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Shades of ‘green’

When Jamie Moore began his career

with Eat'n Park Hospitality Group in
November 2000, he served as manager of
purchasing for its on-site brands division
(including Parkhurst Dining Services

for corporate and college accounts

and Cura Hospitality for senior dining).
Aiming to create innovative programs

that would separate his company from its
competitors, he developed FarmSource, a
purchasing program that specifies 20% of
food at all sites is purchased locally.

For the past year and a half, as director
of sourcing and sustainability, Moore has
found that everyone wants to go green.
“Will this economy negatively impact
sustainability efforts? Yes, and no;" he says.
“It's always been one of those areas where,
if you have a ‘green’ campus, they'll do it

“There are various 'shades of green, so
it's my job to find out what the client
means and put it into a game plan. Do
they want to compost food waste, or
just eliminate Styrofoam? FarmSource
is definitely something they can execute
with little or no extra cost, but it costs a
lot more for composting.”

Sustainable resources

* For online guides to sustainable

seafood choices, visit www.

montereybayaquarium.org/cr/

SeafoodWatch/web/

For Bon Appétit's carbon calculator
of the environmental impact of
personal food choices, visit www.
eatlowcarbon.org.

To learn about Eat'n Park
Hospitality Group’s EcoSteps
Toward Sustainability, visit www.
parkhurstdining.com/about_

sustainable.asp.

Reducing the footprint

Attaining a low carbon (or carbon neutral)
footprint is Moore's focus this year, and
EcoSteps Toward Sustainability is the
program devised to educate customers
about what that means to them.

“We can execute more easily when the
client is educated,’ Moore says. “Now I'm
looking at ways to reduce our carbon
outflow. Perhaps we'll need to reduce
the number of deliveries. We've recently
rolled out an outline of how to execute
green initiatives. We wrote them keeping
in mind that they need to be user-
friendly, visible to the customer and low
or no cost to the location’

Once a location executes at least one of
the seven initiatives, it receives a Green
Standard plague. But the manager must
fill out a questionnaire with appropriate
purchasing code numbers so that
answers can be verified. "We want to
make sure there's no ‘green washing,”
Moore says with a smile.

New York-based award-winning journalist
Karen Weisberg has covered the jssues
of the food-and-beverage world—both
commercial and noncommercial—for more

than 25 years.





