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I. Problem Statement

With St. Lucia’s primary industry changing to tourism, less of the dollar is staying in the local economy. ‘Buy Local’ efforts have potential to redirect dollars spent by the hotel industry that are going overseas while maintaining a solid tourism industry.

II. Goal

To investigate the problems facing ‘Buy Local’ and suggest strategies to address them.

III. Actions prior to the trip

We educated ourselves on the concept of ‘Buy Local’ by researching different campaigns, using online and written documents, occurring within the United States (see appendix for literature review). We also researched the ‘Buy Local’ efforts taken by both the Ministry of Commerce and the Manufacturers Association. Then we met with CDAE Department Chair, Jane Kolodinsky, at the University of Vermont to discuss possible survey questionnaires. With this information we compiled a 15 question survey oriented towards the hotel industry in St. Lucia (see appendix for survey).
IV. Actions taken in St. Lucia

   
When we first arrived in Soufriere we were able to set up two meetings with local Supermarkets; Eirline and Allains. Over the next several days we conducted interviews, using the guidelines of our survey, with the following hotels: the Jalousie Hilton, LaDera, The Hummingbird, The Windjammer, Club St. Lucia, and The Sandals Grande. We also spoke with Laurie Bernard who is the CEO of the St. Lucia Distillers LTD. and the president of the Manufacturers Association. We also visited several large producers; the Magic coconut processing plant in Soufriere and Christopher Cox’s plantation.
V. Contacts

Jalousie Hilton – Lucianus Smith. 

    Position: Purchasing Manager. 

    Phone: (758) 456 – 8038

    Email: lucianus.smith@hilton.com

LaDera – Charles Attin.



    Position: Purchasing Manager.



    Phone: (758) 459 – 7323



    Email: Ladera@candw.lc

Hummingbird – Joan Alexander-Stowe



    Position: Owner



    Phone: (758) 459 – 7232



    Email: Hbr@candw.lc

The Windjammer – Chef Babo



    Position: Head Chef



    Phone: 



    Email:


Club St. Lucia – 


    Position:



    Phone:



    Email:


Sandals Grande – Eustace Vitalis



    Position: Agricultural Officer



    Phone: (758) 455 – 2000



    Email: Evitalis@sgl.sandals.com

St. Lucia Distillers LTD – Laurie M. Barnard

    

    Position – Chairman & CEO



    Phone: (758) 451 – 4258



    Email: md@sludistillers.com

VI. Conclusions

After disseminating our survey results we were able to develop four categories of analysis, they were the following; Hotel Statistics/Policies, ‘Buy Local’ Awareness, Purchasing and Marketing Practices. In the hotels we surveyed, we discovered that the rooms ranged from 25 to 770 rooms (the largest being the three Sandals resorts combined). Restaurants within the hotels ranged from one to 14 (again the largest came from a combination of the three Sandals resorts). Some of the key facts we discovered were that the majority of guests dine at their respective hotel on any given night. We also found that the majority of hotels we surveyed offered an all-inclusive package and the participation rates varied from 10 – 100% (100% responses were from all-inclusive only hotels; Sandals and Club St. Lucia). Finally, we found that out of all the hotels we interviewed, there was only one locally owned (The Hummingbird).
Our survey looked to obtain the overall level of awareness of both the locals and the hotel industry. Our findings indicated that the contacts we spoke with were well informed of the ‘Buy Local’ campaign and understood the importance of it for St. Lucia. However, the contacts also felt that the local consumers were not well informed of the benefits of ‘buying local’ or of the current campaign by the Ministry. Our hotel contacts supported education for agricultural producers and food handlers on quality standards. Additionally they felt that educating consumers on the benefits of ‘Buy Local’ would help the campaign gain momentum.

We looked into the purchasing habits of each hotel to understand how they obtain their supplies. We were rather shocked to find that there were no contracts with agricultural suppliers. We also assumed that there were no contracts with manufactured products (unless there was a hotel-wide initiative to standardize a certain product). One of our most important findings was to recognize the barriers to hotels ‘buying local.’ We found the three most significant barriers were; Quality, Consistency and Reliability. Additionally, we found that Availability, Organizational & Relationship Issues and the Standardization of Branded Hotels were all contributing factors. 

Our survey was also structured to delve into the marketing practices of the hotel industries. We found that no local items were labeled on hotel menus. Also, the expectations of guests greatly influenced the hotels purchasing patterns (i.e. guests often wanted familiar food, not native to the island and therefore the hotels had to purchase accordingly). Hotels, in fact, did encourage guest excursions although the tours were all privately owned by a foreign country. Finally, we visited the gift shops at each hotel and found that only a small percentage of items in the gift shops were locally made.

VII. Recommendations
We recommend that future projects continue to develop a stronger link between the agriculture and hotel industries through:

· Education

· Increasing ‘Buy Local’ Resources

· Small Business Advisory Group
· Farmers Catalog/Database

· Revisiting ‘Buy Local’ seal idea

· Analysis of unmet hotel demand

· Standardizing hotel payment periods to farmers

· Using Seminars to improve hotel/farmer relations

We strongly recommend that future ‘Buy Local’ groups contact a representative from the ministry of agriculture to gain a better perspective/understanding of the relationship between the hotels and the farmers. We feel that the most important contact that we met was Eustace Vitalis, the Agricultural Officer for the Sandals Grande Resort. He would be a great starting point for developing a farmer’s catalog/database and seminars working to improve hotel/farmer relationships. Using these contacts will help increase communication among the Ministries whose interests include ‘Buy Local.’
VII. Appendix

Literature Review
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SHOW OUR NATIONAL PRIDE – BUY LOCAL
With all its cognate expressions and idiomatic interpretation, the cord commerce refers to interstate trade. The contact between producers, suppliers, retailers and consumers within and between states. In our own situation, this would embrace trade in the national context and would exclude activities such as exports and imports (regional and international trade).

The re-designation of the portfolios of Trade and Industry to Commerce, International Financial Services and Consumer Affairs (International Trade assigned to Foreign Affairs) has brought with it a number of new and dynamic initiatives. One of these initiatives is the Buy Local campaign, which was launched by the Ministry of Commerce, International Financial Services and Consumer Affairs on November 25, 1998.

This campaign was initiated with a view to reversing the disturbing Balance of Trade deficit that continued to widen during the period 1993 – 1997.

The Ministry saw the need to put measures in place to curb this trend and in the process help government achieve its broad macro-economic goals of stimulating growth in the national economy.

During the period 1993 – 1997 St. Lucia experienced a negative balance of trade, coupled with declining exports to Caricom and extra-regional countries. This further compounded the problem of the withdrawal from the circular flow of income and wealth and exerted pressure on the foreign reserve.

It is hoped that the Buy Local campaign will in more than one create the opportunity for local products and services to penetrate other market segments in the domestic market and help producers increase their market share. This will enable local producers to become competitive in the wake of intensified competition brought about by the harsh realities of Trade Liberalization and globalization.

Local products and services should be seen as a better option to products and services from intra regional sources.

To this end, the Ministry has developed a strategic plan which should sustain this campaign over the medium to long term period, has been developed to provide direction, and the Ministry’s soon to be launched Buy Local Product Village, will be established in the west coast village of Anse-la-Raye to lend support to the buy local and Made in St. Lucia campaign.

There are a number of benefits that will accrue from this campaign to the national economy. These include:

· The increase in usage of locally produced goods and services which in turn should trigger an increase in demand along with a fall in unemployment levels 

· The reduction in the Balance of Trade deficit by promoting grater consumption of local goods and services. 

· Reducing the outflow of resources in the payment of foreign goods and services; a situation which has left the country with high import bill. Part of this savings can be re-directed to expand local operations, to improve efficiency and to increase the country’s potential output. 



The Ministry hopes to emulate the Buy Local campaigns like those initiated in Malaysia, South Korea and Thailand to stimulate growth in domestic commerce and to foster sustainable practices in production and consumption.




BUY LOCAL CAMPAIGN - SYNOPSIS

The overall objective of the Buy Local campaign is to enhance and promote domestic trade while specifically it is aimed at generating greater awareness among the consuming public of the quality and diversity of products being produced in St. Lucia, providing consumers the opportunity to interface directly with local producers, assisting producers in improving efficiency and enhancing the quality of their product range, shifting consumer tastes and preferences from foreign to local and assisting local producers in satisfying the demands of the market place.

The Buy Local Campaign is being mounted against the backdrop of the significant stride and concerted effort being made by local producers in enhancing the quality of goods being produced here. Local producers are beginning to understand and appreciate the need to become competitive as trade barriers continue to dismantle thus giving consumers wider and wider choices. The pressures of trade liberalization are slowly but surely crating changes in the way that producers, manufacturers and business persons on the whole conduct business. The age of protection is steadily moving into the annals of history as the age of competition takes centre stage.

The survival of local producers and manufacturers in this dynamic competitive environment rests, to a large extent, on the support of the local consuming public. Much can be achieved through this marriage of interest between producers and consumers wherein the consumer is satisfied with the input of the producer and is, therefore willing to buy it.

Consumer confidence has to be attained and sustained. This means that producers cannot expect to remain loyal to them if their product is of good quality today but terrible tomorrow. Producers must for all practical purposes, strive to maintain a given level of consistency in quality if thy are to retain or improve on their market share. Consumer loyalty can only be guaranteed through consumer satisfaction. This is critical and necessary condition in any interaction between producers and consumers. Undoubtedly the success of the Buy Local Campaign will manifest itself in:-

· increase in demand for local products; 

· expansion of local industries; 

· decline in outflow of foreign exchange and a drop in our import bill 

· overall, a much healthier economy. 




BUY LOCAL

Buying local is of itself a culture which seeks to inculcate national pride and fulfillment in our undertakings as a nation. Apart from the economic synergies of import substitution, balance of payments reduction and domestic employment which buying locally produced goods as opposed to imported ones tend to promote, there are the personal sentiments of contribution; belonging and achievement which every entrepreneur must experience at the launching of a quality product with full marketable potential.

Too often however, consumers forget the need for our fledgling enterprises to thrive in order to provide economic stability through output, and employment through expanding capacity so that the country can experience real growth. They allow themselves to be lured to glib advertisements with catch phrases towards imported commodities, most times comparative to their locally produced counterparts. The opportunity to stern the outflow of scarce foreign exchange resources is lost and another local enterprise must wait until competing stocks are exhausted to have their day.

Retail outlets need to be profitable to survive, therefore items with a proven track record tend to be more visible on their shelves. No one can fault them for self preservation. However, taking a broader view towards the sustenance of long-term profitability, the success of local industry leads to expansion, expansion creates new jobs, new jobs fuel consumerism and consumerism drives the ringing tills at supermarkets and stores.

Notwithstanding, consumers ought not to be saddled with a host of inferior products, unattractively presented, poor shelf life and exorbitantly priced in the name of local industry. Manufacturers must be prepared to travel beyond the narrow confines of ideas and produce quality. To this end, they need to become conversant with every aspect of the competition; why are competitors doing better? Why do locally produced products get low?

Visibility on shelves are retail outlets; do they need to improve product knowledge; revise recipes; presentation and promotion? The timeliness of delivery is hinged to capacity to produce. Always give purchasers a realistic time frame by which orders will be delivered, no maybes, buts, with or froms.

Plagued with chronic cash flow problems, small manufacturers need to avail themselves of the various training programmes organized by the Ministry of Commerce, International Services and Consumer Affairs from time to time as there are facilities in place to assist them. They should become conversant with the various local schemes available at local banks and other institutions and must be in a position to choose the plan that ties in with the nature of their operations.

Government has embarked on a diversification programme and its success depends on the creation of linkages between the various sectors of the economy. Think of a farmer producing peppers for a manufacturer who converts these peppers into pepper sauce and sells wholesale to the hotel industry ad shops, catering to the tourist trade. Here we have achieved linkages between agriculture - the primary producers, manufacturing - the secondary producers, and tourism - the consumer. We must as a matter of priority utilize our indigenous resources as the base material for our several value added commodities; guava for jellies and jams, bananas for puree and ketchup, citrus for juices and marmalades. For many years we have been re-importing raw materials we exported, in several forms and fashions. From cocoa to chocolate and copra to coconut chips and margarine.

To this end, it is worthy to note, the changes taking place at Copra Manufacturers Limited where, out of sheer necessity alluded to the changing fortunes of copra on the world market, they have ventured into a variety of by products with coconut as the source, and have gained a fair measure of success.

Globalization and its antecedent the global village, need not to be feared, if with our ingenuity we can harness the resources nature has placed at our disposal and convert them into useful saleable assets.

Our economic survival hinges on a rethinking process, or mind cleansing exercise geared towards an understanding and appreciation of "“THINGS LOCAL". We possess the skill and capacity to produce items of the highest quality; what then with hold us from doing so? We have the outlets, the people, the goods, all that is required is confidence from all stakeholders and integrity of purpose. Through promotion, sampling, reason and judgment this economic diversification programme can be transformed into a successful journey toward self-sufficiency, if every player plays his part.





	
	


Appalachian Sustainable Agriculture Project - www.asapconnections.org 
10 Reasons to Buy Local Food

1.Locally grown food tastes better - Food grown in your own community was probably picked within the past day or two. It's crisp, sweet and loaded with flavor. Several studies have shown that the average distance food travels from farm to plate is 1,500 miles. In a week-long (or more) delay from harvest to dinner table, sugars turn to starches, plant cells shrink, and produce loses its vitality. 
2.Local produce is better for you - A recent study showed that fresh produce loses nutrients quickly. Food that is frozen or canned soon after harvest is actually more nutritious than some "fresh" produce that has been on the truck or supermarket shelf for a week
3. Local food preserves genetic diversity - In the modern industrial agricultural system, varieties are chosen for their ability to ripen simultaneously and withstand harvesting equipment; for a tough skin that can survive packing and shipping; and for an ability to have a long shelf life in the store. Only a handful of hybrid varieties of each fruit and vegetable meet those rigorous demands, so there is little genetic diversity in the plants grown. Local farms, in contrast, grow a huge number of varieties to provide a long season of harvest, an array of eye-catching colors, and the best flavors. Many varieties are heirlooms, passed down from generation to generation, because they taste good. These old varieties contain genetic material from hundreds or even thousands of years of human selection; they may someday provide the genes needed to create varieties that will thrive in a changing climate. 
4. Local food is GMO-free - Although biotechnology companies have been trying to commercialize genetically modified fruits and vegetables, they are currently licensing them only to large factory-style farms. Local farmers don't have access to genetically modified seed, and most of them wouldn't use it even if they could. A June 2001 survey by ABC News showed that 93% of Americans want labels on genetically modified food - most so that they can avoid it. If you are opposed to eating bioengineered food, you can rest assured that locally grown produce was bred as nature intended. 
5. Local food supports local farm families - With fewer than 1 million Americans now claiming farming as their primary occupation, farmers are a vanishing breed. And no wonder - commodity prices are at historic lows, often below the cost of production. The farmer now gets less than 10 cents of the retail food dollar. Local farmers who sell direct to consumers cut out the middleman and get full retail price for their food - which means farm families can afford to stay on the farm, doing the work they love. 
6. Local food builds community - When you buy direct from the farmer, you are re-establishing a time-honored connection. Knowing the farmers gives you insight into the seasons, the weather, and the miracle of raising food. In many cases, it gives you access to a farm where your children and grandchildren can go to learn about nature and agriculture. Relationships built on understanding and trust can thrive. 
7.Local food preserves open space - As the value of direct-marketed fruits and vegetables increases, selling farmland for development becomes less likely. You have probably enjoyed driving out into the country and appreciated the lush fields of crops, the meadows full of wildflowers, the picturesque red barns. That landscape will survive only as long as farms are financially viable. When you buy locally grown food, you are doing something proactive about preserving the agricultural landscape. 
8. Local food keeps your taxes in check - Farms contribute more in taxes than they require in services, whereas suburban development costs more than it generates in taxes, according to several studies. On average, for every $1 in revenue raised by residential development, governments must spend $1.17 on services, thus requiring higher taxes of all taxpayers. For each dollar of revenue raised by farm, forest, or open space, governments spend 34 cents on services. 
9. Local food supports a clean environment and benefits wildlife - A well-managed family farm is a place where the resources of fertile soil and clean water are valued. Good stewards of the land grow cover crops to prevent erosion and replace nutrients used by their crops. Cover crops also capture carbon emissions and help combat global warming. According to some estimates, farmers who practice conservation tillage could sequester 12-14% of the carbon emitted by vehicles and industry. In addition, the patchwork of fields, meadows, woods, ponds and buildings - is the perfect environment for many beloved species of wildlife.
10. Local food is about the future - By supporting local farmers today, you can help ensure that there will be farms in your community tomorrow, and that future generations will have access to nourishing, flavorful, and abundant food.  Adapted from ©2001 Growing for Market 
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"Buy Local" Trend Growing in US
The Christian Science Monitor
from the May 14, 2003 edition -
http://www.csmonitor.com/2003/0514/p14s03-lifo.html
In search of the ripe stuff
Supermarkets today are stocked with choices galore. But some shoppers are
questioning dependence on produce from far away.

By Jennifer Wolcott | Staff writer of The Christian Science Monitor

Your grocer posts "locally grown" labels beside bins of potatoes. A city
bistro credits suburban farmers for the beets, radishes, and baby leeks on
its menu. And a farmers' market has set up shop in your neighborhood.

Welcome to the "buy local" movement, about which word is spreading faster
than a patch of mint in a kitchen garden.

The informal movement has sprouted in the past five years in response to a
food supply that has become increasingly global and sprawling. It's now
possible for supermarkets to stock almost any food from anywhere at any
time.

While many see this explosion of choices at the grocery store as a good
thing, others are concerned about this "global vending machine," as Brian
Halweil of Worldwatch Institute calls it. They worry about its impact on
local economies, the environment, the distinctiveness of regional cuisines,
the face-to-face connection between farmers and consumers, and especially,
the flavor of food.

Of course, shoppers generally snap up whatever appeals to them, no matter
where it's from. But champions of the "buy local" cause, many of whom are
passionate about good, wholesome food, say not so fast. They insist that the
taste of fresh, locally grown carrots, for example, is far superior to
carrots that have been hauled from another coast or continent.

Or as Molly Stevens, a food writer from Vermont, puts it: "There's a tragic
loss of quality when fresh food travels halfway around the world."

And travel it does. Within the US, "fresh" food is typically hauled an
average of 1,500 to 2,500 miles from farm to table, 25 percent farther than
in 1980.

Romaine lettuce typically travels 2,055 miles from farm to store. The figure
is 1,788 miles for celery, and 1,675 miles for onions. Tomatoes are grown
1,369 miles from where they're sold at a retail market.

The produce that travels farthest, according to a study by the Leopold
Center for Sustainable Agriculture, is grapes. The study found that grapes
log an average of 2,143 miles from vineyards in California to markets in
Chicago.

It takes a week for US-grown food to travel from a field on one coast to a
store on the other.

According to Kevin Higgins, a buyer for Bread & Circus stores in New
England, food imported into the US - grapes from Chile or cucumbers from
Mexico, for instance - takes one to two weeks to travel, including time for
USDA inspections.

At the end of the journey, the produce may sit on the shelf for several days
before being purchased.

Counting the costs 
Hauling strawberries across the country costs $5,000 to $6,000 for a truck
carrying 1,200 boxes of strawberries.

The cost to the environment, including fossil fuels and the carbon-dioxide
emissions that result from burning them, is harder to quantify.

However, the Leopold Center compared what it takes to haul food from other
states into Iowa via large semitrailer trucks versus what it takes to haul
food within the state in small light trucks. It found that growing and
transporting just 10 percent more food within Iowa would result in an annual
fuel savings ranging from 294,000 to 348,000 gallons and yearly emissions
reductions ranging from 7 million to 7.9 million pounds.

Shoppers in other states might also see similar or greater savings if they
waited until peak season for strawberries in their areas, for instance,
instead of gobbling up the California berries that arrive in early spring.

The decision to buy local is not only about pleasing the palate or
contributing to a cleaner environment. There are also more basic issues,
such as the vulnerability of the food system.

According to Mr. Halweil of Worldwatch Institute, many US cities have a
limited supply of food on hand. "That makes those cities highly vulnerable
to anything that suddenly restricts transportation, such as oil shortages or
acts of terrorism," he writes in his book "Home Grown."

Food writer Deborah Madison, whose latest cookbook "Local Flavors: Cooking
and Eating From America's Farmers' Markets" just won a prestigious James
Beard Award, cites other reasons for buying local foods: This choice puts
dollars directly into the local economy, she says. It also supports
endangered family farms, helps to preserve the beauty of the natural
landscape, and allows consumers to have a direct connection with growers.

Such face-to-face contact, she says, is key. It allows the consumer to ask
questions - for instance, about a farmers' philosophy, whether pesticides
were used and to what extent, or if cows were given growth hormones and
antibiotics.

Madison is encouraged by progress made in recent years, which she says is
evident by the growth in farmers' markets. According to the USDA, there were
1,755 in 1994, when the USDA began tracking them. In 2002 they numbered
3,137.

The definition of local is one that many food professionals wrestle with,
especially given the differences in climate from region to region. But some
say the ideal is to eat food raised no farther than a 50-mile radius from
where it's purchased.

A backyard kitchen garden is the ultimate source; nearby farms, ranches, and
farmers' markets take a close second; and stores such as Whole Foods, which
sell as much local food as possible, are next.

Others have a more amorphous idea about what's local. Mark Lattanzi,
campaign director of Community Involved in Sustaining Agriculture in western
Massachusetts, cautions against a definition that's too rigid. "Eating local
is really about appealing to [people's] sense of place, to their senses, and
what excites them."

Nutritionist Joan Dye Gussow says that local should be "within a day's
leisurely drive of our homes."

Stevens says, "Local is about knowing the farmer you are buying food from,
or recognizing the name of the farm as a place you can locate and that you
can see or visit."

In her agriculturally rich state of Vermont, Stevens can easily make these
connections. And they aren't limited to those who grow the asparagus she
eats.

"People think locally grown is all about produce," says another Vermonter,
Robin Schempp, a restaurant owner and food consultant. But it's more than
that.

"In Vermont," she says, "we always have something going on. We just finished
[maple] sugaring season, it's now lamb season, and we are a dairy state, so
we always have great cheeses."

Ms. Schempp is also a board member of Vermont Fresh Network (VFN), an
organization that connects farmers to chefs, who commit to buying only food
raised on local farms. It was founded in 1996 by the New England Culinary
Institute and the Vermont Department of Agriculture and has become a model
program for other US states.

Economics of farming
An arrangement like VFN's provides an economic boost to farmers, who, many
sources say, make only 9 cents out of every dollar spent on their crops.

Farmers' markets, which are popping up all over the US, allow growers a
direct-marketing opportunity. A study done by the USDA in 2000 showed that
35 percent of farmers' markets make less than $1,000 per market day; 20
percent make more than $10,000 per year, and 1 percent makes more than
$50,000 annually.

Another way growers are attracting business is by becoming what's called a
CSA farm. Community Supported Agriculture is a program hosted by farms that
invite members to buy a weekly "share" of food (typically about $500)
produced during the growing season. Some CSAs ask that members work on the
farm for a handful of hours, picking beans or ears of corn, for instance.

The CSA concept originated in Japan 30 years ago. There, it is called
teikei, which translates to "putting the farmers' face on food." The first
CSA in the US started in 1985, and today there are more than 1,000 CSAs
across the US and Canada.

A CSA allows consumers access to farm-fresh products at lower than retail
prices, and farmers gain a reliable market.

A CSA might be the least expensive way to eat locally grown food. But it's
difficult to say if local food is generally more expensive, as the cost of
food varies from region to region and market to market. Still, advocates of
the "buy local" concept insist any extra expense is worth it.

"It's a known fact that the quality is better," says Nichole Holley of the
USDA. "No one will dispute that."

The longer shelf life of local food is also worth considering in the cost
equation.

"It might last a week in the fridge, whereas one that has traveled might
last only two days since it has aged," says Hugh Joseph, who is with the
Agriculture, Food, and Environment Program at Tufts University.

But Mr. Joseph also says that the quality of trucked produce has come a long
way, and its quality can give locally grown food some "stiff competition."

In winter, that competition is nil in some parts of the US.

"Eating [locally] is not for everyone," says John Lee, general manager at
Allandale Farm in Brookline, Mass. "During the winter, you choose quality
where you can find it. If it's local, that's great. But we're not all going
to eat stored carrots and parsnips."

Still, during peak growing season, Mr. Lee says, it just makes sense to seek
out fresh local fruits and vegetables. Thankfully, for him, many Bostonians
agree.

At his 30-acre farm a short drive from downtown Boston, business has been
especially brisk in recent years - evidence, he says, of the increasing
trend toward buying locally.

"The global [political] condition has contributed to people staying home
more," Lee adds. "At the same time, they are more aware of the quality of
their food, and they are eating better."

"I will put my beans up against those that have traveled," he says. "Anyone
who tries them will see for themselves which has more flavor."

Not for everyone 
Some people still wouldn't be convinced. They would rather not wait until
summer for green beans - or any other food for that matter - and they don't
see why they should if these foods are always available and affordable.

Other consumers might want to pass up only one or two ingredients, waiting,
for instance, until August, when they can get heirloom tomatoes that have
been ripened on a nearby vine, picked just minutes earlier, and are bursting
with flavor.

Still others might try shopping at farmers' markets (see
www.foodroutes.org/localfood). Or, if they are really committed to the
concept, they can join a CSA. (See www.csacenter.org/statesfr.htm.)

Either way, proponents of this burgeoning movement would urge consumers to
realize their potential to make a difference - not only on their plates, but
also on their planet.

Eating locally in New England
I had good intentions. For two weeks in early April, I would eat only foods
that were raised as close to my home as possible. But there was one small
glitch: I live just outside Boston. April is not typically a month of
abundant harvest here, but this year, it was colder and bleaker than ever.

The fresh produce section at my local supermarket was chock-full of foods
hauled from long distances: rhubarb from the Netherlands, mangoes from South
Africa, and grape tomatoes from Chile. When I asked the produce manager if
he had anything that was grown in New England, he stared at me blankly. Then
his face lit up and he led me to the "Boston lettuce." Alas, the small print
on the cellophane wrapping revealed those heads were actually grown 3,000
miles away in - where else? - California.

I headed to a store that sells organic foods, many of which are cultivated
on New England farms and, during the winter, in greenhouses.

There, I resisted buying the precut pineapple chunks from Costa Rica,
bananas from the Dominican Republic, and garlic from Florida - all foods I
might have scooped up without a second thought had it not been for my
experiment in eating locally. As I glanced at the sugar snap peas, mesclun
greens, and nearly fist-sized strawberries, all from California, I grew
increasingly envious of my colleague in Los Angeles, who had also set out to
eat only local foods for a week.

Just then a round, red sticker caught my eye. It shouted "locally grown"
from a few bins in the produce section. But a closer look showed that it
marked beets and parsnips from Vermont, Macintosh apples from upstate New
York, and shiitake mushrooms from - aha! - Massachusetts. I bought some of
each, realizing that a New Englander's definition of local in early April
had to be more liberal than in July or August. And certainly more liberal
than a Californian's.

Buying local seafood, cheese, and meat proved to be a simpler task. At the
seafood counter, I bought fresh cod that had been swimming in waters off the
Massachusetts coast the night before. I also put a wedge of Great Blue Hill
cheese into my cart. It's an outstanding raw-milk blue cheese from a family
farm in Marion, Mass., 50 miles south of Boston.

The next day, I visited an organic livestock farm just five miles from my
front door. I bought ground lamb and that night made grilled lamb burgers,
sautéed shiitake mushrooms, and a beet salad.

But the experiment quickly grew old. Certain foods, such as berries or
tomatoes, I seldom buy out of season. But I wasn't used to such a limited
diet. When Kevin Higgins, a buyer for Bread & Circus markets in the
Northeast, told me that to undertake such an experiment during early spring
in Massachusetts would only leave one "really bored and really hungry," I
felt like less of a failure.

I didn't make it to the finish line, but I learned a few things - to pay
more attention to the source of my food, to study labels, to ask lots of
questions, and to think more deeply about why all of this matters.

And just last week, I signed up for a CSA in my hometown, a Community
Supported Agricultural farm, that will supply my family with an abundance of
truly farm-fresh berries, herbs, vegetables, and flowers all summer long.

Fauquier Board Pushes 'Buy Local' Campaign

By Lila Arzua

Washington Post Staff Writer
Sunday, October 17, 2004; Page LZ03 
The Fauquier County Board of Supervisors wants residents to "buy local" -- and have nearby businesses make that possible. 

"I'm tired of going to Manassas," Supervisor William G. "Bill" Downey IV (R-Scott) said at a board work session Thursday. "We need to encourage these businesses to come to our county so our residents will have their goods and services right here." 

During a retreat in February, the board identified the creation of a countywide buy local campaign as a priority. The board has been examining about one priority a month since. 

Board Vice Chairman Raymond E. Graham (R-Cedar Run) said Fauquier residents face a "supply gap" of items they would like to buy but aren't available locally. He also cited a lack of restaurants and such stores as Home Depot. With a campaign to encourage the buy local concept, Graham said, "we will have businesses that stay in business." 

In addition, those stores would create jobs for people who would stay in the county all day, buying lunch and making other purchases. "It perpetuates itself," he said. 

Talmage Reeves, Fauquier's director of economic development, presented a marketing plan Thursday to encourage residents to buy locally. The plan involves newspaper ads, notices on the county's Web site and coordinated efforts with the county procurement office and the Warrenton-Fauquier County Chamber of Commerce. 

"If you have a solid retail tax base, that helps your overall economy remain stable," said Reeves, who plans to submit costs for the marketing campaign by next month and hopes the buy local campaign could begin early next year. 

Reeves said buying goods and services within Fauquier helps the county by attracting more businesses, creating jobs and directing more sales tax revenue to the county's coffers. The county gets back one cent of Virginia's 5 percent sales tax for items bought within its borders. 

"It doesn't matter if it's an office supply store or a homegrown veterinary clinic, the more businesses that we retain here, the more people who live here are able to work here," Reeves said in an interview before the meeting. 

Reeves cited the Staples office supply store, one of several retail businesses to open in Warrenton recently, as a success story of residents patronizing a local business. The store has done so well since it opened Sept. 18 that it plans this week to open one hour earlier and close one hour later Monday through Friday, extend weekend hours and consider hiring more employees. 

Brian Curry, the store's general manager, said that by staying open 12 more hours a week, he hoped to attract local residents who commute elsewhere and can't make it back to Fauquier in time to shop under the old schedule. 

The chamber of commerce, which represents more than 575 Fauquier businesses, has promoted local businesses through its "Think Fauquier First" program since 1994. That program operates mostly through bumper stickers and word of mouth among chamber members, said President Karen Henderson, who spoke in favor of the county's initiative Thursday. 

"The more our coffers are filled, the happier our quality of life is," she said. 

The county's goal, Henderson said, should be to avoid the "importing" of goods and services. "If we're paying their [other counties'] taxes, for their schools and roads, what good have we done here?" she asked the board. 

Susan Monaco, Fauquier's procurement supervisor, said the county government could still buy local within the confines of Virginia law that limits preferential treatment to locally based businesses. She outlined exceptions to the policy, such as when local and outside companies submit equal bids and when purchasing used cars, whose prices are difficult to compare, for county building inspectors and the maintenance department. The county government now seeks competitive bids on any purchase of more than $2,000. Monaco said that raising that to $5,000 would give the county more flexibility in dealing with local businesses. 

In the last fiscal year, which ended in June, Fauquier County issued 8,500 purchase orders for $79.6 million worth of goods and services, including school construction. Local bids would still have to be competitive with outside ones for the county to benefit from a buy local program, Monaco said after the meeting. "You need to spend the tax dollars as prudently as possible," she said. 

Graham said he would like to see a 20 percent increase in the amount the county purchases from local vendors by next year. He said he hoped to see overall sales within the county increase as well. 

Reeves said the economic development office would hold a workshop in the spring for local businesses on how to bid for county contracts. "Whatever the county needs to buy, we want to make sure our local businesses are aware and can put proposals and bids in for them," he said. 

Review:


Robert Arabian
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After reading several articles on “Buy Local” campaigns I have come to get a clearer understanding of what the initiatives are currently accomplishing and where they hope to lead to. All of the articles have focused mainly on agricultural issues in supporting local farmers by purchasing local produce from the grocery store or in the best case scenario at a local farmers market or the farm itself. I have also noticed some disparity in what buying locally means to people and organizations. Some view buying locally as supporting local business as to keep dollars local including tax dollars. This is regardless of what the establishment is selling and whether or not it is a locally run private business or a locally managed national chain. The main points that are clear throughout all of the articles include the benefits of buying locally on the local economy, the higher quality of local produce, slightly higher price of local products, and regional implications of being a buy local consumer.

The first article was directly about buy local campaigns in St. Lucia. It was beneficial to see that there is a demand for buy local on the island and that steps have been taken to start the initiative. It gave a good example of linking farmers to the hotel and tourism industry through an intermediary. In this case it was a pepper farmer who contracted with a local pepper sauce manufacturer. The manufacturer contracted with the hotels and sold the product to the kitchens and shops in the hotel as a local product. This went along with some of the ideas we discussed in class and proves that the link can be made.

The second article is a good resource for marketing locally grown food. It gives ten strong reasons why locally grown food is better and supports the reasons with factual information. The information in this article would be good to help us put together the informational brochures for buy local in St. Lucia.

The third article gives good insight to both sides of buy local. It support the general idea but also points out some the problems with sustaining yourself completely on local products from a consumers point of view. The author performs and experiment in the Boston area to see how living a local diet affected here purchasing behavior. The article can certainly help us address some of the problems with buying locally giving us direction to help solve those problems.

The last article is about a buy local movement in Virginia and how the town has gone about promoting and supporting buy local. It gives some insight on buying local products other than food and also considers buying from business located in the town who do not sell local products as buying locally. I thought the article was useful to see some disparities in what buying local means and how we want to define it for our project.

Keith Shapiro

CDAE 195

Professor Ashman/Farley

Due: 10/27/04

Literature Review

Show Our National Pride – Buy Local


St. Lucia experienced a period of negative balance of trade lasting from 1993 to 1997. It is hoped that the Buy Local campaign will help producers to increase their market share within the domestic market. This will help producers become more competitive/effective in the stronger competition of globalization. A Buy Local Village will be established in Anse-la-Raye to lend support to the campaign. Many benefits will result from the forming of this village. The success of the Buy Local campaign will be determined by; increase in demand for local products, expansion of local industries; decline in foreign exchange/import and a healthier economy. Buy Local not only supports the local economy but it is also a sense of national pride. With tourism and huge hotels ruling the island, small enterprises are easily forgotten. These local products must be quality products that add the flavor of the island to them. This can be a successful campaign if proper promotion, sampling reason and judgment takes place.

Community Involved in Sustaining Agriculture


Western Massachusetts farmers have supported sustainable agriculture and a buy local campaign for a long period of time. They are now using compelling and persuasive marketing messages through the use of the “farmer’s face.” It’s called the Local Hero Campaign and it targets small farmers and the impact they’ve had with their sustainable agricultural efforts. Through CISA, the campaign utilizes many different methods to reach consumers such as local paper ads and radio station broadcasting. Their goal is to create greater local consumer demand and create more profitability for local farmers. To date, they’ve made great strides in increasing the purchase of locally grown food. CISA also works with other groups across the country and has written a how-to manual on starting and running buy local campaigns. 

Why is Buying Local Important?


Buying local food strengthens your regional economy and it provides high-quality fresh foods. Buy local fosters community growth by bringing local farmers in farmers markets and promoting organization and cooperation toward common goals. It also helps you connect with your food producer concerning the safety and nutrition of your foods. Most importantly, buy local preserves the natural environment. It protects against development and saves the ecosystem. Finally, buy local reduces dependence on imports and helps an economy become more independent.

Buying local simply means to buy food and other goods that are grown, produced or raised as close to home as possible.  Buying local food is extremely important for numerous different reasons.  Locally produced food is high in nutrients making it very nutritious, and therefore is much healthier than imported foods.  It also helps to protect your health and the environment because local foods are not grown with pesticides, chemical fertilizers, antibiotics, or growth hormones.  Air pollution is reduced because the food does not have to be transported from far away which burns fossil fuels.  Wasteful packaging is also reduced because local food does not require the same amount of packaging that food being shipped does.  In addition, buying local food helps family farmers to stay in business, preserves local farmland and helps to support the local economy.  When money is spent in the community it re-circulates within the community benefiting local retailers, farmers, and residents of the community.


Saint Lucia imports the majority of its food due to its lack of agricultural production.  Food retail outlets purchase approximately 2/3 of all of the food imports.  These outlets are very competitive and include two major grocery stores that have sixteen chains, thirty smaller grocery stores, eighty "mom 'n' pop" stores and twenty gas marts.  Tourism in Saint Lucia attracts a need for $80 million worth of food and Ag imports annually.  The United States provides nearly 40 percent of all imports to the island, most of which come from Miami and are shipped weekly.  The importers on St. Lucia are often distributors and wholesalers and serve hotels, restaurants, institutions and retail sectors. However, in some cases, the larger supermarkets, hotels, and restaurants directly import it does actually require food companies to purchase twenty percent of their poultry and pork locally before purchasing it from anywhere else. In addition to help the local market some hotels and resorts, source their food products from local importers.
Buy Local. (n.d.).  Retrieved October 25, 2004, from the Sustainable Table web site:

http://www.sustainabletable.org/issues/buylocal/ 

Davila, I. (2003, October).  Tourism Drives Agricultural Import Demand in St. Lucia.  Ag Exporter, 15, 8-9.  Retrieved October 25, 2004, from 

http://www.fas.usda.gov/info/agexporter/2003/October/pgs%208%20-%209.pdf

Survey
1. Are you familiar with the concept of ‘Buy Local’?

2. Are you aware that the St. Lucian government is currently promoting a ‘Buy Local’ campaign?
3. What is your personal philosophy on ‘Buy Local’ and how does that align with the hotels philosophy?
4. Do you find that there is really much demand from tourists to explote the island?
5. Do you think increasing awareness would create demand?
6. What is your buying policy?
· Food

· Toiletries

· Furniture

· How much?

· How often?

· Job description

       7.  Do you have any existing contracts with suppliers and what are the logistics of                
those agreements?

       8.  What is the biggest barrier to actively buying local products?
       9.  What incentives do you have purchasing local products verse imported products?

      10.  Who is your target market? What is your marketing strategy and is ‘Buy Local’ a    
  part of it?

      11.  For ecotourism like the rainforest walks or the volcano, do you contract our or 
provide your own services?

      12.  Do you make recommendations for tourists to explore the surrounding areas?

      13.  What is the capacity of your hotel? How many restaurants do have in your hotel? 
What percentage of your guests choose to eat at these restaurants? 


      14.  If you could partner with a local farmer to produce one local menu item a week, 
how willing would you be to do that?

      15.  Do you offer all-inclusive packages and could explain how that works? If yes, 
what percentage of guests here choose the all-inclusive package?

      16.  There are several hotels on the island who market the idea of “locally grown 
food” and its rather appealing to many tourists, do you feel that the there is direct 
competition with the resorts or do you think that you are in an entirely different 
market?

     17.  Does your gift shop sell local products?

     18. Is the hotel St. Lucian or internationally owned?
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