as hot
as possible. Eating it required
strategy. One way was to jump
right in, get kudos for bravery
and face an uncertain heat load.
The other was to watch the
brave ones and see how they
reacted so you’d know what you
were in for. 

The redness of one’s ears was
the accepted measurement of
horseradish heat. Coughing, gasp-
ing and screaming were generally
frowned upon.

I have to admit the wine back
then left something to be de-

sired. But nowadays, many top-
quality kosher wines are avail-
able to please the most sophisti-
cated palate. I like starting with
a sparkling white,  such as
Yarden Blanc de Blancs. It’s fit-
tingly celebratory and its light-
ness makes it a natural to head
off the line-up. 

After that I like going to a
white with some body to it, such
as Yarden Gewürztraminer or Yar-
den Chardonnay served with a
rich vegetable soup or gefilte fish.
With the main course of boeuf
bourguignon or lamb with roasted
vegetables, a full-bodied red is in
order, such as Yarden Cabernet
Sauvignon. To finish, we enjoy
Yarden HeightsWine. 

One of the hits of my seder
table today is my wife Aviv’s
chocolate-pecan torte.

Chocolate-Pecan Torte

21⁄4 cups pecan pieces
7 oz. highest quality

bittersweet chocolate
8 large eggs, separated
1 cup granulated sugar,

divided
2 tablespoons brandy

Confectioner’s sugar
Pecan halves for garnish

Preheat oven to 400° F.
Grease 10-inch round spring-
form pan. In a food processor
with knife blade attached,
blend pecans and chocolate
until coarsely ground. Set aside.

In large bowl with electric
mixer at high speed, beat egg
whites until soft peaks form.
Gradually add 1⁄2 cup sugar, 2
tablespoons at a time, until
whites stand in stiff peaks. Set
aside. In large bowl with same
beaters, beat egg yolks, re-
maining 1⁄2 cup sugar and
brandy until mixture is lemon-
colored and doubled in size.
Gently fold whites into yolk
mixture; stir in pecan mixture
just until blended. Spoon mix-
ture into prepared pan.

Bake 10 minutes. Reduce
heat to 300˚F. Continue baking
45 minutes or until toothpick
inserted in center comes out
clean. Cool on wire rack 10
minutes.

Carefully remove cake from
pan. Cool completely.

To serve, sprinkle torte
with confectioner’s sugar. Gar-
nish with pecan halves.

• A native of California, Mr.
Schoenfeld is now chief wine-
maker of Israel’s acclaimed Golan
Heights Winery. The Yarden wines
are available locally at prices
ranging from $9 to $75 per bottle.

A Passover With Panache

One elegant way to end a
Passover seder is with a fine
dessert wine.

(NAPSA)—There are many co-
branded credit cards available to
consumers, each of which offers
benefits each time the card is
used. They are offered by banks to
reward consumers for their loy-
alty and are a partnership
between the bank and an organi-
zation. Finding the credit card you
deserve and one that fits your
lifestyle is a lot easier when you
match your interests or needs. 

Here are some tips that may
help:

Identify your habits and inter-
ests. All you have to do is ask a
few simple questions:

• What are my spending habits.
Will selecting a card tied to a spe-
cific merchant or restaurant pro-
vide me with additional rewards for
doing the things I would normally
do?

• Do I travel much? Using a
card tied to an airline’s frequent
flyer program may help you
reward yourself for all the busi-
ness travel and expenses with a
nice vacation.

• Do you feel strongly about a
specific charity? Some co-branded
cards provide a donation based on
the percentage of each of your
purchases.

• Do you live in a specific geo-
graphic area? Some cards are
only available to residents of spe-
cific states.

Travel related rewards pro-
grams are extremely popular.
Here’s a sample:

• United Mileage Plus, issued
by Bank One offers cardholders
many benefits, including 15,000

Bonus Miles after their first pur-
chase, one mile for every $1 pur-
chased, a free One-Class Upgrade
Certificate and the benefits of
Visa Signature card services.

• British Airways, Southwest
Airlines, Continental Airlines and
almost all other airlines offer sim-
ilar programs, rewarding con-
sumers with flight mileage credit
for their loyalty to both the airline
and the bank.

• Hotels like Marriott also
reward their guests’ loyalty. 

While free travel is an incen-
tive for many consumers, others
look for added benefits such as
ways to earn free gas or points
that can be redeemed for cash or
gift certificates. 

Consumers who sign up for cer-
tain co-branded cards also have the
opportunity to provide additional
support to their favorite organiza-
tions, including charities, colleges
and universities. For example,
Bank One offers a number of college
and university co-branded cards.
Every time the cardholder uses the
card, they reinforce the tie to his or
her alma mater, while making a
financial contribution to important
university programs and services.

All these rewards from co-
branded cards are a nice way to
help consumers make their money
go further and make their pur-
chases count for more. 

Finding A Credit Card To Fit Your Lifestyle

From charitable donations to
frequent flyer miles, co-branded
credit cards help consumers to
make their money go further.

(NAPSA)—Salons are no longer
the only place to find the best hair
care products. Beauty products for
the hair can be found in the best
department stores.  

While great looking hair begins
with great care—consumers spend
an estimated $5 billion on hair
care in the U.S.—only a small per-
centage of this shopping is cur-
rently done in department stores.

That’s expected to change. Con-
sumers who visit department
stores for beauty products may
soon be pleasantly surprised to
find that more of their favorite
cosmetic brands have added top-
quality hair care products to their
lineup. For example, Lancôme,
Paris now offers a new Hair Sen-
sation hair care line.

Already an authority in cos-
metics and skincare, Lancôme is
adding hair products to its portfo-
lio as a natural evolution to com-
plete the customers’ total beauty
needs.

Hair Sensation consists of 12
products in four distinct ranges
to address specific hair types; dry
or damaged hair, color treated
hair, normal hair and fine, flat
hair. Women’s emotional attach-
ment to their hair was a key fac-
tor in the development of these
products.

Hair Sensation products offer a
multi-sensorial experience in their
innovative textures and scents.
The textures were created with
the same care and efficiency that
goes into creating skincare formu-
las—effective yet gentle. 

The scents in the collection
include honey, lime sorbet, juicy
peach, lychee and green tea.  

The desired result, hair that
radiates beauty from the inside
out.  

Hair Sensation is available at
Lancôme counters in department
and specialty stores nationwide as
well as online at www.lancome.com.
Suggested retail prices range from
$16 to $22. 

Finding Sensational Hair Care Products: A New Twist

It’s a beautiful idea—beauty
products for the hair, found in the
best department stores.

(NAPSA)—Business owners
can use the advantage of a credit
card to save time and improve tax
management. Bank One, for
example, makes available free
quarterly management reports
and itemized consolidated
monthly billing statements. Each
expense is detailed so business
owners can easily document busi-
ness tax deductions. More infor-
mation on the benefits of a busi-
ness credit card and how to apply
online is available by visiting
www.bankone.com. 

The World’s Largest Concert
(WLC®) was created by MENC: The
National Association for Music
Education to focus attention on
music in our nation’s schools. The
WLC theme, “Connect With Music,”
focuses on the ways in which music
connects to so many aspects of life,
and how those connections can be
used to  increase awareness of the
benefits of music. Connect With
Music is also the theme of Music in
Our Schools Month®, sponsored

annually by MENC in March. The
Music In Our Schools Month/
World’s Largest Concert Teacher’s
Guide, with reproducible student
music and lessons, is available from
MENC. To order, send $5 to cover
shipping to MENC/WLC, 1806
Robert Fulton Drive, Reston, VA
20191 or call 800-828-0229. Infor-
mation on an online version of the
teacher’s guide can also be found
online at www.menc.org.

***
What is more beautiful than a
road? It is the symbol and the
image of an active, varied life.

—George Sand
***

*** 
Do what you can, with what you
have, where you are.

—Theodore Roosevelt
***

***
Imagination is always the fab-
ric of social life and the dynamic
of history.

—Simone Weil
***




