
Q. I am confused about
sugar. I did a lot of baking
over the holidays, and I saw
in the supermarket that
there are many types of sug-
ars — granulated, super-
fine, confectioners and
more. What are the differ-
ences in the types of sugars?

Lizzie
Howell

A. You’re right — accord-
ing to the website Whats
CookingAmerica.net, there
are many types of sugar,
and they all have different
uses:

Granulated sugar (also
called table sugar or
white sugar): This is the
sugar most known to con-
sumers, and is the sugar
you put in your morning
coffee. It is the most com-
mon form of sugar and is
the type usually used in
recipes.

Confectioners or pow-
dered sugar: This sugar is
granulated sugar, ground
to a smooth powder and
then sifted. It contains
cornstarch to prevent cak-
ing. The confectioners
sugar available in super-
markets is marked 10X, the
finest grind. It is used in
icings and whipped cream.

Superfine, ultra fine
sugar: This sugar’s crystal
size is the finest of all the
types of granulated white
sugar. It is perfect for deli-
cate cakes and meringues,
and also is used for iced
drinks because it dissolves
easily. In England, a sugar
very similar to superfine
sugar is known as caster
or castor sugar, named
after the type of shaker in
which it is often packaged.

Demerara sugar: Popu-
lar in England, Demerara
sugar is a light brown
sugar with large golden
crystals, which are slightly
sticky from the molasses
that sticks to it. It is often
used in tea, coffee or on top
of hot cereals.

Turbinado sugar: This
is the sugar you see that is
often called raw sugar. It
has been partially pro-
cessed — only the surface
molasses has been washed
off. It has a blond color and
mild brown sugar flavor. It
is used in tea and other
beverages.

Sanding sugar: It also
is known as coarse sugar
and is used mainly in bak-
ing as a sprinkle on top of
baked goods, especially
cookies. The large crystals
reflect light and give the
product a sparkling ap-
pearance.

Light and dark brown
sugar: Brown sugar re-
tains some of the surface
molasses, which imparts a
characteristic flavor. Dark
brown sugar has a deeper
color and stronger molas-
ses flavor than light brown
sugar. Lighter types are
used in baking and mak-
ing butterscotch, condi-
ments and glazes. The
richer flavor of dark
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Experts show how to make healthy food for kids
By SUSAN BLOOM

CORRESPONDENT

T ravel past the red brick
walls of Turtle Creek

Learning Academy in Marlboro
and the scent of warm muffins
fills the air, the end result of the
efforts of a group of kindergart-
ners eagerly mashing bananas,
cracking eggs and stirring batter.

Future chefs in training? In
fact, they are the young benefici-
aries of the school’s Healthy
Start program, an innovative ini-
tiative designed to expose them
to healthy foods and more nutri-
tious choices when they are
young.

Combining more than 25 years
of experience in teaching with
skills attained through the Insti-
tute for Integrative Nutrition,
Turtle Creek executive director
and curriculum specialist, Vir-
ginia McDonald, has made a vo-
cation out of finding fun and cre-
ative ways to teach kids and
their parents the basics of better
nutrition.

“The fact is, society is a lot
more fractured today than it was
in the past. Often both parents
work, the kids are highly sched-
uled, and there just isn’t an em-
phasis on or the time for bal-
anced, sit-down meals together at

the table anymore,” McDonald
said. “And many parents aren’t
educated about healthy food
choices themselves.

“Back in the 1970s, experts pre-
dicted that if we continued to be
a nation of fast and processed-
food eaters, we’d see the fallout
— and we are,” she said. “Chil-
dren are eating too much sugar
and not enough healing fruits
and vegetables containing natu-

ral enzymes.”
McDonald said getting kids to

make healthier choices is not as
hard as it seems.

“Children are often very open
to new things and really enjoy
participating in the food-prepara-
tion process,” she said. “At our
school, we make green smoothies
with kale, spinach, blueberries
and bananas, and the kids love
them. Exposing kids again and

again to these foods and getting
them involved in the kitchen in a
fun way is the key.”

Turtle Creek nutrition special-
ist Brandon Redlinger agreed
and stressed the importance of
parents being part of the process.

“Parents really need to be role
models when it comes to healthy
foods,” he said. “Kids are far
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By MICHELLE LOCKE
THE ASSOCIATED PRESS

P ick up just about any beverage on
store shelves and on the back of the

packaging you’ll find a numerical run-
down of calories, carbs, etc.

Unless, that is, the beverage is alcohol.
Some folks want to change that.
“In the year 2011, it’s sort of bizarre that

alcohol’s the only consumable product
sold in the United States that you can’t
tell what’s inside the bottle,” says Guy L.
Smith, executive vice president in North
America for Diageo, the world’s leading
distilled spirits, beer and wine company.

Diageo is supporting a proposal pres-
ently before the federal Tax and Trade Bu-
reau — the agency with authority over al-
cohol labels — to list nutrition
information such as calories, carbohy-
drates, serving size and amount of alcohol

per serving.
But not everyone in the industry is as

enthusiastic.
At the Beer Institute, a trade associa-

tion based in Washington, D.C., officials
support listing calories, carbs, protein and
fat content, as well as alcohol by volume.
But they oppose the idea of defining serv-
ing size by fluid ounces of pure alcohol, or
as 12 ounces of beer, 5 ounces of wine or
1.5 ounces of 80-proof liquor, on the
grounds that you may get more than 1.5
ounces of liquor in a cocktail depending
on what else is in the drink and the accu-
racy of the bartender.

But Smith says consumers know when
they’re getting a large martini. The idea
is, he says, to give them a point of refer-
ence so they can generally know what to
expect.
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Granulated sugar also is
called table or white sugar.

Clearing up
confusion
on sugar
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Brandon Redlinger (right), 24, a preschool teacher as well as a nutrition specialist at Turtle Creek Learning Academy in Marlboro, asks
kindergarten students how they peel a banana. Students from left are: Rebecca Buonomo, Jiya Jaisinghani and Lindsay Paris. Back left
is Virginia McDonald, executive director and curriculum specialist at the school.

From left: Kindergarten students Marco Zucaro (left) and Kather-
ine Fang laugh while mixing a batch of banana muffins. Rebecca
Buonomo pours honey out of a measuring cup. Jiya Jaisinghani
(left) and Virginia McDonald mash bananas.

Alcohol industry grapples with nutrition labeling
A proposal
being
considered
by the
federal Tax
and Trade
Bureau
asks for the
nutrition
labels
found on
nearly all
food and
beverages
also be
included on
alcoholic
beverages,
where they
are
presently
absent.
AP PHOTO

Senior Day Every Wednesday*Senior Day Every Wednesday*
1/2 PRICE HAMBURGERS AND1/2 PRICE HAMBURGERS AND

HOT DOGS ALL DAY LONG

*62 & Up, EAT IN ONLY. Not To Be Combined With Other Offers.
Belmar Routes 71 & 35 • Brick Routes 88 & 70

Freehold Route 9 South • N. Long Branch 200 Ocean Ave.
Ocean Grove Outside Main Gate • Red Bank 22 No. Bridge Ave.
West End Ocean & Brighton Aves. • Westfield 256 E. Broad St.

WHEN YOU BUY ONE HOTDOG
+ ANY BEVERAGE AT REGULAR PRICE

WITH THIS COUPON

One Coupon Per Visit. Cannot be combined w/any other offers or discounts.
Offer Valid at ALL WINDMILL Locations. Exp. Date 2/9/11
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Available At All WindMill Locations!
*Limit 2 Items Per Person Per Visit

Off Premise Catering for all occasions
Open Late Night Belmar
• Red Bank • West End
1-800-874-8282

http://windmillrestaurantsusa.com/

ONLY Not To Be Combined WithIN ONLY Not To Be Combined With Oth
S COUPONFREE HOTDOG

NO SUBSTITUTIONS

Please Join Us At The WindMillPlease Join Us At The WindMill
of Ocean Grove – January 26of Ocean Grove – January 26thth-29-29thth

20% of all sales will be donated to Care20% of all sales will be donated to Care
and Support of Asbury Park Fire Fighterand Support of Asbury Park Fire Fighter
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