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**MEDIA RELEASE **

Six Good Reasons to Buy Locally Grown Food Products

Edited from an article in Green Lodging News - February 26, 2007
By Glenn Hasek, Publisher

For hotel properties one of the criteria for being a green hotel is purchasing as many locally produced food products as possible. It could be a head of lettuce or a bottle of wine but locally made products provide significant advantages for the environment and the local community. Although there are times and locations when it is impossible to buy locally, Northern California and Northern Nevada generally have little problem.  Creative purchasing can minimize the property’s environmental impact and enhance the bottom line.

Things to consider: What percentage of the goods is bought from local vendors? If purchasing from a distributor, what percentage of what they supply is grown or produced within a few hours’ drive of the property? If buying meat from another continent, perhaps another look at purchasing practices is in order. Here are six good reasons to buy locally produced products.
1. Locally produced items require less fuel for transportation. Fewer greenhouse gases are generated. Most food, for example, travels 1,500 miles from farm to plate, while locally grown food typically travels 50 miles or less.
2. Locally grown food usually arrives in markets within 24 hours of being plucked from the vine or dug from the ground. So, it’s unusually fresh and tasty. Fresher foods also keep longer—reducing waste in the kitchen.
3. Because locally grown foods are so fresh, they are also more nutritious—a real plus for your guests.
4. When food items are bought direct from farmers or at local farmers’ markets, the farmers keep 80 to 90 cents of each dollar. When food is sold through middlemen and marketers, farmers often receive just 10 cents of each dollar spent.
5. When buying local, a greater portion of each dollar spent stays home to support the local economy. Tax dollars stay in the community.
6. Buying local provides a competitive edge for your food and beverage operations. You can market the fact that your menu ingredients are fresh and locally grown.

Analyze where the food comes from. Pull out a map and mark the locations. What you discover may surprise you. After you have gotten over the initial shock, take a serious look at what you can do to reduce the distance from point of food origin to your property. If you purchase in bulk from a distributor, include them in the process. Explain your concerns. If they want to keep your business, they will work with you to find new suppliers closer to where you are located.

If no local or regional grower is available, choose a locally owned distributor that can meet your needs. No matter where you get your food products, choose organic and Fair Trade items when possible. They have less environmental impact and tend to be produced responsibly. Be aware of the impact of your decision to cater to local or regional vendors. On occasions, developing nations that are 100 percent reliant on food exports can suffer from the disappearing business.

Purchasing can be a complex process but it most definitely is one area where your property can have a positive environmental and social impact. And, it is not just food that matters. Where you buy your mattresses or pillows also is important, as well as the construction materials that will be used for your new property or renovation.
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ABOUT
Meeting Professionals International (MPI), the world’s largest association MPISSN
for the $122.3 billion meetings and events industry, is committed to 

positioning meetings and events as a key strategic component of an organization's success. The Sacramento Sierra Nevada chapter of MPI, established in 1985 empowers over 230 members to increase their strategic value with education, professional development and business growth opportunities. For more information, visit www.mpissn.org. 
ABOUT MPI:  Meeting Professionals International is the association for the global meetings industry and is committed to delivering success for its 21,000 worldwide members by providing innovative professional development, generating industry awareness and creating business development opportunities. Founded in 1972, the Dallas-based organization delivers success through its 68 chapters and clubs in 20 countries around the world. For more information, visit www.mpiweb.org.
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