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A
movement that began in recent years to encourage the consumption of local food is not only picking up
momentum, it’s also blossoming in multiple directions. ¶ For some, it’s about being “green” and avoiding
the pollution generated by vehicles hauling in food from long distances. For others, it’s about fresh ingre-
dients from nearby producers with humane or environmentally sound practices. ¶ No matter the motive,
the trend is strong. A June study by Chicago-based food-research company Technomic asked food operators

to compare their local-food usage to the previous year and found that 46 percent bought locally more often. Technomic
asked how that might change in the next year; 56 percent of operators anticipated buying locally more in the future.

Even the bad economy is getting
consumers to think more about
their buying decisions.

“Because of the recession, we’ve
seen more community effort to-
ward supporting the local econo-
my,” said Darren Tristano, exec-
utive vice president at Technomic.

In central Ohio, several groups
have sprung up to help connect
local farms with local plates.

Local Matters is a nonprofit
group that includes about 30 res-
taurants and 25 farms as partners,
creating a network that helps sus-
tain a steady supply of local goods.
It also advocates for a more secure
and just food
system that
makes healthful
foods available to
everyone, regard-
less of means.

Restaurants
that join the
Local Matters
network pay $50
and agree to
serve at least two
locally grown
food items on
their menus from
May to October.
The restaurant
guide can be
found online at
http://local-matters.org.

Refectory Restaurant & Bistro, a
member of Local Matters, has been
buying items such as fish, cheese,
produce and hens locally for the
past seven years, said owner Kamal
Boulos. As an independent busi-
ness owner, Boulos said he tries to
support other small businesses
through purchases as much as he
can.

“We’ve built up relationships and
gained more access,” he said. “It’s
nice to speak directly to the person
growing the product.”

Some menu items at the Refec-
tory, on the Northwest Side, in-
clude local cheese from Blue Jacket
Dairy in Bellefontaine, a raspberry
dessert with fruits from Mott Fam-
ily Farm in Salesville and local
poultry from Cota Farms in Car-
dington.

Another group, Slow Food Co-
lumbus, was started in early 2008
to unite farmers, restaurants and
community members with the goal
of producing and consuming foods
that don’t harm the environment.
Colleen Braumoeller, founder of
Slow Food Columbus, said the
250-member group, the largest
chapter in Ohio, holds fundraisers,
dinner events and farm tours
showcasing local foods as a way to
connect people to the source.

As a former chef, Braumoeller
said it’s difficult to make a commit-
ment to use local foods in restau-
rants because supplies are de-

Locally grown menus
Restaurants increasingly turning to community farms for supplies
Stories by Hannah Poturalski | THE COLUMBUS DISPATCH
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� Coming
Wednesday in
Food: A look at
where people
shop for local
foods, including
a list of pick-
your-own farms.

Where does your food
come from? (Hint: The
correct answer is not

“from the grocery store.”)
Ohioans are being offered the

chance to get an inside look at
sustainable and organic farms
through the Ohio Ecological Food
& Farm Association’s free farm
tours.

It’s the 29th year the group has
offered the tours; for the past six
years the group has collaborated
with Innovative Farmers of Ohio

and the Ohio State University
Sustainable Agriculture Team to
offer even more tours.

Mike Anderson, the associ-
ation’s organic educator, said
farm managers lead tours and
tailor them to the audience.
Tours typically attract about 50
people, including consumers and
other farmers.

“It’s rare that people have the
opportunity to see working farms
and learn from the grower,” An-
derson said.

Dawn Combs, owner of Mock-
ingbird Meadows in Marysville,
hosts several tours each month.
Combs has been moving more
toward agritourism.

“Our philosophy is, you should
be able to go to the place where
your food is produced,” Combs
said. “Everyone is interested in
getting back in touch with na-
ture.”

Tour groups at Combs’ small 

TIM NORMAN DISPATCH

Jorgensen Farms in Westerville hosts the Columbus chapter of the American Culinary Federation. The
farm will host a fundraiser July 24 to send local farmers and chefs to a Slow Food conference in Italy.

Farm tours show off the source of food

See TOURS Page D2

WASHINGTON — Concerns
are rising that the economy is
at risk of slipping into a “dou-
ble-dip” recession.

High unemployment, Eu-
rope’s debt crisis, an economic
slowdown in China, a wobbly
housing market and sinking
stock prices all weigh on a
fragile U.S. recovery.

So what exactly is a double-
dip recession?

Robert Hall, chairman of the
National Bureau of Economic
Research, described a double-
dip as a continuous recession
punctuated by a growth period.

The bureau, academic econ-
omists who officially declare a
recession’s start and end,
doesn’t define a double-dip
more specifically, said Hall, an
economics professor at Stan-
ford University.

In econo-speak, Hall ex-
plained: “The idea — hypothet-
ical because it has yet to hap-
pen — is that activity might rise
for a period, but not far enough
to complete a cycle, then fall
again, and finally rise above its
original level, only then com-
pleting the cycle.”

Hall said the closest the
United States has come to a
double-dip was in 1980 and ’81.
But the bureau concluded that
those were two distinct, yet
closely spaced, recessions.

Not so, said Sung Won Sohn,
professor at California State
University, Channel Islands,
who said the back-to-back
recessions in the ’80s fit his
definition: a recession followed
by a growth spurt followed by a
recession.

Is there a
‘double-dip’
recession
on the way?
Economists differ
on definition, but
not on concerns

By Jeannine Aversa
ASSOCIATED PRESS

See ‘DOUBLE-DIP’ Page D2

Mike Blackwell was a timeshare own-
er with a problem: Dates assigned
to him weren’t always convenient,

and swapping them wasn’t easy to do.
Blackwell and two of his friends came up

with a solution and, in the process, have
launched a business to help others with the
same problem.

The venture is Resort Rentals By Owner —
RRBO.com — an online marketplace for

vacation rentals of timeshares. It
was founded by three former
CompuServe/AOL executives:
Blackwell, who ran AOL Search;
Bob Kington, one-time executive
producer of CompuServe online
service; and Mike Doel, former
chief technology officer for
CompuServe.

Blackwell, one of the 5 million
resort timeshare owners in the
United States, immediately saw
the possibilities of an online mar-
ketplace where timeshare owners
could quickly and easily offer their
resort condos for rent in a “very
hotel-like” way.

To solve the problems of ex-

changing times, the founders of
Resort Rentals looked to the exam-
ple of popular person-to-person
commerce sites such as StubHub-
.com. But instead of trafficking in
concert tickets, Resort Rentals
offers resort timeshare rentals.

Users go to the website, find the
timeshare resorts they like and

rent them immediately. The web-
site acts as the intermediary,
handling the bookings. 

“The owner doesn’t pay to list
the rental,” Blackwell said. “We
keep 15 percent.” 

“The (bad) economy actually
helps us,” Kington said. “You’ll see
people who have $1,200 mainte-
nance fees and they just want to
get that back.” 

Indeed, the owners are likely to
list the rooms for significantly less
than they might be offered on
discount travel sites such as Expe-
dia, Priceline and Travelocity. 

For example, in a recent com-
parison of weekly rental prices at
the Harborside Resort at Atlantis
in the Bahamas, Resort Rentals
offered a one-bedroom rental for
$1,775, while Expedia had a unit at
the same resort for $3,759, Price-

Web venture cuts cost, hassle of timeshare rentals
By Tim Feran
THE COLUMBUS DISPATCH

RESORT RENTALS BY OWNER

RRBO.com was founded by, from left, Mike Doel,
Bob Kington and Mike Blackwell. 

See TIMESHARE Page D2

If you’re contemplating the
purchase of a sleek, new re-
frigerator or want to replace
that energy-wasting water
heater, there’s still time to get
your government appliance
rebate.

The Ohio Energy Efficient
Appliance Rebate Program
has been extended until all
the money is gone. A total of
$9.8 million already has been
distributed.

Remaining funds for the
rebates total just less than
$250,000 — $17,100 for
clothes washers, $167,500 for
dishwashers, $18,000 for re-
frigerators, $13,250 for elec-
tric-heat-pump water heaters
and $32,400 for high-effi-
ciency gas storage water heat-
ers. The rebates range from
$100 to $250 depending on
the appliance. 

A state website shows how
much money remains in each
category. The most popular
appliances so far have been
clothes washers and dish-
washers.

As funds in the various
categories are claimed, money
is shifted around to make
rebates available in all cate-
gories at all times, said Na-
dine Howard, director of
Ohio’s Energy Resources Divi-
sion.

The program has meant a
boost in business for the
Sears Outlet store on Cleve-
land Avenue in North Linden, 

$250,000 
inappliance
rebates still
available
By Hannah Poturalski
THE COLUMBUS DISPATCH

See REBATES Page D6
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HOW TO REACH US

“We’ve exhausted what
the government can do
for the housing mar-
ket. The tax credits
were the last hurrah of
the stimulus.”
Anthony Sanders, senior
scholar in real-estate finance
at George Mason University,
on mortgage rates dropping
to a record low of 4.58 per-
cent for a 30-year, fixed-rate
loan during a time of slow
sales across the country

QUOTE OF THE WEEK

� Delaware County Bank has
entered an agreement with the
Federal Reserve Bank of Cleve-
land that restricts it from paying
dividends, increasing debt or
buying shares of its stock with-
out prior consent. The move
comes a few weeks after the
resignation of the company’s
CEO and one of its directors.
� Ohio offers the best deals on
foreclosed homes in the country,
a report said. Foreclosed Ohio
homes sold for an average of
$79,762 during the first three
months of the year — 39.5 per-
cent less than nonforeclosed
homes fetched. That discount
was the largest of any state and
well above the national average
of 26.7 percent.
� WOSU Public Media will buy
radio station WWCD (101.1 FM),
and WWCD will move up the dial
to WCVZ (102.5 FM), achieving
longtime goals for each. The deal
means WOSU will offer 24-hour
classical music and WWCD will
have a better, stronger signal —
improving reception for program-
ming such as Blue Jackets hock-
ey games. The deal will take
effect in September or October.

LAST WEEK’S
TOP STORIES

A sampling of business-related
Dispatch blog items that you
couldn’t find in print. Get regular
updates at Dispatch.com/blogs.

Flying Coach
Some good news for the majority
of people these days who rely on
mobile devices while traveling:
Port Columbus now has USB/AC
power outlets available at 260
locations around the terminal,
both before and inside security
checks. An additional 148 loca-
tions should come online by the
end of the year. The outlets are
located in seating areas around
the terminal and are being paid
for out of a marketing budget
funded by airport vendors.

Wallet Watch
Community Insurance Co., also
known as Anthem, will issue
refunds or credits to more than
45,000 Ohioans after it charged
consumer rates that were not
consistent with the rates filed
with the Ohio Department of
Insurance. The types of Anthem
policies affected include: Blue
Access Plans 1 to 4, Blue Tradi-
tional Plans 1 to 3, Blue Econo-
my, Blue Access Saver, Lumenos
HIA, Lumenos HIA+, TAA and
Blue Access Saver Plans.

BIZ BLOGS

Burger King wanted to do
it our way, Morgan Stanley
did it one client at a time,
and Nike did it by getting
us to just do it. 

A memorable slogan
might help move hamburg-
ers, tax-deferred annuities
or running shoes (not to
mention all the other stuff
that now bears the Swoosh),
but can it help sell a state?

The Ohio Business Devel-
opment Coalition rolled out
“State of Perfect Balance”
several years ago in hopes
of catching the attention of
corporate decision-makers
who might be willing to
move here or expand here.
The slogan’s underlying
message: In Ohio, you can
make a good living without
giving up a good life.

The coalition, a nonprofit
organization created in
2004 by then-Gov. Bob Taft
to market Ohio to the cor-
porate world, acknowledges
that a slogan alone will
never secure a major capital
investment. But, it says, the
right pitch can open the
door to a productive dia-
logue.

Something seems to be
working: This spring, for the
fourth consecutive year, Site
Selection Magazine gave
Ohio its Governor’s Cup
Award for leading the na-
tion in business acquisition
and expansion.

According to the maga-
zine, Ohio could point to

381 projects last year that
involved an investment of
at least $1 million, created
at least 50 jobs or added at
least 20,000 square feet of
floor area. Texas was next,
with 374 such projects,
followed by Michigan, with
371.

The coalition, which
relies on a mix of public
and private funds, is head-
ed by Ed Burghard, who
previously spent more than
three decades in corporate
marketing, primarily with
Cincinnati-based Procter &
Gamble.

Burghard, 55, discussed
his job and the coalition’s
mission with Mike Kall-
meyer, host of ONN-TV’s
Ohio Means Business pro-
gram. An edited excerpt:

Q: You spent so many
years at P&G, with the
pharmaceutical division
there, helping to sell their
products and brand them.
Is that a lot different from
trying to sell and brand a
state — or are there simi-
larities?

A: Conceptually, they’re
similar, but branding and

selling a state is a much
more difficult task simply
because there are fewer
things that are in your con-
trol, and you have to influ-
ence more. 

Branding nonetheless is
critically important because
you need to make sure that
you have a singular promise
that you offer. And in the
case of Ohio, our promise is
articulated by the line
“State of Perfect Balance.”
Essentially, what we’re say-
ing to executives is that
they and their employees
can come to Ohio, live and
work here, and not have to
sacrifice their personal life
in order to achieve profes-
sional success.

Q: After 30 years with
P&G, you certainly know
what branding and logos
and taglines are. Those all
apply to the state, right?

A: One question I get a
lot of times when I’m out
talking is, ‘How can a ta-
gline and a logo actually sell
the state?’ The answer: It
doesn’t. The tagline and
logo is just a visual expres-
sion of a concept that
you’re trying to communi-

cate.
What does sell the state is

having deep insight into
what’s important to the
individuals making the
purchase decision. And in
our case, it’s the “C-suite”
— or the CEO/CFO/COO
types who are responsible
to their shareholders for
making sure that their com-
panies are in a position to
win in the marketplace.

Q: When you talk about
selling a state, you operate
using what model?

A: When we first got
involved in this activity, we
studied that purchase deci-
sion so we could better
understand how to affect it,
and we boiled it into three
simple steps: We call them
“moments of truth.”

The first moment of truth
in the process is getting the
opportunity to compete,
and that’s really where the
Ohio Business Development
Coalition and our campaign
work in order, to attract
attention and interest in
investing in our state.

The second in the model
is winning the competition,
and that’s the part of the
process that everybody’s
familiar with — where you
have to put together a fi-
nancial package to entice a
company to locate in your
state. 

The third is one that’s
overlooked a lot of times,
and that’s winning the re-
peat investment. That’s
where companies that are

already in your state decide
to expand and invest addi-
tional dollars in your state.
And that one’s really crit-
ically important because, at
a state level, 80 percent of
new job growth will typical-
ly come from companies
that are already resident in
your location.

Q: Go back to No. 2 for
just a moment. When you’re
trying to attract businesses
to come to your state, you
have to give them a good
deal. It can’t just be a sell-
job, right?

A: A good deal is a for-
ward-looking deal — not
simply a cash transaction.
Companies have to realize
that when they (relocate),
they’ll be able to prosper
over the long haul. 

One of the great things
about the state of Ohio is
our tax structure, which
really is designed to help
(businesses) become major
competitive global players.
We’ve found that when
executives take a look at
our tax structure, they’re
very impressed with the
opportunity for growth.

Q: Final question: Any
hints you can give us that
nobody knows yet — big
companies coming to our
state?

A: (Laughing) We’re al-
ways in conversations with
large companies. Because
we have such as great group
of Fortune 500 companies
in the state, Ohio is at the
top of most people’s lists.

NEWSMAKERS Q&A

Slogan is only foot in door for state, marketer says
ONN-TV

� To see the full interview, watch
ONN-TV’s Ohio Means Business,
with host Mike Kallmeyer, at
10:30 a.m. or 7:30 p.m. today,
or at 12:30 a.m. Monday. 

Ed Burghard, executive
director of the Ohio Busi-
ness Development Coalition

pendent upon the weather,
which can be a major varia-
ble.

Alana Shock, chef and
owner of Alana’s Food and
Wine, 2333 N. High St. in
the University District,
knows about the variability
that accompanies buying
local, as the restaurant’s
menu changes daily.

“My entire restaurant is
based on seasonal and local
food,” said Shock, also a
member of Local Matters.

Shock researches con-
stantly what foods are avail-
able from the 30 Ohio farms
with which she does busi-
ness. She said her patrons
are thrilled by the changing
menu.

“Alana’s is a great sup-
porter of local growers,”
said John Williams, a Clin-
tonville resident who dines
frequently at Alana’s. “I love
Alana’s risottos with season-
al ingredients. I would rath-
er have good, local ingre-
dients than fast food.”

Williams and his wife also
cook from their own garden,
or he’ll pick up ingredients
at the Pearl Market, right by
his workplace.

“My customers are really
savvy,” Shock said. “In this
business, I’m in tune with
what’s seasonal and up-
coming, so it’s interesting
for them to become part of
that.”

Shock always lists the
farmers on her menu and
sometimes will create an
entire menu showcasing
one farmer.

Even so, Tristano, the
Technomic analyst, said he
thinks the movement is still
too young to have a signif-
icant impact on sales.

“It won’t attract guests but
gives them a better feeling,”
Tristano said. “It plays to
social consciousness.”

Valerie Jorgensen, owner
of Jorgensen Farms of West-
erville, has been supplying
local restaurants since 2003.
Her products include herbs,
livestock, wool, honey and
eggs.

Jorgensen’s main buyers
are local chefs, with Jeni’s
Splendid Ice Creams being
her most consistent buyer.

“Chefs realize the quality
difference, and farmers are
more willing to source the
foods that weren’t available
before,” Jorgensen said.

It’s not only the inde-
pendents and small food
purveyors who have em-
braced the goals of these
groups.

At least one major restau-
rant chain, Chipotle, has
been a major proponent.
The seed for this was plant-
ed 12 years ago after Steve
Ells, the chain’s founder,
came across an article
about raising pigs in tradi-
tional ways without anti-
biotics and hormones.

Ells reportedly was horri-
fied after visiting commod-

ity farms where Chipotle
had been getting its meat.
The chain then began buy-
ing pork from Niman Ranch
— a network of 650 Amer-
ican farms.

“He liked the attention to
higher animal-welfare stan-
dards,” said Chris Arnold,
Chipotle spokesman. “He
didn’t want success to be
connected to that exploita-
tion.”

But because meat from
local farms is more expen-
sive than that coming from
larger agribusinesses, cus-
tomers often face higher
prices. Arnold said that for
generations, Americans
have been conditioned to
pay as little as possible for
as much as possible.

“It’s fortunate we’ve been
doing this for a long time,”
Arnold said. “It’s how we
built the business in its
relative infancy; we were
able to build our economic
model around investing
more in food.”

Tristano agrees that buy-
ing locally raises difficulties
for restaurants in both pric-
ing and management. In his
research, Tristano found
that consumers want more
local foods but aren’t willing
to pay the costs. To avoid
sticker shock, Chipotle
posts signs explaining why
its prices are higher than
customers might find at
competitors.

Chipotle buys from more
than 1,000 local farms
across the United States,

with most of its purchases
coming from cooperative
farms, or farms that are part
of a larger network. In Ohio,
Chipotle buys bell peppers,
jalapeno peppers and ro-
maine lettuce from Holt-
house Farms in Willard.

“We get a favorable reac-
tion from farms because
we’re a large and reliable
buyer,” Arnold said. “It
benefits the whole regional
agricultural model.”

Kirk Holthouse, partner
and sales manager at Holt-
house Farms, has been
supplying Chipotle for three
years. He ships a couple of
semitrailers’ worth of goods
per week.

“In Ohio, we’ve got great
produce to offer, and it adds
value to restaurants and the
food business,” Holthouse
said. “We’re doing a service
to the environment and the
Ohio economy.”

Seasonally, Holthouse
sells its 30 products to com-
panies including Giant
Eagle and Roth Produce Co.,
which supplies schools and
restaurants.

Holthouse said the eat-
local trend has been gaining
momentum in the past
decade. The big catalyst for
the movement was the
terrorist attack of Sept. 11,
2001.

“The whole country was
more conscious of safety,”
Holthouse said. “There’s a
comfort zone in buying
locally.”
hpoturalski@dispatch.com
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honey-and-herb farm
include family and com-
mercial groups from Ohio
and elsewhere. Often,
Combs said, she will hear
back from people who
started their own herb
plot or container garden
after completing the tour.

“We feel like we’re con-
tributing to others’ quality
of life,” she said.

hpoturalski@
dispatch.com
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FROM PAGE D1

Farm tours
Dates for the remaining Ohio
Sustainable Farm Tour series.
For information or to make
reservations for the free tours,
visit www.oeffa.org.
July 17: Mapleside Farm,
Hiram
July 18: Sandy Rock Acres,
Rockbridge
Aug. 7: Mockingbird Mead-
ows, Marysville
Aug. 14: Crown Point Ecology
Center, Bath
Sept. 18: Bluebird Farm, Cadiz
Sept. 25: Central Ohio Poultry
Processing, Bellville
Oct. 2: Clearview Farm, 
Pataskala
Oct. 16: Carriage House
Farms, North Bend
Source: Ohio Ecological Food 
& Farm Association

line had one for $3,500, and
Travelocity, $3,885.

“The consumer wins,”
Kington said. “It’s cheaper
than a hotel.” 

The men have hopes of
making the venture a suc-
cess. The enterprise has in
its corner the “opportunity
trifecta,” Kington said, con-
sisting of a big market, the
Internet’s strength and a
consumer “point of pain”
that can be relieved by the
product.

The founders’ experience
with startups also is a plus
for Resort Rentals, said Will
Indest, vice president of
venture development for
TechColumbus, a nonprofit
group that supports tech-
nology startups. 

“The company has an
exceptional shot of chang-
ing that whole market-
place,” Indest said. “Those
guys are experienced en-
trepreneurs. We have known
them a long time. Each has
been involved in multiple
startups.”

TechColumbus provided
initial seed money for the
company as well as use of
the nonprofit’s offices be-
fore Resort Rentals moved

to its current offices in Pow-
ell.

Among Blackwell’s credits
are ShareThis, the company
with the little green icon
that enables Internet users
to share content via e-mail,
Facebook and Twitter; High
Speed America, the compa-
ny that created portals for
cable and telecommunica-
tion companies; and he was
an entrepreneur-in-resi-
dence at TechColumbus.

Kington was executive
producer of the online ser-
vice at CompuServe, ran his
own consulting practice and
was CEO of Toobla, an In-
ternet widget technology
that enabled users to create
and share personal Web
content. 

Both are long-term mem-
bers of the Ohio Technology
Angel Fund, which invests
in startup companies in
Ohio. 

The timeshare business
began its work in January —
the official grand opening
was in June — and contin-
ues to evolve and improve,
its founders say. Every day,
the six-person staff meets,
discusses changes and
swings into action. 

“One of our first rules is:
Make the complex simple to
users,” Blackwell said. “We
know you want, ‘Show me

the cheapest room at the
time I want.’”

But price isn’t always
king, Blackwell said the
group discovered. “We be-
gan to learn that location
was important. People
would say, ‘Anywhere in
Hilton Head.’”

Like other travel sites,
Resort Rentals provides star
ratings to its properties.
Unlike many others, it is not
user-driven. Instead, Resort
Rentals has devised a pro-
prietary system in which it
combines various ratings
values and room amenities
along with other standards.

“We found if we rated
these places ourselves, it
was much more reliable,”
Blackwell said.

The company has taken
stock of its competitors and
sees that it has advantages
over all of them.

One competitor, VRBO,
Vacation Rentals By Owner,
offers vacation homes from
owners and sends users to
the owner to work out a
deal. “We focus on resorts,
not vacation homes, and we
manage the transaction so
owners/renters don’t have
to hassle with payment/
contract stuff,” Kington
said. 

Another big area of com-
petition comes from Orbitz,

Expedia, Travelocity, Hot-
Wire and all the hotel sites.
“We focus on timeshare
resort properties and we
offer consumers the ability
to rent directly from the
timeshare owners, and save
about 40 percent versus
these guys,” Kington said. 

The firm is now quietly
test-marketing its product,
keeping costs low and tak-
ing careful measure of the
results. 

Despite its still-low pro-
file, the company is getting
eight to 10 calls a day, King-
ton said. “We’re being con-
servative with marketing
dollars spent right now until
we prove market accept-
ance and get more capital,
which will allow us to ramp
marketing to levels that are
10 times what we’re spend-
ing today.”

Meanwhile, the folks at
TechColumbus monitor the
progress of the firm and like
what they see.

“Frankly, these guys are
not typical entrepreneurs.
(They) have a lot of ‘been
there, done that’ experi-
ence,” Indest said.

“Still, it’s a tech startup,
and most tech startups
don’t survive 10 years. But
some become the next
Google or CompuServe.”

tferan@dispatch.com
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Brian Bethune, an econ-
omist at IHS Global In-
sight, has a definition
similar to Hall’s: a period in
which the economy
shrinks, grows and shrinks
again — for at least six
months.

“There is no mathemat-
ical formula; it’s a judg-
ment call,” Bethune said.

Still, threats to the recov-
ery from overseas and at
home are growing, as are
the risks that the recovery
will fade.

To determine starts and
stops of recessions, the
National Bureau of Eco-
nomic Research scans data
for national gross domestic
product, incomes, employ-
ment and industrial activ-
ity. GDP measures the
value of U.S.-produced
goods and services.

The panel, based in
Cambridge, Mass., tends to
take its time to declare
when a recession has start-
ed or ended. It announced
in December 2008 that the
recession began in Decem-
ber 2007. It declared in July
2003 that the 2001 reces-
sion had actually ended in
November 2001.

‘DOUBLE-DIP’
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