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We wish to offer our condolences to the Kai family in the passing of Johnny Kai, the first Chinese-American NYC Police Detective.
There will be a memorial service on Sept. 22nd at 12 PM at The Brueggemann Funeral Home located at 522 Larkfield Rd. East Northport, NY. Tel. (631)  368-1235.

John was the 2nd Chinese to enter the NYPD.  He was the role model for many Asians to follow.
============================
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LONNIE’S COFFEE SHOP  By:  Jan Lee

The original painted tin sign that hung over Lonnie's Coffee Shoppe for nearly 30 years at 21 Mott St. was uncovered after the Sun Hop Sing Dim Sum house sign was removed during recent renovations. The Lonnie's sign looked great for its nearly 50 years of age. 

Many people asked me what we were going to do with the sign. I knew that many family members including Lonnie's children and grandchildren would want to see the sign, and that it represented a significant time in Chinatown history before the huge exodus of Hong Kong Chinese, and then Chinese from the rest of the world poured into what was then a much smaller community.

Lonnie's was frequented by American-Born Chinese and a large population of Italian Americans from the local Transfiguration school next door. This was due in large part because it was a burger joint, and not a Chinese restaurant, in fact for its 25+ years in Chinatown it was the only place of its kind. Perhaps this is why, while the sign was still up this past week, dozens of Chinatown residents and passersby stopped to take photos under the sign. The memories must have come flooding back.

The new restaurant, in the space that Lonnie's Coffee Shoppe occupied next to "Bo Tik" Gift Shop opened by my mother, is going to be a Chinese fast food noodle shop. The owners, amazed at the attention their unintentional find is getting (a Chinese video crew from Sinovision was sent to 21 Mott St. to document the removal of the sign today) suggested that the sign have a place of honor in the new restaurant.

Peter Wong, the owner of "U-Choose Express" Noodle Shop has arranged to have a "Chinatown History Wall" with the Lonnie's sign in the center surrounded by old photos of the place, the characters and the original residents of Chinatown. After consulting with Lonnie's daughter Pat

and my immediate family, I got the go ahead to lend the sign to his restaurant so all of Chinatown, tourists and other New Yorkers can have a peek into our diverse past.

If you have any comments , memories of Lonnie's, and especially old photos of the place PLEASE contact me as I will be assisting in putting up the sign and the photos in advance of the opening of the noodle shop in the next two weeks.  Please feel free to comment on my opening "welcome" page for the BLOG I made.

THIS IS THE ADDRESS OF THE BLOG I HAVE MADE FOR LONNIE'S COFFEE SHOPPE :

http://lonniescoffeeshoppe.blogspot.com/
===============================

"A restaurant at 21 Mott St. was going through renovation.  Two days ago they took away the exterior wall and found an old store sign of a coffee shop "Lonnie's", yellow background and green words.
 

Mr. Lee, the restaurant owner, told the story of this coffee shop,.  The coffee shop used to belong to his late aunt Lonnie and it's therefore called "Lonnie's".  Lonnie's was in business from 1956 to 1980 and was the only American style coffee shop in Chinatown.  It sold hamburgers, pasta, coffee & soda.  Someone later bought it to open a Chinese restaurant.
 

Mr. Lee's great grandfather came to the U.S. from Toisan a century ago.  Now the family has more than 300 members.  Mr. Lee's father and aunt were both born in the apartment above the coffee shop.
 

The sign of "Lonnie's" was taken down and would be donated to a museum as part of the history of Chinese immigrants.  Mr. Lee has not decided which museum the sign would be donated to.  Peter, the new owner of the restaurant, said he would display old photos & memorabilia of Lonnie's in the restaurant for his customers to reminisce.
 

Recently during a renovation of 36 Pell St., the sign of an old 1940's Chinese restaurant, Yu Yi, was discovered under the exterior wall.  These old store signs are part of the history of Chinatown in the last half century.  With the new restaurants, this part of the history is fading away from people's memory.
 

How many forgotten stories are there behind the walls in Chinatown?  Fewer & fewer people remember."
===============================

For Chinatown Bakery Treasured by Generations, a Decision to Walk Away
BY Jennifer Lee

After 42 years, the May May Chinese Gourmet Bakery on Pell Street, run by the three Hung brothers, will close this month.  Tucked into Pell Street, just off the crook in Mott Street, the May May Chinese Gourmet Bakery has attracted three generations of customers with its steamed red bean buns, sticky rice wrapped in bamboo leaves and packaged frozen dim sum. 
From a tiny two-table coffee shop opened in 1965, the family-owned business has radiated outward to include a factory in Long Island City that distributes across the eastern half of the United States and a catering side that supplies hundreds of delicate dumplings for stylish cocktail parties.  But the doors to the original shop and its kitchen still open onto Pell Street, and the aromatic puffs of steam entice passers-by.

"It's something you grow up with," said one regular customer, Jan Lee, whose family has been in Chinatown since the 1920s. "Everyone had a mom or an aunt who made them at home, but if you didn't have someone to make them, you could rely on getting it from May May."  But at the end of this month, after 42 years, the three Hung brothers who run May May will shutter the doors of both the shop and factory, sell the equipment for a small fraction of what it cost, and slowly let the inventory in the pipeline dry up until the May May brand is just a memory. 
May May's closing is not a tale of rising rent or falling demand - as is often the case with ethnic food shops in New York City that are doubly squeezed by gentrification and assimilation of the customers. The company's products are as popular as ever. The clunky red-and-white logo can be seen in the freezers of Chinese groceries up and down the East Coast.

Families drive from as far as Boston and Washington to stock up on frozen dim sum.  The store has broadened its appeal beyond the Chinese community, marketing the bamboo-wrapped sticky rice as "Chinese tamales" and its puffy white buns as "steamed pita bread." They have modernized their selection, with offerings like mango and crab dim sum and ginger lemon cider.  
The Hung brothers are closing the company because they are tired, and their five children - who include a lawyer, a pharmacist and a teacher – are unwilling to put in the 11-hour days in steaming kitchens and on the factory floor.  "Our second generation is fully educated, so they don't want to work as hard as their uncles and their father," said John Hung, 55, the youngest of the brothers. "This is one thing we most regret. We don't have the young generation to take over." After five years of deliberating whether to sell the business, the brothers - John, Alex and Bill - decided they could not find a buyer who could continue to assure the same quality. "I can sell at a good price, but if they ruin the name, that's something we don't want," John Hung said. 
The family arrived in New York in 1965, one of the first Chinese families to be let in after immigration reform. Their father, who ran a bakery in Hong Kong, opened May May when Chinatown was a modest cluster of shops around Pell, Doyer and Mott Streets, before Canal Street and East Broadway became known for their Chinese presence.  Back then the bakery's

customers almost all worked in Chinese laundries, and the only Chinese spoken on the street was the dialect from Toisan, a region in Guangdong Province that was home to an overwhelming majority of early Chinese immigrants to the United States. 
During the shop's early days, the brothers, then in their teens, ran to the shop after school. Hours at the bakery were long, and the work was hard. At 2 or 3 one morning, as they were

preparing for the next day, their mother held her three sons together and asked out loud, crying, whether it had been worth it to come to America. 
To help at the store, John dropped out of City College of New York when he was 19. He is thinking of finishing school after the store closes, in addition to doing more Buddhist charity work and spending time with his 86-year-old mother, for whom the bakery is named. 
The company has about a dozen employees in the shop and two dozen in the factory, many of whom have been with the bakery for 20 years or more. "After the store closes, where will we

go?" asked Lan Ling Sun, who has worked for May May for 23 years. "We don't even know." 
As the news about the closing has trickled out in the Chinese media, customers have shown up at the doors, stricken that a Chinatown institution would willingly erase itself.  In the final weeks, a phrase often heard around the store is "shebude" (pronounced seh-boo-deh). The

customers say shebude, the employees say shebude and Mr. Hung says shebude.  It is an emotional phrase familiar to Chinese immigrants, roughly translated as "can't bear to let go," and is often used when departing hometowns for faraway places or leaving family members who will not be seen for decades.

Faced with shebude, it is sometimes best to just walk away.  Wen Chi Tso, a customer visiting May May from Myrtle Beach, S.C., described the feeling: "You almost have to cut it off."
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China's Influence Spreads Around World 
(Some good news for a change)

By WILLIAM FOREMAN 
Associated Press Writer KARRATHA, Australia - For nearly three decades, Chinese peasants have left their villages for crowded dormitories and sweaty assembly lines, churning out goods for world markets. Now, China is turning the tables. 

Here in the Australian Outback, Shane Padley toils in the scorching heat, 2,000 miles from his home, to build an extension to a liquefied natural gas plant that feeds China's ravenous hunger for energy. 

At night, the 34-year-old carpenter sleeps in a tin dwelling known as a "donga," the size of a shipping container and divided into four rooms, each barely big enough for a bed. There are few other places for Padley to live in this boomtown. 

Duct-taped to the wall is a snapshot of the blonde girlfriend he left behind and worries he may lose. But, he says, "I can make nearly double what I'd be making back home in the Sydney area." 

The reason: China. 

For years, China's booming economy touched daily life in the West most visibly through the "made-in-China" label on everything from clothes to computers. But now, economic growth is giving rise to something more that can't be measured just by widgets and gadgets - a shift in China's balance of power with the rest of the world. 

China's reach now extends from the Australian desert through the Sahara to the Amazonian jungle - and it's those regions supplying goods for China, not just the other way around. China has stepped up its political and diplomatic presence, most notably in Africa, where it is funneling billions of dollars in aid. And it is increasingly shaping the lifestyle of people around the world, as the United States did before it, right down to the Mandarin-language courses being taught in schools from Argentina to Virginia.

China, like the United States, is also learning that global power cuts both ways. The backlash over tainted toothpaste and toxic pet food has been severe, as has the criticism over China's support for regimes such Sudan's. 

To understand why China's influence is increasingly pushing past its borders, just do the math. 

When 1.3 billion people want something, the world feels it. And when those people in ever increasing numbers are joining a swelling middle class eager for a richer lifestyle, the world feels it even more. 

If China's growth continues, its consumer market will be the world's second largest by 2015. The Chinese already eat 32 percent of the world's rice, build with 47 percent of its cement and smoke one out of every three cigarettes. 

China's desire for expensive hardwood to turn into top-quality floorboards for its luxury skyscrapers has penetrated deep into the Amazon jungle. For example, in the isolated community of Novo Progresso, or New Progress in Portuguese, one of the biggest sawmills was started by the mayor with financing from Chinese investors. 

China accounts for 30 percent of the wood exported from logging operations in remote towns across Brazil's rain forest, where trucks carry the finished product hundreds of miles along muddy roads to river ports, said Luiz Carlos Tremonte, who heads an influential wood industry association. Many Chinese purchasers now travel to Brazil to clinch deals, and are almost always accompanied at business meetings by friends or relatives of Chinese descent who live there. 

"Ten years ago no one knew about China in Brazil; then the demand just exploded and they're buying a lot," Tremonte said. "This wood is great for floors, and they love it there."

The Bovespa stock index in Brazil has climbed more than 300 percent since 2002, riding the China wave. 

China is buying coal mining equipment from Poland and drilling for oil and gas in Ethiopia and Nigeria. It has poured hundreds of millions of dollars into Zambia's copper industry. It is the world's biggest market for mobile phones, headed for 520 million handsets this year. The list goes on. 

Along with looking to other countries for goods for its people, China is also going far and wide in search of markets for its products.

In war-torn Liberia, where electricity is hard to come by, Chinese-made Tiger generators keep the local economy humming. Costlier Western brands, favored by aid agencies and diplomats, are beyond the reach of small business owners such as Mohammed Kiawu, 30, who runs a phone stall in the capital, Monrovia. 

A used Tiger generator costs around $50, he said over the steady beat of his generator. "But even $250 is not enough to buy a used American or European generator. They are not meant for people like myself." 

The Chinese generators are more prone to break down, Kiawu said. When the starter cable snapped on one, he replaced it with twine. But by making items for ordinary people, he predicted, China "will take control of the heart of the common people of Africa soon." 

China is having to make up for decades of economic stagnation after the communist takeover in 1949. 

When Chinese leader Deng Xiaoping began dabbling in economic reforms in 1978, farmers were scraping by. By 2005, income had increased sixfold after adjusting for inflation to $400 a year for those in the countryside and $1,275 for urban Chinese, according to China's National Bureau of Statistics.

“The Chinese don't want war - the Chinese just want to trade their way to power," said David Zweig, a professor at the Hong Kong University of Science and Technology. "In the past, if a state wanted to expand, it had to take territory. You don't need to grab colonies any more. You just need to have competitive goods to trade." 

If China stays on the same economic track, it would become the world's largest economy in 2027, surpassing the United States, according to projections by Goldman, Sachs & Co., a Wall Street investment bank. And unlike Japan, which rose in the 1980s only to fade again, China still has a huge pool of workers to tap and an emerging middle class that is just starting to reach critical mass. Many development economists believe China still has 20 years of fairly high growth ahead.

But the transition to a larger presence on the global stage comes with growing pains, for China and the rest of the world. 

As Beijing plays an ever bigger role in the developing world, some Western countries fear it could undermine efforts to promote democracy. In its attempt to secure markets and win allies, China is stepping up development aid to Africa and Asia. Chinese President Hu Jintao pledged last year to double Chinese aid to Africa between 2006 and 2009, promising $3 billion in loans, $2 billion in export credits and a $5 billion fund to encourage Chinese investment in Africa. China has also promised Cambodia a $600 million aid package and agreed to loan $500 million to the Philippines for a rail project.

But China also extends aid to states such as Myanmar, Zimbabwe and Sudan whose human rights records have lost them the support of the West. Actress Mia Farrow has labeled next year's Beijing Olympics - a point of pride for China - the "genocide Olympics" because of China's support for Sudan, at a time when the West seeks to punish it for its military actions in Darfur. China buys two-thirds of Sudan's oil output. 

"In some ways, it will be integrating us into a new international order in which democracy as we've known it or the right to open organized political activity is no longer considered the norm," said James Mann, author of "The China Fantasy," a book about China and the West. 

China is also facing some of the unease that powers before it have encountered. In Africa and Asia, some complain that massive China-funded infrastructure projects involve mostly Chinese workers and companies, rather than create jobs and wealth for the local population. And Moeletsi Mbeki, a political commentator and brother of South African President Thabo Mbeki, likens the trade of African resources for Chinese manufactured goods to former colonial arrangements. 

"This equation is not sustainable," Mbeki said at a recent meeting of the African Development Bank in Shanghai. "Africa needs to preserve its natural resources to use in the future for its own industrialization." 

The backlash is also coming on the consumer front, with Chinese goods earning a dubious reputation for quality. In the United States, there is a furor over the standard of Chinese imports. In Bolivia, vendors peel off or paint over any indication that their wares were "Hecho en China," Spanish for "Made in China." 

A woman selling bicycles in El Alto, a poor city outside the capital, La Paz, insisted they were made in Japan, South Korea, Taiwan or even India. With some prodding, she acknowledged the truth. "They're all Chinese," she said, declining to give her name lest it hurt her business. "But if I say they're Chinese, they don't sell." 

Even those who benefit from China's growth express some wariness. Aerospace giant Boeing expects China to be the largest market for commercial air travel outside the United States in the next 20 years, buying more than $100 billion worth of commercial aircraft, U.S. trade envoy Karan Bhatia said in a recent speech. 

"Right now, we're hiring every week," noted Connie Kelliher, a union leader. "Things couldn't be better." 

Yet Boeing workers remain wary of China's ambitions to build its own planes. next year China plans to test-fly a locally made midsize jet seating 78 to 85 passengers. It also has announced plans to roll out a 150-seat plane by 2020. 

"It's kind of a double-edged sword," Kelliher said. "You want the business and we want to get the airplane sales to them, but there's the real concern of giving away so much technology that they start building their own." 

That's what happened to Western and Japanese automakers, which made inroads in the Chinese market only to see their designs copied and technologies stolen. Already, China's vehicle manufacturers are venturing overseas, exporting 325,000 units last year - mostly low-priced trucks and buses to Asia, Africa and Latin America. 

"We're taking a bigger piece of the pie," said Yamilet Guevara, a sales manager for Cinascar Automotriz, which has opened 20 showrooms in Venezuela in the past 18 months, offering cars from six Chinese makers. "They ask by name now. It's no longer just the Chinese car. It's the Tiggo, the QQ." 

China's biggest car company, Chery Automobile Co., just announced a deal with the Chrysler Group to jointly produce and export cars to Western Europe and the United States within 2 1/2 years.

Given the speed of China's ascent, it's perhaps not surprising that China itself is trying to calm some of the fears. Its slogan for the Beijing Olympics: "Peacefully Rising China."
