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Local Heroe

How hotels and restaurants put
local ingredients on the menu.

BY JEFF COLCHAMIRO

“Locally grown” has become
a buzz-phrase in the food
world. Whether consumers
are concerned about the
environment, their health or
ces, local is in.
vervbody’s doing local
wadays, but what's local?”
asks Clark Frasier, executive
chef of Summer Winter in
the Marriott in Burlington,
Mass. “Is that 100 miles, is
that within a one-day truck
drive, or does that mean the
United States?”

In Frasier’s case, local
means diners in his
restaurant can see some of
the food growing from their
tables. The restaurant has an
on-site greenhouse that
supplies about 20 percent of
its produce, and is hoping to
add an outdoor garden.

Of course you don't need a
greenhouse in vour restaurant

“Hotels are used to dealing in large
quantities... finding local purvey-
ors that can deal with that sort of
quantity is not that difficult.”

—CLARK FRASIER, EXECUTIVE CHEF,
SuMMER WINTER, BURLINGTON MARRIOTT
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to use local ingredients. But how do hotels go
about finding suppliers that can provide fresh
ingredients in the quantity they need? Farmers’
markets are a great place to start, but it's all
about building relationships with the purveyors.

“It’s not as complicated as it may seem,”
says Frasier. “Hotels are used to dealing in
large quantities, but especially for a restaurant
like Summer Winter, which is 130 to140 seats,
finding local purveyors that can deal with that
sort of quantity is not that difficult.”

Morgan Plant, regional director of food and
beverage for Joie de Vivre Hospitality, says
farms will grow items specifically for properties
once they've developed a relationship. “Our
chefs, when they're at a local farmers’ market
and find something theyv like, they'll do a little
research to find out who the purvevor is and
talk to them onc-on-one,” she says. “Then
they'll arrange for an in-hotel delivery.”

Frasier’s restaurant took a similar approach
when it opened, with chefs visiting farms and
identifving products they'd like to use. It may be
a change of pace for a hotel’s purchasing department, which is
used to buying large quantities from mass suppliers. “It was a
bit of a challenge, at first,” he admits, “but they quickly
worked it into the system. And other parts of the hotel started
using some of the products too. With a little bit of work,
especially between the chef and the purchaser in the hotel, we

were able to put it together pretty simply and ecasily.”

Clark says a good first step is to decide what you will buy
from big suppliers. “Fryer oil does not need to be locally
grown,” he says. “It would be nice, I suppose, but in the
scheme of things, some things are perfectly good for even the
highest caliber of restaurants [from big suppliers]. Then we
wanted to integrate those and say, we want cheeses as local as
we can get them, local purveyors for produce especially, and if
there are things like prosciutto and hams, let’s use those.”



DINERS ON THE PATIO OF THE GRANGE
RESTAURANT IN THE CITIZEN HOTEL IN
SACRAMENTO, CALIF,, ENJOY FOODS
PURCHASED FROM LOCAL GROWERS.

Hotel restaurants may have
an advan

independents in building these

relationships, says Frasier,
since the sellers will at least
see a brand name and
company they recognize.
“People say, ‘I know Marriott,
or Westin or whatever. | know

t paid. It may take
a while, but I'm gonna get
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paid.’ That’s important to a
plll‘\-"t",‘.},-'t'_ll‘," he savs. “So when a

chef says, ‘We've got this cool

new restaurant, we'd like to do
business with vou, can vou
produce X and X and X¥’
they're more likely to do it.
They'll drive in a couple of
times a week to bring it to you.
But it all starts with the
outreach of the chef.”
WHAT'S ON THE MENU?

The nature of local cuisine is

to serve what's in season—and

to make the t use of what'’s

available.
Joie de Vivre recently

opened the

in its Citizen Hotel in

Calif.,which, like

many of its restaurants,

Sacramento

focuses on locally grown
products. “Our staff has to be
pretty well trained,” savs

Plant, “because the menu can

change as fast as between

i e

lunch and dinner based on

ailability of what's seasonal

r and Plant agr
ing local” is more of a
or hotel and restau-

s creativity, which is
just one more reason the end
You don’t
ything yvou
want, and that is the big
challenge from working with
the more commercial
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