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Perhaps we should have known that we would be overwhelmed one month ago, when we sent
an e-mail to a few hundred readers, advertisers and other supporters of Edible asking for Supply
and Demand stories. This new back-page feature tells the story of a chef and the farmer, fisher,
or food maker that chef depends on, collaborates with, and ultimately loves.

Everyone seemed to have a captivating story. There was the private chef on the South Fork
who starts her weekly scavenger hunt for fresh ingredients at Cavaniola’s Gourmet in Sag Harbor
and continues to assorted farm stands and seafood shops to stock her clients’ pantries. There was
the chef at Robert’s in Watermill who makes multiple trips each day to the nearby Greenthumb
for organic produce. Even the local PR rep for Fresh Direct wanted to spin a tale of that compa-
ny’s local allegiance, despite a palpable buzz that all Fresh Direct was delivering was congestion
and cardboard clutter. (When was the last time that
your local farmer drove his truck to your door and
then left it idling while he made a few deliveries?)

The Supply and Demand story we chose for this
particular issue involves a pastry chef and a goat farmer
who were brought together by panna cotta enhancing
yogurt and soothing skin care lotions (p. 66). While
some of these relationships are more timely and inter-
esting than others, they are all essential. 

Channing Daughters Winery in Bridgehampton has
built a wine club with 1,100 members that crave cre-
ative, Italianate wine (p. 40). Castello di Borghese in
Cutchogue entices customers with intimate winemak-
er’s walks and tastings led each week by owners Ann Marie and Marco Borghese (p. 20). 

Blue Moon Fish in Mattituck couldn’t keep fishing without selling at farmers markets in
Manhattan and Brooklyn (p. 50). Ethel Terry of Orient launched several Long Island farmers
markets to save her own family farm (p. 54). The Reeve family, owner of Bayview farmstand in
Aquebogue and the two Hayground Markets in Bridgehampton, juggles weather and customers
on both forks (p. 56).  

Farmgirl angst columnist Marilee Foster struggles with her customers’ desire for crops that are
in short supply or not yet ready (p. 13), just as local bakers pump out impressive and addictive
riffs on blueberries without being able to rely on a small and sporadic local crop. 

What makes these economic bonds more significant than a shopping trip to King Kullen or
the nearby IGA—even if many farmers depend on such bonds—are the intangibles that come
along with them. The peace of mind that comes from knowing your farmer, for instance. The
more detailed information you can get on how a food was raised or how to cook it. The superior
freshness that comes from buying direct. The constellation of emotional ties that come with eat-
ing local. If you are part of one of these constellations or have just witnessed it, please send us
your ideas. We promise not to get tired of writing about them.

Brian Halweil Stephen Munshin
Editor Publisher
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