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GMO Labeling in Oregon
—from Sco   Bates, GMO Free Oregon, www.gmofreeoregon.org

The GMO food labeling movement is fast reaching the  pping point, and Oregon is 
the ba  leground where we can punch through this coming November.   Key na  onal 
partners have joined our in-state forces including Center for Food Safety (CFS), Dr. 
Bronner’s, Organic Consumers Associa  on, Food & Water Watch, Dr. Mercola and Food 
Democracy Now.   Collec  vely over $3 million has already been pledged in a state with 
just over half the popula  on of Washington and a primary Portland media market that 
cost two-thirds per capita as Sea  le’s.

The organiza  on held an introductory gathering in January for key stakeholders and 
strategic partners to learn about the campaign ba  le plan, budget and polling.   Kevin 
Looper, the campaign’s general consul-
tant, presented details and explained 
why and how we will win this year in 
Oregon.  Kevin is a progressive rock star 
in Oregon with many victorious ballot 
campaigns under his belt.  They also 
reviewed post-elec  on polling and les-
sons learned from the 522 fi ght.

Oregon’s climate is ripe for GMO label-
ing – the FDA is about to greenlight 
unlabeled GMO salmon and apples onto our plates; USDA/EPA are rubber-stamping 
approval of 2,4 D “Agent Orange” crops; GMO wheat discovered in Oregon last year 
disrupted exports for months.  General Mills has formulated GMOs out of Cheerios 
and the Grocery Manufacturers Associa  on’s laundering opera  on has been shred-
ded.  Unlike Washington in 2013 with historically low off -year (45%) voter turn-out and 
a much older more conserva  ve electorate, turnout in Oregon in 2014 will be much 
higher (>70%), younger and more progressive, fueled in part by marriage equality and 
marijuana legaliza  on measures.  Polling shows our star  ng poll posi  on to be slightly 
be  er than California and Washington, and CFS has dra  ed ideal clean ballot language 
addressing problems with Prop 37 and 522 (e.g. no confusing exemp  on language, 
farmers are explicitly not liable).

GMO Free Oregon is a group of volunteers across the state working to pass legisla  on 
that addresses the growing concerns related to GMOs.  At the consumer level, requir-

Con  nued on page 17

Provender 
Conference
The 38th Annual Provender Alliance 
Educa  onal Conference is coming sooner 
than we know.  It returns to Hood River, 
Oregon and takes place October 1, 2, and 
3, 2014 at the Hood River Inn.

This year’s theme is Evolving 
Together in Shi  ing Land-
scapes.  We are planning keynote pre-
senta  ons and have so many great ideas; 
we just need to narrow them down.

We’re already planning  this year’s 
day-long Wednesday Intensive and are 
looking to off er a session on Leader-
ship.  Once again, you will be able to 
a  end just the Wednesday Intensive or 
you can combine it with the rest of the 
conference.  And we are in the process of 
determining the fi lm to screen for Pizza 
and a Movie on Wednesday evening.

Meet Your Makers will be Thursday a  er-
noon following workshops.  Evening fes-
 vi  es will include the silent auc  on to 

raise funds for our One Person Can Make 
a Diff erence scholarship fund as well as a 
fabulous mouth-watering dinner.

Be sure to watch the Provender web site, 
www.provender.org, for more conference 
details as they develop.

Plan NOW to be in Hood River in October 
to reconnect with old and new friends.
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The Facts
The Provender Journal  is published by Proven-
der Alliance, a non-profi t 501(c)(6) educa  onal 
and outreach organiza  on for the Northwest 
Natural Products community.

Editor:  Susan Schechter.

Contributors: Randy Buresh; Carolee Colter; E/
The Environmental Magazine; Michelle Gall; 
Connie Karr; Lota LaMontagne; Ma   Mylet; 
Michelle O’Connor; Organic Trade Associa-
 on; Terry Parks; Mark Parisi; Jessica Perkins 

Miller; Susan Schechter; SFTA; Aaron Turner; 
Whole Foods; Victor Willis; and members who 
provided Member News.

Annual Dues (in U.S. $): 

 Individuals     $50/yr  
 Under $100,000     $65/yr  
 $100,001-$500,000     $95/yr  
 $500,001-$1,000,000   $150/yr  
 $1,000,001-$3,000,000   $250/yr  
 $3,000,001-$5,000,000   $275/yr  
 $5,000,001+   $400/yr  
 Contributor*   $500/yr  
 Supporter*   $750/yr  
 Golden Carrot*  $1500/yr

* Includes dues.  Dues are for the calendar 
year. Golden Carrots receive a free black & 
white quarter page ad for one year

Copy Deadlines are the 10th of February, May, 
August, and November.

Journals are printed on recycled paper using 
soy based inks by Salem Blue.

The material in this newsle  er is for the in-
forma  on of Provender members.  Members 
may reprint ar  cles, except for reprinted or 
copyrighted ar  cles, from the Journal as long 
as Provender is cited as the source.

The Disclaimer: Reasonable eff orts are made 
to provide useful and accurate informa  on, 
but the editor and Provender Alliance cannot 
assume any liability for errors or omissions.

Provender Alliance
22835 Jennie Rd. SE
Lyons, OR  97358-9410
toll free: 888.352.7431
p. 503.859.3600
f. 503.859.3608
info@provender.org
www.provender.org
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From the Board
Going into my fi rst in-person 
Provender mee  ng, I knew I was 
going to be exposed to a great deal 
of uncharted territory (for myself).  
This was going to be my fi rst op-
portunity to really begin to bond 
with my fellow board members.  In 
addi  on, I was going to have the 
opportunity to receive the Policy 
Governance Training and while my 
co-op uses Policy Governance, my 
exposure had only been from the opera  ons perspec  ve.  So, 
to have this intensive introduc  on to the func  onality of it from 
a board’s perspec  ve was going to be incredibly useful.  Finally, 
I was going to have my fi rst foray into the planning process for 
the Provender Conference.

I am thrilled and grateful to be working with this group of 
people.  Being with them in the context of a two-day mee  ng 
allowed me to see how each of them brings substan  al quali  es 
to the board.  I also gained a deeper apprecia  on for what each 
of them provides to their organiza  ons outside of Provender.

The training por  on of the mee  ng was just as useful as I had 
hoped it would be.  As many stories that I’ve heard about the 
arduous process of learning, let alone teaching, Policy Gover-
nance le   me apprehensive about my capacity to process and 
retain the informa  on.  I did not realize that Board President, 
Evelyn Hall is adept at taking the driest of content and making it 
palatable to the audience.  Palatable doesn’t quite do her ability 
jus  ce.  Evelyn actually made this content quite the engaging 
subject ma  er.  While I am far from an expert, this training 
provided the founda  on for me to be confi dent moving forward 
and con  nuing to learn the process of Policy Governance.

Finally, the conference planning.  This was an amazing process 
to take part in.  Reviewing candidates for keynotes, discussing 
workshop ideas, and dialogue regarding the best topic(s) for the 
intensive was so inspiring.  It really provided context to just how 
much planning and work goes into the execu  on of this event.  I 
am excited with the direc  ons we have for the conference.

While this was “my fi rst  me” I was sincerely impressed with 
the amount of work that was accomplished and by the eff ec  ve-
ness of this group.  I am more excited than ever to con  nue to 
grow into my role with this group and to con  nue the great and 
important work with Provender that we have ahead of us.

Terry Parks
Board Member

From the Editor
I’ve been thinking about the con-
cept of  me and how we refer to 
it.  I hear myself saying that I don’t 
want to waste  me doing this or 
that.  What about the idiom that 
 me is of the essence or that  me 

is precious.  I’m sure you have spent 
 me spinning your wheels or cool-

ing your heels (poetry unintended).

I recently had a colleague send me 
an e-mail saying how there is only 
so much  me in a day and only so 
much I can get done, and to be sa  sfi ed with my progress on 
whatever project I am working on.  This really made my day and 
helped me put my tasks in perspec  ve.

I spend much of my  me feeling like I am chasing my tail and 
having a sense of being behind with my tasks.  And there is 
nearly always something that must fall by the wayside.  Do you 
feel that way as well?  I don’t know about you but my work is 
really never done and func  oning under the illusion that I will 
‘catch up’ only helps to make me (and my family) crazy…kind of 
like ‘catching up’ on sleep.  Do we ever, really?  That’s all part of 
how we balance our life and our responsibili  es.

I completely recognize the importance of ge   ng things done 
and using my  me wisely.  I think I can always be smarter about 
the way I use  me.  I some  mes think about my future and 
wonder, if something happened to me, would my fran  cness 
about task A or B have been worth it?  Probably not.  That 
doesn’t make the task any less important.  It just helps put the 
fran  cness in perspec  ve and gives me more sa  sfac  on about 
what I actually do get done.

There is so much focus and energy on ea  ng close to home, 
suppor  ng local growers and processors and I think that’s really 
important and why has it taken us so long to fi gure that out.  
This helps slow the food system so we can enjoy the fruits of 
others’ labors.  What about slowing OURSELVES down, to enjoy 
each other and each day and what we, as individuals, have been 
able to accomplish in our small ways.  Whether it’s taking an 
extra few moments to help a customer or to say thank you to 
someone who has made or grown your food, isn’t it worth the 
 me?

Be well

Susan Schechter
Editor

Gree  ngs from Provender Alliance

Susan Schechter
Editor

Terry Parks
Board Member
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Next Board Mee  ngs
Provender Alliance has monthly conference call mee  ngs that  are scheduled for the third Thursday of each month, 4 to 6 PM.

The board will meet in person on Monday and Tuesday, May 12 and 13 at Capital Pacifi c Bank in Portland, Oregon.  All are 
welcome to a  end and you are encouraged to par  cipate in ALL mee  ngs and learn what your Board of Directors is up to and 
provide input on their work.  In-person mee  ngs include conference planning sessions and other opera  onal ac  vi  es.

Please contact the offi  ce for log-in informa  on for conference calls and to corfi rm  me and loca  on of the in-person mee  ng.

Welcome to New 
Members and 
‘Thank Yous’
We would like to extend a warm welcome to these new or 
returning members:

  Boulder Brands, manufacturer in Denver, Colorado,

  Bumblebar, manufacturer in Spokane Valley, Washington,

  Muddy H2O, manufacturer in San Jose, California.

We’d like to say ‘Thank You’ to the following members for send-
ing an extra dona  on to the conference fund:

  Cheryl Good, individual in Corvallis, Oregon,

  Produc  vity HQ, consultant in Corvallis, Oregon,

  Redwood Hill Farm, manufacturer in Sebastopol, Califor-
nia.

We’d like to say ‘Thank You’ to the following member for send-
ing an extra dona  on to the General Fund:

  PCC Natural Markets, retailer in Sea  le, Washington.

We’d like to say ‘Thank You’ to the following members for send-
ing an extra dona  on to the Scholarship Fund:

  Maracuja Solu  ons, consultant in White Salmon, Wash-
ington,

  Pacifi c Natural Sales, broker in West Linn, Oregon,

 Peoples Food Co-op, retailer in Portland, Oregon,

 Runa Tea, manufacturer in Brooklyn, New York,

 Springfi eld Creamery, manufacturer in Eugene, Oregon.

We’d like to say ‘Thank You’ to the following member for send-
ing an extra dona  on to the Work Trade Fund:

 Wild  me Foods, manufacturer in Eugene, Oregon.

We welcome your recommenda  ons for new members and en-
courage you to contact the offi  ce with names, addresses, and/
or phone numbers.  You can reach us by phone at 888.352.7431 
or 503.859.3600, by fax at 503.859.3608, or by e-mail at info@
provender.org.

Do You ‘LIKE’ 
Provender?

Provender’s Facebook page is growing.  
Search for “Provender Alliance” and ‘like’ us.  
You can keep in touch with all the great folks 
you meet at the conference all year long!  
You can share links to interes  ng ar  cles or 
issues.  Post your news and happenings for 
all to see.  Like us today!

Tell Us What You Think
Le  ers to the Editor Policy
• Not all le  ers will be published.
• Le  ers over 250 words will be edited for length.  All le  ers are sub-
ject to edi  ng for length, spelling, grammar and clarity.
• All le  ers must include the author’s name, Business affi  lia  on (if 
applicable), street address, e-mail address, and day  me telephone 
number.  Addresses and phone numbers will not be published.
• The decision regarding the appropriateness of the topic will lie with 
the Editor.
• Le  ers concerning Provender issues will take priority over those 
concerning more general issues.
• Le  ers regarding poli  cal issues as they pertain to local food, envi-
ronment and sustainability issues will take preference over those that 
do not.
• Le  ers concerning  mely issues or events will take priority over 
those that are in regard to past events.
• Le  ers containing personal a  acks or off ensive or inappropriate 
language will not run.
• Le  ers are limited to one le  er per person per discussion item.
• Le  ers are limited to one le  er per person per printed Journal issue.
• Members are given priority over non-members.
• Opinions expressed are not necessarily supported by the Provender 
board, staff  or members.

Send le  ers by e-mail to info@provender.org  or mail them to 22835 
Jennie Rd, Lyons, OR  97358.  Deadline for submissions is the 10th of 
the month prior to the publica  on date (February 10, May 10, August 
10, November 10).
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Boulder Brands 

is a proud member of 

Provender Alliance, 

supporting 

sustainability, education, 

and community 

in the Northwest.

Dreaming of 
Spring….Star  ng 
With Seeds
—by Connie Karr and Aaron Turner, Oregon Tilth, www.  lth.org

As the snow melts and days get longer, it’s an exci  ng  me of 
year when people are envisioning their home gardens or farms, 
and what varie  es they will grow in the coming seasons.  We 
dream of the food that will be produced, and it all starts with 
the mighty seed!  There are so many varie  es to choose from, 
and a growing number of resources for organic seed.  Organic 
seed produc  on has increased over the years as more and more 
growers are par  cipa  ng.  Their varie  es have become avail-
able both in retail and commercial quan   es.  It is important for 
cer  fi ed organic farmers to understand seed requirements of 
organic produc  on, for cer  fi ers to ensure their clients are do-
ing their due diligence, and for home gardeners to understand 
the labeling requirements of the seeds they buy in stores, from 
catalogs or on-line.  Oregon Tilth is incredibly proud to cer  fy 
a growing number of organic seed growers, distributors and 
brands with our cer  fi ca  on mark.

The NOP regula  on (205.204) describes the requirements 
for seed and plan  ng stock use.  Basically, organic seeds are 

required to be used unless not commercially available.  This an-
nual commercial search is required to be documented and part 
of your Organic System Plan.  Further guidance is found in the 
NOP Program Handbook (NOP 5029).

Organic labeling of retail and bulk prod-
ucts follows the same labeling guide-
lines as food products, including 100% 
Organic, Organic, and blends that are in 
the Made-with-Organic category.  Look 
for the USDA Organic logo for products 
in the 100% or Organic category, and 
all retail labels should have a “Cer  fi ed 
Organic by….” statement.  In seed cata-

logs, organic varie  es should be clearly noted as such, and there 
should be informa  on within the catalog indica  ng who the 
supplier is cer  fi ed by.  Lastly, if purchasing organic seeds, your 
receipts or invoices should clearly indicate which items you’ve 
purchased are organic.

There remain many challenges and priori  es within the organic 
community in regards to seeds.  In a 2011 publica  on by the 
Organic Seed Alliance (OSA) several needs were named for the 
organic community around seeds:

• Reinvigora  ng public plant breeding with an emphasis on the 
development of cul  vars that fi t the social, agronomic, environ-
mental, and market needs of organics.

• Protec  ng organic seed systems from threats of concentrated 
ownership of plant gene  cs.

• Protec  ng organic seed systems from threats of contamina  on 
from gene  cally engineered traits.

By purchasing organic seed, you are suppor  ng the priori  es of 
the OSA, the organic community and doing your due diligence 
in ensuring compliance with the organic regula  on.  Organic 
should always be your fi rst choice and is a way to support ex-
panded organic produc  on worldwide.  Whether you are buying 
seed for your home garden or for commercial produc  on, look 
for organic seed fi rst!  Oregon Tilth staff  hopes that all farmers 
and gardeners have a prosperous year.

Addi  onal resources: 

www.organicseedfi nder.org - commercial quan   es of seeds 
managed by Associa  on of Offi  cial Seed Cer  fying Agencies 
(AOSCA) and sponsored by the OSA and others.

www.  lth.org - Oregon Tilth Producer Search to fi nd cer  fi ed 
opera  ons

Connie Karr is the Cer  fi ca  on Director for Oregon Tilth.  Aaron 
Turner is the Oregon Tilth Processing Program Manager.
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Walking the Talk
—from Sustainable Food Trade Associa  on, www.sustainablefoodtrade.org

New research by MIT Sloan Management Review and The Boston 
Consul  ng Group looked at companies that “walk the talk” in ad-
dressing signifi cant sustainability concerns.  In their report, Sustain-
ability’s Next Fron  er, they describe a disconnect between thought 
and ac  on in companies related to addressing sustainability concerns.  
According to the survey nearly two-thirds of respondents rate social 
and environmental issues, such as pollu  on or employee health, as 
“signifi cant” or “very signifi cant” among their sustainability concerns. Yet only about 
40% report that their organiza  ons are largely addressing them.  Even worse, only 10% 
say their companies fully tackle these issues.  These 10% have been termed “Walk-
ers” and share similar characteris  cs: they focus heavily on fi ve fronts - sustainability 
strategy, business case, measurement, business model innova  on and leadership 
commitment.  For them, addressing signifi cant sustainability issues has become a core 
strategic impera  ve and a way to mi  gate threats and iden  fy new opportuni  es.

This research was done with large corpora  ons in many diff erent sectors from health 
care to commodi  es.  It would be interes  ng to see how the results would compare if 
small to mid-size businesses were surveyed.  And even more interes  ng if the organic 
sector surveyed itself.  However even without such a survey there are known “Walk-
ers” within the organic sector - the members of the Sustainable Food Trade Associa  on 
(SFTA).  As a network of sustainability champions SFTA members have put into ac  on 
what The Sustainability’s Next Fron  er report concludes - “Working collec  vely, orga-
niza  ons can be more systema  c and sophis  cated in tackling signifi cant sustainability 
issues across the value chain — from supply to fi nished product.”

So enough talk, here are four examples of what has been ac-
complished by companies that connect solu  ons to sustainability 
concerns with business values.

In its recent public Sustainability Report, Annie’s announced they 
have purchased 91 million pounds of organic ingredients over the 
last three years (increasing 18%, or by 35 million pounds, from FY 
2012-FY 2013), 90% of their packaging is recyclable, and organics 
now represents 88% of their annual sales.  The company is also 
undertaking extensive internal ini  a  ves to reduce waste. 

Thanks to a new solar thermal system that GloryBee installed, the 
company should save the equivalent of 2,000 tons of CO2 over 
the life of the system, the equivalent of 358,000 gallons of gas 
or almost 82,000 trees!  In addi  on, on January 8, GloryBee was 
awarded the “Bold Steps Award,” which recognizes Eugene, OR-
based sustainable businesses.  Sustainability prac  ces that helped 
the company earn the recogni  on included the fact that in 2012 
the company reduced its use of propane, natural gas, and water 
by 15%, 4%, and 37% respec  vely.  In 2013, it diverted 76% of its 
waste from the landfi ll, an increase of 11% from 2012. GloryBee 
also off sets 100% of its electricity consump  on with Renewable 
Energy Cer  fi cates, and diverted 65% of all waste from landfi lls 
that year.

Organic Valley ended its 25th year with $928 million in sales and 
$2.6 million in dona  ons as well as 56 new jobs and key gains in 
renewable energy ini  a  ves.  The coopera  ve’s farmer-owners 
installed seven on-farm renewable energy projects producing 

approximately 200,000 kWh of clean 
energy annually, in WI, IA, VT, MI and OH.  
Farmers received federal and state grants 
totaling over $112,000 to help fund the 
projects.  In terms of renewable energy 
produc  on, Organic Valley installa  ons 
produced over 80 percent more clean, 
renewable energy in 2013 than the previ-
ous year.  Addi  onally, Organic Valley 
installed a 5,000-gallon biodiesel fueling 
sta  on near its headquarters in La Farge, 
WI for use in its local vehicle fl eet.

One of the features in the SunOpta 
Sustainability Progress Report released in 
July 2013 is the Tree Plan  ng Partnership.  
Since April 2009, SunOpta has partnered 
with C.H. Robinson and Trees Ontario to 
reduce the environmental impact result-
ing from the transport of their products.  
This partnership program plants one 
tree for every SunOpta/C.H. Robinson 
shipment.  Since 2010, 11,440 trees 
have been planted which is equivalent to 
uplugging 2,578 homes from the electric 
grid; removing 3,588 passenger cars off  
the road; and a CO2 off set of 17,222 
metric tons over the life of the trees.
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Who’s Your Banker
—by Ma   Mylet, Vice President, Commercial Rela  onship Man-
ager, One Pacifi cCoast Bank, www.opcb.com

When Susan fi rst approached me with the concept of wri  ng a 
banking column for the Provender Journal, I was intrigued and a 
li  le nervous.  I have been to several Provender conferences and I 
am always inspired by the camaraderie and passion of the natural 
food industry.  As a banker focusing on local food companies I’ve 
ridden the wave of success with a number of strong local produc-
ers.  But while I’ve shared in the excitement it’s always been as an 
outsider.  To use the analogy of rock and roll: I’m defi nitely not in 
the band, more of a roadie or the guy tuning guitars.  Businesses 
and organiza  ons need fi nancing to grow 
and succeed, but it’s not what gets them 
out of bed in the morning.

At the same  me, fi nancing and capital 
investment are some of the most daunt-
ing barriers to small business owners.  
While many organiza  ons are drawn to 
the natural food sector by their belief in a 
healthy and equitable food system, it’s a 
company’s fi nancial strength that allows 
it to exist and innovate.  Even nonprofi ts 
need to have posi  ve cash fl ow.  Whether 
it’s defi ned as “income” or “change in net assets” it’s s  ll the 
medium that allows an organiza  on to grow, increase worker pay, 
and posi  vely impact the community.  Agents of change come in 
many diff erent shapes and sizes but they can’t make a diff erence 
if they don’t have a fi nancially sustainable model.

It’s pre  y clear there is a current distrust of fi nancial ins  tu  ons 
in the US (if not worldwide.)  While this animosity is well-earned 
the true story of our fi nancial system is much more complex.  In 
the modern economy there are good and bad actors in every 
sector.  Just as the domes  c food sector has a history of over-
sized villains with toxic carcinogens and patented GMO seeds, 
the fi nancial sector has a history of behemoth banks par  ally 
responsible for ques  onable lending prac  ces.  While the media 
o  en focuses on stories of corrup  on there is s  ll a founda  on 
of ethical and reasonable fi nancial ins  tu  ons in our country.  
These are banks, equity fi rms, and private investors who authen-
 cally believe in the posi  ve impacts of small businesses.  These 

ins  tu  ons, including One Pacifi cCoast Bank, currently make up 
the minority of the fi nancial sector but they provide hope for the 
future.

In that stream of thought I am off ering this column as a resource 
for any ques  ons Provender members and friends may have 
about banking or business fi nancing ma  ers.  You can e-mail me 
directly at mmylet@opcb.com if you have a ques  on and I will 
publish my responses in each Journal.  I appreciate the opportu-
nity and look forward to hearing from you.
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Hacked: Is Your 
Customer Card Data Safe 
From a Breach?
—by Michelle Gall, CPA, Moss Adams, www.mossadams.com

Mid-December security breaches aff ected both Neiman Marcus and Target, with 
Target’s aff ec  ng more than 40 million customer credit and debit cards and more than 
70 million customers’ personally iden  fi able informa  on.  Incidents like these pose a 
signifi cant threat to a company’s reputa  on, and they highlight the importance of not 
only maintaining security and controls over customer card data but also staying compli-
ant with the Payment Card Industry Data 
Security Standard (PCI DSS) issued by the 
PCI Security Standards Council. 

According to Target, the credit and debit 
card breach occurred from November 27 through December 15—some of the busiest 
days of the holiday shopping season, including Black Friday.  Although the extent of the 
Neiman Marcus breach is not yet known, a forensics fi rm confi rmed that the upscale 
retailer was the vic  m of a possible criminal cybersecurity intrusion and that some 
customers’ credit and debit cards may have been compromised.

Target has said that the database the a  ackers accessed also included details on 
customers who had shopped at Target before November 27.  The stolen informa  on 
includes names, mailing addresses, phone numbers, and e-mail addresses.  This por-
 on of the data breach further exposes those customers to a greater risk of iden  ty 

the  .  There’s also a risk that thieves will 
try to use the informa  on to create new 
accounts in customers’ names.

Stolen credit and debit card accounts 
have fl ooded the black market in the 
weeks following the Target breach, sell-
ing in batches of one million cards for 
anywhere from $20 to more than $100 
per card.

Depending on the volume of cardholder 
transac  ons and the nature of your card 
services, your organiza  on and its service 
providers may need to comply with the 
PCI DSS, which is designed to sa  sfy a va-

riety of security goals and al-
low organiza  ons to report on 
their compliance status on an 

annual basis.  The PCI DSS is composed of 
six domains, or tenets, as follows:

• Build and maintain a secure network.

• Protect cardholder data.

• Maintain a vulnerability management 
program.

• Implement strong access control mea-
sures.
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Home of GloryBee® Honey & Aunt Patty’s® Ingredients
GloryBee.com  |  Eugene, Oregon  |  (800) 456-7923

We Strive to be Your Preferred Partner of Healthy Ingredients

Our Ingredients & Our Service
GloryBee delivers healthy, organic and Non-GMO 
ingredients to local bakeries, restaurants and 

trucks.

partnering with us!
For nearly 40 years, family-owned GloryBee, has been 
passionate about providing quality healthy ingredients to its 
customers. This same passion continues, as we strive to be 
active social and environmental stewards, working to sustain 
our food sources.

Turanski Children

GloryBee First Label

Founder/Vice President  
Dick Turanski

GloryBee First Employees

First Product Line

Ingredients for Healthy Living

• Regularly monitor and test the net-
work.

• Maintain an informa  on security policy.

Complying with these requirements is 
basic but not bulletproof in securing 
credit card data, as evidenced by the 
breaches of the last few years.  In many 
of the breaches, organiza  ons under-
went a PCI examina  on and were found 
to be in compliance with the PCI DSS.  
Unfortunately, however, most en   es 
aren’t compliant at the  me of an a  ack.

The key to complying with PCI DSS is two-
fold: First, assess your business strategies 
and controls with security in mind; sec-
ond, facilitate ongoing employee training 
on security concerns.  A Moss Adams 
representa  ve can help you evaluate 
your PCI DSS compliance and develop a 
strategy for data security.  For more in-
forma  on see the Moss Adams October 
2013 Insight or contact your Moss Adams 
representa  ve.

New Leadership at OTA
—from Organic Trade Associa  on, www.ota.com

Organic Trade Associa  on is pleased to announce that Laura Batcha has accepted the 
posi  on of CEO/Execu  ve Director for the organiza  on.  She serves as the fourth ex-
ecu  ve director in the organiza  on’s 29-year history.

Laura most recently served as OTA’s Execu  ve Vice President and Interim Co-Execu  ve 
Director.  She currently serves as the Chair of OTA’s Poli  cal Ac  on Commi  ee.  She has 
been appointed by the Secretary of Agriculture and has served as a representa  ve of 
the organic industry on two separate Federal Advisory Commi  ees.

Prior to her appointment, she served the Organic Trade Associa  on in mul  ple capaci-
 es over the past six years.  She was fi rst hired as Marke  ng and Public Rela  ons Direc-

tor, became Chief of Policy and External Rela  ons, and lastly, served as Execu  ve Vice 
President immediately prior to her appointment as CEO and Execu  ve Director.

In addi  on to her work at OTA, Batcha brings 20 years of direct experience as a cer  -
fi ed organic producer and handler, and more than 10 years of hands-on experience in 
the private sector of the organic industry. 

Having worked across all parts of the organic sector including organic farming, process-
ing and business development, she looks forward to strengthening OTA’s posi  on as a 
unifying voice for the industry.
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Ingredients
2 Tbsp organic sunflower oil
1 Tbsp organic coconut oil
1 Tbsp organic cocoa butter
1 Tbsp plus 1 tsp pure beeswax
20-25 drops organic citrus essential oil.
Choose 1 or create a medley: grapefruit,
mandarin, orange, or tangerine
A few drops of Vitamin E oil

Directions
Coarsely chop the beeswax or use beeswax 
pastilles. Place beeswax, cocoa butter, and oils in 
a small pot or glass Pyrex measuring cup and 
gently heat in the top of a double boiler until the 
beeswax and butters melt. Remove from the 
stovetop and add essential oil and Vitamin E Oil. 
Immediately pour the mixture into lip balm 
tubes or jars. Allow to cool completely before 
placing caps onto the containers.

800.879.3337

—by Jessica Perkins Miller, Execu  ve Director of Natural Products North-
west, www.npanw.org

The Designer Anabolic Steroid Control Act (DASCA) of 2014 was recently 
introduced by Sens. Sheldon Whitehouse, D-R.I., and Orrin Hatch, R-Utah 
to classify harmful products as controlled substances and increase criminal 
penal  es for impor  ng, manufacturing or distribu  ng them under false 
labels.

Currently there is a loophole which steroid sellers exploit by slightly changing chemical 
compounds so that the end product is not one listed as a controlled substance with the 
Drug Enforcement Administra  on.  This Act would crack down on these illegal supple-
ments containing chemically altered anabolic steroids.

The dietary supplement industries applaud Congress on proposing this Act.  The 
American Herbal Products Associa  on (AHPA), the Consumer Healthcare Products 
Associa  on (CHPA), the Council for Responsible Nutri  on (CRN), the Natural Products 
Associa  on (NPA) and the United Natural Products Alliance (UNPA) together issued the 
following statement:

The trade associa  ons of the dietary supplement industry strongly support DASCA, 
a bill that protects consumers by empowering the Drug Enforcement Administra  on 
(DEA) with new tools to iden  fy and quickly respond when new designer anabolic 
steroids—illegal drugs—are falsely marketed as dietary supplements.  Among the im-
provements brought about by DASCA will be new guidelines for DEA to address prod-

ucts that are “substan  ally 
similar” to anabolic steroids 
and that have been ille-
gally marketed to promote 
muscle growth.  In addi-
 on, DASCA will place new 

anabolic steroids on the DEA Controlled 
Substance List, and will change the 
criteria for placing addi  onal anabolic 
steroids on the list going forward.  This 
will make it easier for DEA to iden  fy 
and catalog new chemicals.  DASCA will 
also allow DEA to respond faster to stop 
those criminals who create new anabolic 
substances closely resembling listed 
ones, but tweaked just enough that they 
are not iden  cal to their fl agged counter-
parts.

Products that contain designer anabolic 
steroids and are misbranded can pres-
ent serious health risks to consumers.  
The reputa  on of responsible dietary 

Overview of 2014 Designer Anabolic 
Steroid Control Act
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Get the word on better nutrition:
organicvalley.coop/grassup

supplements could be damaged due to 
unapproved steroids that are illegally 
sold as all-natural supplements.  Also 
these illegal products put athletes at risk 
by unknowingly tes  ng posi  ve for these 
banned substances under their athle  c 
rules of conduct.

In 2004, the dietary supplement industry 
lobbied Congress to pass the Anabolic 
Steroid Control Act.  Dietary supplement 
industry associa  ons con  nue to support 
congressional and regulatory eff orts that 
enforce laws which eliminate illegal sub-
stances that can impersonate as dietary 
supplements. 

Save the Date: 
Natural Products EXPO NorthWest 

October 10-12, 2014 

Washington State Conven  on Center, 
Sea  le

Jessica Perkins Miller is the Execu  ve 
Director of NPA NW and has a pas-
sion for the outdoors, great food and 
taking care of the earth for future 
genera  ons.

Five Ways to Increase Your 
Social Media ROI
—by Lota LaMontagne, Watershed Communica  ons, www.watershed.com

Social media has gone from being new to necessary in a very short  me.  Whether 
you’re a retailer, producer or even distributor, today’s customers o  en seek out social 
media as a way to deepen their rela  onships and keep updated.  From Facebook to 
Twi  er to LinkedIn to Pinterest - or any number of the new social outlets - there are 

few rules of engagement that work 
across the board.

We’ve pondered the many uses, 
challenges and opportuni  es social 

media presents for ourselves and our clients, so here are fi ve quick thoughts on a suc-
cessful social media strategy:

Be Visual: Whenever you have access to a compelling image, use it, especially on 
Facebook.  People are a  racted to good design and quality photography.  Social media 
contains a lot of noise – be the signal.

Be Fun: Social media is where people go to blow off  a li  le steam between work 
projects.  No one wants to read your thesis on the fl uctua  ons of the Euro in response 
to American fi scal policy (did you even make it to the end of that sentence?)  Engage, 
be funny and real, think of yourself at the cocktail party and let your personality shine 
through.

Ask the right ques  ons: It’s become a given that one should ask ques  ons in social 
media posts in order to engage your audience.  But ask the right 
ques  ons. “What did you have for lunch?” is maybe a li  le too 
general and does nothing to posi  on you as a thought leader.  “If 
you could have lunch with any natural foods pioneer, who would 
it be?” creates the opportunity to talk about business leadership, 
trends and current events.

Create Content: Empower a team to write a blog, take photos 
and otherwise create compelling content from your company’s 
point of view.  By crea  ng content you can be  er cra   the mes-
sages that will a  ract customers to your business.  Blog posts will 
increase traffi  c to your site.  Quality photos will generate more 
click-throughs and increase your presence in Facebook streams.

Don’t take  ps as a given: Think for yourself.  There are many 
lists of social media  ps (5 ways to increase your social media 
ROI!) but really, you should think for yourself.  Social media is 
constantly evolving and to be successful you have to change with 
it.  Experiment whenever you can.  Create new strategies.  Accept 
that even if a post doesn’t give you the desired results that there 
is a lesson to learn.

Watershed Communica  ons is a na  onal brand strategy and 
public rela  ons agency based in Portland, Oregon, with offi  ces 
in New York and Chicago.  We believe that good food and drink 
make the world a be  er place.  Our mission is to honestly 
communicate about and add value to the great brands of our 
genera  on in order to preserve businesses that enrich our food 
culture.
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—by Randy Buresh, Oregon’s Wild Harvest CVO, farmer, Herbalist, www.oregonswild-
harvest.com

We, as a society, have lost our connec  on with the universe.  
We’ve lost our connec  on with Mother Earth, her plants, ani-
mals, soil and energy.  We move from one ar  fi cial environment 
to another - from our homes to our car to our business and 
back again.  O  en, we never even touch the soil, we sit under 
ar  fi cial lights, the air that we breathe is contaminated, and the 
electromagne  c fi elds that pass through our bodies have never 
been more intense.

One hundred years ago, things were much diff erent.  Two hun-
dred years ago, things were very diff erent.  One thousand years 

ago, we s  ll understood the universe, and we were s  ll connected.

Although we have changed in the ways we perceive the world around us, our ge-
ne  c make-up remains the same.  The great healers (old wise elders and Medicine 
men) were connected to the plants and the energy coming from the universe.  They 
watched, listened and passed this informa  on from one genera  on to another.  They 
paid close a  en  on to the animals, watching to see what they ate on a daily basis, and 
be  er yet, what they ate when they were ill.

Today, our health care system is broken.  Truthfully, it is more of a “health crisis” sys-
tem.  We have become a society saying “just give me a pill to make me feel be  er right 
now.”  Mother Nature hears this, too, and is calling out to us.  How long will it take us 
to remember the lessons she has taught us? 

Isn’t it interes  ng that some of the most common “weeds” grow-
ing outside our front door are actually what we may need to be 
ea  ng on a daily basis?  Have you ever wondered why Dandelions 
never stop growing between the cracks of cement?  Or, why Bur-
dock plants are found growing along every road?  Why does Milk 
Thistle grow in the harshest climates?  It’s because many of these 
“weeds” are really there to help guide us back to health.

With that in mind, we’d like to add a new twist to your vegetable 
garden this spring.  Let’s add some medicinal herbs to the mix 
- some that you wouldn’t normally plant in your garden.  Grow-
ing your own medicinal herbs is a really good way to get familiar 
with the plant world that actually helps us heal our bodies.  And, 
most herbs are easy to grow, drought resistant, and add color and 
beauty to any garden!

So, how do you choose what to plant?  You let your heart and 
mind help with that decision, more than a book or plan  ng guide.  
You don’t need to over think it, but go with your gut.  (But, just in 
case you’d like the names of a few of my personal favorites, here 
you go….)

Astragalus (Astragalus membranaceus).  This hardy botanical 
plant is a beau  ful addi  on to your garden, and will grow up to 5 
feet tall with fl owers that turn into li  le pea-like pods which you 
can harvest for seeds.  The root should be le   in the ground for 
at least two years (or even be  er – 3 to 4 years), and can then be 
dug up and used when it is more potent.  Astragalus is best for 
deep immunity.

Purple Conefl ower (Echinacea purpurea) 
is more common.  You should harvest 
the fl owering tops from mid-July to mid-
August, and, again, wait at least two years 
before harves  ng the root.  A medium-
sized plant will add color and beauty to 
any garden (plus the bees love it).  Echi-
nacea is good for immune system s  mula-
 on.

Marshmallow (Althaea offi  cinalis) is a 
hardy plant that grows up to 4 feet tall and 
has beau  ful white fl owers that bloom 
from mid-July to early September.  This 
plant grows fast and develops a large us-
able root in the fi rst year, but doubles in 
size in two years.  You can harvest Marsh-
mallow a  er the fi rst freeze or heavy 
frost.  Marshmallow is a diges  ve aid and 
stomach soother.

Lemon Balm (Melissa offi  cinalis) is an-
other one of my favorite garden herbs 
because it smells great and adds beau  -

The Back Yard Medicine Chest
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Member News
We depend on you to give us your news and informa  on.  This 
is where everyone can read about it.  This is one of the most 
popular columns in the Journal and it gives you an opportunity 
to promote your business, products, ac  vi  es, and services.  
Send us your newsle  ers or press releases, or fax, e-mail, or call 
us.  The deadline for the Summer issue of the Journal is May 10.

Bumblebar, based in Spokane Valley, Washington, is con  nuing 
to transi  on to providing gluten free copacking to companies 
who are too small (or smart) for tradi  onal copackers and too 
busy to make their products.  Addi  onally, they are provid-

ing cradle to market 
services, which involve 
co-owner, Liz Ward’s 
almost 20 years of 
formula  ng and ethics 
based sourcing.  By 
leveraging the skills Liz 
has garnered by pio-
neering the fi rst gluten 
free, ethically sourced 
organic food bar, they 
are adding authen  c-
ity to the brands they 
service, while expand-
ing the demand for the 

goods their incredible vendor-partners provide.   At the end of 
January, their GFCO cer  fi ed facility now includes a new bakery, 
increasing their capabili  es to include gluten free granola, cook-
ies, and other baked treats.  Already, a cookie and a granola 
company, both based in the Northwest, have commi  ed to 
working with them 2014.  In December, they hired Nageshwar 
Tammeni, who is in charge of SQF quality ini  a  ves and Olivia 
Moser, who is dealing with social media.  Finally, know that they 
are excited to rejoin their friends at Provender and look forward 
to reconnec  ng in the fall!

Capital Pacifi c Bank, of Portland, Oregon, posted a record 
fi nal quarter for 2013 as a fi   ng cap to their 10th anniversary 
year and a record year overall.  By nearly every measure, they 
achieved or exceeded their goals.  They added dozens of new 
client rela  onships along the way and have headed into 2014 
with a strong and stable founda  on.  Their achievements are 
the direct result of the working rela  onships they have with 
their clients.  In 2014, announcements will be forthcoming re-
garding more educa  onal events to inform customers of issues 
and trends that aff ect their businesses, new products to help 
customers manage their business more effi  ciently, and updates 
to their on-line banking pla  orm to streamline customers’ on-
line banking needs.

ful green foliage.  The best  me to harvest this plant is before 
it blooms, because a  er the bloom, the taste is bi  er.  Lemon 
Balm is relaxing.

Grindelia (Grindelia sp.) a very robust plant.  A medium height 
plant, Grindelia thrives in the summer heat and has deep yellow 
resinous fl owers.  It is best to harvest during the heat of the day, 
and although the fl owers will s  ck together (and so will your 
fi ngers) it is very stable and potent a  er drying.  Grindelia is a 
great expectorant.

Feverfew (Tanacetum 
parthenium) blooms from 
late June to mid-August.  
This plant will provide 
a consistent supply of 

fl owers, but the leaf is best harvested during the early stages of 
blooming.  Feverfew helps with headaches and infl amma  on.

Boneset (Eupatorium perfoliatum) has a cluster of beau  ful 
pinkish-white fl owers.  Be aware, you need to harvest the fl ow-
ers before they fully open.  Boneset is a good herb for immune 
modula  on.

And, last but not least, Valerian.  Valerian (Valeriana offi  cinalis) 
plants have s  nky roots, but also provide beau  ful clusters of 
pastel, pinkish-white fl owers that smell great.  The root is best 
harvested in the spring of the second season.  This plant can 
grow up to six feet tall, and it is a must-have for your home 
garden.  Valerian helps you sleep.

As for drying these plants, try a food dehydrator at low tem-
peratures or hang them up in a closet with low heat.  Don’t dry 
anything in the sun.  In the Pacifi c Northwest, hanging the fresh 
plants in the ra  ers of a garage or barn is not advised, either, 
as the plant material will dry during the day and then re-absorb 
moisture in the evenings.

Once your plant material is completely dry, take the whole 
pieces and break them up.  Stuff  them in a canning jar and, 
most importantly, label them with the date of harvest.  Store 
all containers in a cool dark space, or be  er yet, in your freezer 
where the shelf life will be increased by at least 3 months.  Most 
“above ground” plants are good for one year from the date of 
harvest, while roots are good for 2-3 years.  Remember, heat, 
light, moisture and air will cause the plant material to break 
down further, so keep them cool and dry.

Smell, taste and feel the diff erence that good quality fresh plant 
material can make in your life. It’s all here for us, and the plants 
are just wai  ng to reconnect.  When you see a Dandelion trying 
to sneak into your garden, let her stay.  Don’t pull the weeds 
that we need - they are here for us to use and your good health 
depends on them.

Con  nued on page 14

Kristen Beifus, Washigton Fair Trade Coali-
 on, and Kelly Miles, NCGA, at the 2013 

Provender Alliance Annual Educa  onal 
Conference.
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Member News, cont. 
Con  nued from page 13

www.GlobalOrganicTrade.com

User-friendly 
website helps 

U.S. producers & 
handlers export 

organic products.

Real Time 
Map Tool

Click on any country to 
find out about its organic
regulations, agreements 
with the U.S., certifiers,

government agency 
contacts, import

requirements and more. 

Export 
Tools

Review and examine 
up to date export 
information and 
find contacts for 

Federal and 
State assistance.

Import 
Tools

Get import information and
contacts specific to the

European Union, Canada,
Japan and Taiwan.

Market 
Data

Find the latest news, 
market reports and trade

show information for 
global organic trade.

Community Food Co-op, Bellingham, Washington is pleased to announce the purchase 
of a third building, conveniently located across the street from their downtown store.  
The new building will undergo extensive remodeling and will house offi  ce space, a 
produc  on bakery that will be cer  fi ed gluten-free (and possibly organic cer  fi ca  on), 
a class/community room, and a small café that will serve coff ee, baked goods, and 
grab and go lunch items.  They expect to take occupancy in spring of 2015 when their 
Outreach, IT, Pricing, Accoun  ng, and HR teams will move into the building, along with 
the bakery staff .  They will then begin a major remodel of their downtown loca  on 
including a new deli sea  ng area, an improved kitchen prep area, the addi  on of salad 
and hot bars, parking lot improvements, and bathroom remodeling.  In October of 
2013, the co-op adopted a GMO policy – they will not be bringing in any new products 
that contain or have a high risk of containing GMO ingredients.  They are working on 
phasing out deli containers/utensils that contain GMO-origin plas  c and have been 
working to source appropriate items for their stores.  They have also replaced their 
plas  c “for here” dishware with Corelle™ dishes and that has gone over great with 
customers and staff  alike.  It was a much larger task than they ever thought so they 
are very happy to have this task completed!  In 2013, due to high performing depart-
ments, staff  was awarded gain share payouts in all four quarters and they were able to 
issue a patronage refund to member-owners.  The co-op also had many staff  promo-
 ons and some new hires – David Loomis was promoted to downtown Night Crew 

Lead, Jus  n Daniels was promoted to Cordata Night Crew Lead, Ma  hew Bernstein 
was promoted to downtown Meat Department Manager, Caleb Brown was promoted 
to downtown Meat Department Assistant Manager, Michael Wood (formerly of the 

downtown grocery crew) was promoted 
to Cordata store Bulk Department Head 
and Jeff  Emerson (formerly the Cor-
data store Bulk Department Head) was 
cross-promoted to Cordata store Chill 
Department Head, Michel Contezac was 
hired as their POS Manager, Stephanie 
Willard was promoted to downtown 
Specialty Cheese Department Head, Sara 
Young was hired into a new posi  on as 
Prepared Foods Manager, Sco   Engels 
was hired as downtown Chill Department 
Head, Melissa Elkins was hired as the 
Sustainability Program Coordinator (a 
new posi  on - she is also the Co-op’s Ad-
ministra  ve Assistant), Camile Kain was 
promoted to Cordata store Grocery Re-
ceiver, and Chuck Marston was promoted 
to downtown Grocery Department As-
sistant Manager.  The co-op’s Farm Fund 
awarded almost $30,000 in low interest 
loans to local farmers and granted almost 
$13,000 to local farm projects in 2013.  
Overall, the co-op gave over $130,000 
in fi nancial and in-kind support to the 
community in 2013.  Over 200 member-
owners spent over 1100 hours volunteer-
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ing for the co-op at events and in the stores.  2013 was also the 
fi rst year they published their new magazine In Season, which was 
mailed to all 13,000+ ac  ve members as well as other targeted ar-
eas of the surrounding community.  The magazine is 100% wri  en 
and designed by co-op staff .  It is currently published three  mes 
a year, with supplemental newsle  ers published on the other 
months that are available in the stores and at various businesses 
around the county.  Both are available on their web site at www.
communityfood.coop.  Karl Meyer, their Community Outreach Co-
ordinator, created a free outreach program for local elementary 
schools called “The Real Food Show” that u  lizes local talent.  The 
show is being produced in partnership with the Bellingham Circus 
Guild and was co-wri  en by Sam Williams of Flying Karamozov 
Brothers fame and Della Plaster of the Bellingham Circus Guild.  
The show is a series of fun rou  nes involving audience par  cipa-
 on and visual aids and features juggling and other circus skills to 

delight, entertain, and inspire the audience.  The aim of the show 
is to increase nutri  on and health knowledge and to inspire posi-
 ve change in the a   tudes, habits, and behaviors of elementary 

school children (and hopefully their families!).  Many local schools 
have already signed up for the program, which starts in April.

Elemental Herbs, in Morro Bay, California, is in the process of 
rebranding.  All packaging will see a signifi cant change that be  er 
represents their strong values and simple approach to formula-
 on.  Folks saw a preview of the change at Expo West, then new 

packaging will hit the shelves by mid summer  me.  Their team is 
growing.  Ian Maulhardt is their Opera  ons Manager and Jennifer 
Hajdu is their Administra  ve Sales Assistant.  More will be joining 
soon!  They are also working with the NCGA to grow the business 
with the co-op sector this year.   Newest products include SPF 20 
Zinc Lip Balms - 90% cer  fi ed organic ingredients, available now 
in unscented and coconut.  A preview was available at Expo West.  
They just completed their organic inspec  on for All Good Goop - 
same product, now they actually get to use the term ‘Organic’ on 
the label, cer  fi ed by Oregon Tilth.  They have completed three 
employee wellness days as a part of their new wellness program 
that included stand up paddle boarding, beach volleyball, and 
rock climbing — next, golf! (with Caddy Shack a   re required).  
They have also begun working with Maitri Marke  ng in the 
Northwest as their new broker.  They are proud to be a B Corpora-
 on, and Caroline Duell, company founder, received an award for 

her advocacy work at the last B Corp retreat, called the Measure 
What Ma  ers Award.  New Hope Natural Media named Elemen-
tal Herbs one of “10 Brands to Watch in 2014.”

GloryBee Foods, headquartered in Eugene, Oregon, was honored 
in Janaury by the City of Eugene with the Bold Steps Award.  The 
award was presented by the City of Eugene mayor.  The Bold 
Steps Award recognizes Eugene-based sustainable businesses, 
and represents a partnership between The City of Eugene, Eugene 
Mayor Ki  y Piercy and BRING Recycling’s RE:think Business pro-
gram.  Recently updated from a semi-monthly award to an annual 
award, this year’s award increased the level of compe   on, as 

Con  nued on page 18



Spring 2014  Provender Journal

16

With Bob’s Red Mill® Gluten Free Pie Crust Mix,
it is “easy as pie” to make a delicious, fl aky, gluten free crust that 
is perfect for any pie recipe. It works wonderfully for holiday 
favorites like pumpkin pie, classic fruit pies and cream pies, and 
savory dishes like quiches and pot pies. Every bit as scrumptious 
as a traditional pie crust and just as simple to prepare.
Visit our amazing pie page www.bobsredmill.com/pie for more 
wonderful recipes, instructional videos, fun ideas and easy tips 
on making perfect pies!

w w w . b o b s r e d m i l l . c o m

The High-Maintenance Employee
—by Carolee Colter, CDS Consul  ng Co-op, www.cdsconsul  ng.coop

Do you have someone on your team who you think of as “high-
maintenance”?  What do we mean when we throw around that 
phrase?  The workplace behaviors I’ve heard supervisors describe 
include:

• Chronic complaining

• Demanding the supervisor’s constant a  en  on

• Dependency, needing ongoing direc  on

• Endless ques  ons, concerns and problems with any work assignment.

Note that all these behaviors are inter-related.  And they involve a pa  ern, not one-
 me events.

Recently I came across the concept of the “Adversity Quo  ent.”  Dr. Paul Stoltz defi nes 
Adversity Quo  ent as “the capacity of the person to deal with the adversi  es of his/
her life.”  The high-maintenance employee has a low Adversity Quo  ent.  Instead of 
mee  ng challenges with resilience, high-maintenance people blame others and make 
excuses.

And somehow there are always things going wrong in a high-maintenance person’s life.  
He or she is perennially at the center of some sort of drama.

Up to a point, I’d say that it’s your job as a leader to put up with the challenges that 
high-maintenance employees bring to the workplace and help them make the most 
posi  ve contribu  on possible.  Some really high performers can be a challenge to man-

age or work with together on a team, yet 
the value they bring to the organiza  on 
outweighs their less desirable behaviors.

But there comes a point where you have 
to ask—is it worth it to put out all the ex-
tra energy this person demands?  What is 
the payoff  on your investment?

Also you need to ask, is it fair to the peo-
ple who have to work around him or her?  
Is this one person sucking up so much of 
your  me and a  en  on that you don’t 
have enough le   for the other staff ?

So now it’s  me to get analy  cal.  Did 
this person get proper training?  Could 
your own instruc  ons be clearer, or ex-
pressed more eff ec  vely for this person’s 
learning style?  Does the person have 
more on her or his plate than s/he used 
to have?

And what’s your part in this?  Have you 
set boundaries and upheld them so that 
you get uninterrupted  me periods when 
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you can focus on others or on your own work?  Could you be more generous with 
praise and apprecia  on to help build this person’s confi dence?

Eventually you’re going to have to talk to the high-maintenance employee about alter-
na  ve approaches that he or she could take for a more produc  ve work rela  onship.  
For example:

• Set up specifi c (and limited)  mes in the day or the week when s/he can come to you 
with ques  ons and problems.

• When s/he does bring a problem, ask her/him to always recommend a solu  on.

• Have her/him put complaints in a weekly journal and reread the en  re journal before 
submi   ng it to you.  Ask her/him to no  ce any pa  erns in the journal.

• Ask if there is any small part of a situa  on s/he is willing to take responsibility for.

• Brainstorm a list of possible ac  ons.  Keep asking, “What else can you do?”

With self-absorbed people (which high-maintenance employees tend to be), subtle 
hints aren’t as eff ec  ve as straight talk.  In her “Life at Work” column in the Washing-
ton Post, Amy Joyce described how Martyn Etherinton, vice president of marke  ng at 
Tektronix in Portland, handled high-maintenance employees: 

And when those people are taking too much of Etherington’s  me, he gives it to them 
straight.  He asks if they understand how much of his  me they are taking without 
being clear about what they expect to achieve.  Then, a  er that reality check, he asks 
what it is they want from him.

Be prepared to do the same.

Carolee Colter is a member of CDS Consul  ng Co-op and lives in Nelson, B.C.  car-
oleecolter@cdsconsul  ng.coop.

ing foods that contain gene  cally modi-
fi ed ingredients to be labeled as such 
is paramount to keeping the consumer 
informed about what they eat and af-
fording them the oppor  nity to make de-
cisions on their own if they want to avoid 
GMOs in their food.  At the agriculture 
and environment levels, passing local 
ordinances in areas where the farming 
community is concerned about the im-
pact GMO crops have on their livelihood 
and health is a crucial step to preserving 
sustainable agriculture, organic farming, 
and reducing the nega  ve impacts to the 
health and well being of the residents, 
natural communi  es, and ecosystems 
that stem from GMO farming.

To stay informed, visit www.gmofreeo-
regon.org and ‘Like’ them on Facebook 
at www.facebook.com/pages/Oregon-

GMO Label-
ing, cont.

Con  nued from page 1
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Member News, 
cont.

Con  nued from page 15

“ Always Leave the 
Earth Better Than 
You Found it.”

~ RUPERT STEPHENS

The words of Rupert Stephens, our founder’s Dad, flavor all we do 
here at Nature’s Path. In fact, for three generations, we’ve built our 
company on them. Caring for people while caring for the planet. 
And all the while, making food we’re proud of. Food as organic and 
real as our friends and customers.

well as the visibility of the winner.  A number of GloryBee’s prac-
 ces helped the company earn the recogni  on including: an ex-

tensive employee benefi t plan, health incen  ves program, and 
a comprehensive performance evalua  on program; company 
reduc  on of its use of propane, natural gas, and water by 15%, 
4% and 37% respec  vely; two primary social ini  a  ves – Save 
the Bee, which addresses the declining honey bee popula  on, 
and Healthy Living, which works with nonprofi ts that work with 
issues related to child health, nutri  on, and physical ac  vity.  To 
qualify for considera  on for the Bold Steps award, businesses 
must be cer  fi ed through the RE:think program, off ered through 
BRING Recyling.  Through RE:think, businesses receive free, on-
site consulta  on to reduce waste and save money.

Hummingbird Wholesale, based in Eugene, Oregon, held their 
4th Annual Farmer Apprecia  on Luncheon in January with over 
30 farmers, customers, and other guests in a  endance.  The 
luncheon gives an opportunity for the farmers who grow crops 
for the companty to meet and exchange informa  on, deepen 
their learning, and enjoy good food and company.  This year 
two speakers shared their knowledge of organic amendment 
op  ons.  Several new Oregon-grown crops are now available 

in grocery and bulk: Organic Red Fife Flour, Streaker Barley 
Flakes, Organic Wild Rice and for feathered friends, local Nyger 
Bird Seed.  Also new are Organic Black Chia Seeds.  At their fi rst 
Good Earth Show at the Lane County Fairgrounds in Eugene, 
company staff  gave out hundreds of samples to enthusias  c 
a  endees.  Of the two dozen products on sale at the show, big 
hits were organic raw centrifuged Dua Dua Extra Virgin Coconut 
Oil, Oregon-grown and pressed Organic Camelina Oil, Oregon 
honeys, organic Chocolate Hazelnut Bu  er, organic Awakened 
Almonds, and Dua Dua Laundry Bar & Stain Remover made in 
Portland, Oregon with organic coconut oil.  Lots of fun and a 
grand success!  The company welcomes new birds, Karen Guil-
lory as Customer Service Rep and Becky McGowen as Accounts 
Receivable Rep, to their fl ock.

Manitoba Harvest, of Winnipeg, Manitoba, Canada, welcomed 
Clarence Shwaluk as Director Farm Opera  ons in early Decem-
ber.  Mr. Shwaluk will be responsible for all supply chain ac  vi-
 es related to hemp produc  on and will be tasked with building 

a world-class agrarian-based team to fulfi ll Manitoba Harvest’s 
strategic objec  ves.  Most recently, Shwaluk was Director of 
Opera  ons Administra  on Services with Masterfeeds LP, a Ca-
nadian division of Ridley Inc. where he undertook the challenge 
of direc  ng Marke  ng, Formula  ons, Purchasing, and Pricing 
func  ons for the Canadian feed division with sales of up to $140 
Million.

Con  nued on page 22
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Five LinkedIn Tips to Generate A  en  on 
for Your Business
—by Victor Willis, Campbeltown Consul  ng, www.campbeltownconsul  ng.com

Want to a  ract a  en  on to your business from one of 
the fastest growing social media sites that caters exclu-
sively to businesses?  With over 250 million members, 
of whom 6.7% or 17 million are involved in consumer 
goods, LinkedIn deserves your a  en  on.  According to 
Gary Vanyerchuck, a fan of Downton Abbey and author 
of ‘Jab Jab Jab Right Hook’, ‘Facebook will be our dining room, 
where we entertain and get to know one another; LinkedIn will 
be our library where we get deals done’.

Here are fi ve  ps to generate a  en  on for your business using 
LinkedIn:

Op  mize your profi le
Help others fi nd you by op  mizing your profi le.  Use specifi c 
keywords to increase the chance that a customer or prospect 
might fi nd you when searching for a product or service.  Avoid 
using a resume format.  Focus on the business value you pro-
vide.  Use the mul  media capabili  es in your profi le.  You can 
upload audios, videos, images, documents and presenta  ons to 
boost your ‘brand equity’.  End result: you want your profi le to 
look professional and credible.

Connect with colleagues 
and customers
Upload your contacts and 
make sure you’re a fi rst 
level connec  on with your 
primary business associ-

ates.  If you are a small producer, use your database to iden  fy 
and request connec  ons with your trusted suppliers and service 
providers.

Find or create a B2B group
Groups are a good way to network on a smaller scale with 
like-minded people.  With over two million available, you need 
to use the search func  on wisely to iden  fy relevant groups to 
join.  Each group lists membership numbers, fi rst level contacts 
that are members and allows you to review content before you 
commit to join.  If you can’t fi nd a group that suits your needs, 
just create your own.

Research and build contact lists
Decision makers use LinkedIn widely so it’s a great tool for scru-
 nizing prospec  ve customer leads and job applicants.  When 

reviewing profi les, look for things in common, mutual connec-
 ons, companies they follow, causes they care about.  Before 

you connect with a prospect, ask yourself “How can I add value 
to this person?”  The invita  on is cri  cal as you only have 300 
characters to convey your message.  Use ‘Advanced Search’ to 
help narrow your ideal list of clients and determine your goals 
for the rela  onship.  Then use ‘Saved Search’.  You get three free 
saved searches with basic free membership.

Build content and share your exper  se
LinkedIn has its own unique value proposi  on and you need to 
off er content that is interes  ng and engaging but with a more 
serious business twist.  Pulse, LinkedIn’s news app, located on 
the home page, enables you to customize subject channels and 
infl uencers that you wish to follow and can then use for pos  ng 
content.  So, where do you start?  Make it a prac  ce to post a 
daily update.  Add insights to a group discussion.  Share ar  cles 
with your connec  ons and add a comment.  As you build mo-
mentum, people and companies will be more recep  ve when 
you reach out to them.

Victor Willis is Founder and Principal of Campbeltown Consult-
ing, a Portland based consul  ng fi rm that helps bring natu-
ral, organic, sustainable and specialty products to market.
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Call a Flower
—by Michelle O’Connor, Deli Manager, Ashland Food Co-op, delimanager@ashland-
food.coop

Once upon a  me I heard a health food myth that caulifl ower was nutri  onally void, 
that it had absolutely nothing to give the body and really wasn’t worth ea  ng.  This 
informa  on must have come to me before the internet age because I don’t remember 
instantly ge   ng on-line to fi nd out whether or not this was true, like I would if I heard 
such nonsense today.  I overheard someone in the produce aisle just three days ago 
saying the same thing to his friend and I chuckled that the myth was s  ll circula  ng af-
ter all these years.  A  er hearing this, I never stopped ea  ng caulifl ower even though it 
could have been true.  I mean, it kind of makes sense.  Caulifl ower is white which keeps 
it from the fame that green veggies enjoy, it is pre  y mild tas  ng unlike mustard greens 
or kale or other strong fl avored veggies that are so good for us, and some  mes it gets 
fried in ba  er or dipped in ranch which in health food circles pre  y much seals the deal 
for a life  me of being known as a nutri  onally void vegetable.

Lately, though, I have been really enjoying caulifl ower in a whole new way.  I have 
banished the shame that I experienced while ea  ng it “back in the day.”  Yes, I admit 
that I some  mes compared it to ea  ng handfuls of trail mix (the kind with the choco-
late chips in it).  I knew it wasn’t par  cularly good for me, but hey…we sell it at the 
co-op, so how bad could it be?  Now, it is a part of at least 3-4 meals every week and I 
am learning and crea  ng some really cool ways to prepare it that have the en  re family 
asking for more.

At the beginning of this year, con  nuing on my journey to be a healthier and smaller 
version of myself, I made some further lifestyle changes that have included thus far: no 
alcohol, a 30 day cleanse in January followed by the Whole 30 challenge in February.  
For those of you unfamiliar, the Whole 30 is a whole foods only challenge that lasts 
for 30 days.  It is essen  ally no alcohol, no sugar, no legumes, no potatoes, no grains, 
no dairy and absolutely nothing on a label that is not whole food.  The most common 
ques  on is: WOW, what can you eat?  As if the name of the challenge isn’t enough to 
answer that ques  on, I eat whole foods including meat and vegetables and fruits and 
fat.  Although it seems very counter-intui  ve for someone that has lost over 100 lbs of 
fat to seek out fat, I can and am encouraged to eat fat.  Weird?  Yes!  Delicious?  Also 
yes!  I am really enjoying the challenge and have found it quite interes  ng that once 
again while scru  nizing what I put into my body, I fi nd myself back in a place that I 
enjoy but do not spend enough  me…my kitchen.

Feeding myself solely meat, vegetables and healthy fats for 30 days is not really a chal-
lenge, I could do it in my sleep, but I tend to gravitate towards brainless meals of huge 
salads with a chicken breast, or a pile of greens with a piece of salmon.  While deli-
cious and indeed mee  ng the challenge requirements, I am trying to push myself to 
eat outside of the box I have created for myself, which is a bit scary because when you 
have lost a signifi cant amount of weight ea  ng a certain way, you don’t want to jeop-
ardize it by trying something new, especially if that new way is slathered in coconut oil.  
Like caulifl ower slathered in coconut oil and roasted to golden brown perfec  on.  YUM!

That was my gateway recipe that encouraged me to look a li  le deeper into the merits 
of caulifl ower.  I usually just roast with nothing on it, but during the fi rst week of my 
challenge I poured some coconut oil on it and entered into an en  rely diff erent uni-
verse and my love for caulifl ower bloomed right then and there exponen  ally.

The next two recipes are my favorites right now.  Caulifl ower should be coming into 
its growing season soon, so these recipes will be even be  er once you can get local 
caulifl ower to use.  I recently saw a recipe where you roast the en  re head of cauli-
fl ower whole for a fabulous presenta  on, but I haven’t yet experimented with that 

one.  Seems it might be hard to cook it 
all the way through without burning the 
outside, maybe I will steam it fi rst,  but 
I’ll give it a go this month and let you 
know how it turns out.  I hope you enjoy 
these recipes and above all I hope they 
inspire you to try something new.  It is 
so fun to break our food rou  nes every 
once in awhile and see what comes out 
of it.  This Whole 30 journey for me has 
really brought me back into my kitchen 
and I am having so much fun being there.

Feel free to e-mail me at delimanager@
ashlandfood.coop if you have any ques-
 ons, be well and as always ENJOY!

Mashed Caulifl ower
This recipe was really perfected this 
year on Valen  ne’s Day as I was craving 
mashed potatoes so badly and wanted 
something like that to go along with 
my fi let mignon.  I had heard of this 
technique before but never gave it a try 
because I thought it sounded weird.  Silly 
me, this is DELICIOUS and oh so versa  le.

For 2-3 people (this will make less than 
you think it will, so if you want le  overs, 
have more people or just really want to 
indulge, you might want to start with 2 
heads of caulifl ower.)

1 head of caulifl ower 
broken into fl orets

2 tsp olive oil

4 garlic cloves

1 tsp dried thyme

Salt and pepper to 
taste

• Steam the cauli-
fl ower un  l it is really 
so  .

• Put all ingredients into your food 
processor and blend un  l really smooth.  
You will no  ce that this looks exactly like 
mashed potatoes and that’s when you 
know it’s done.

I have also made this with coconut milk, 
turmeric, ginger and garam masala 
to go along with a spiced lamb dish I 
made.  You could also try roasted garlic 
and chives or adding ghee into the mix 
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would add subtle parmesan fl avor, or heck!  If you eat dairy go ahead and add some 
parmesan, I bet it would be great!  And if you are going to go all out you could add sour 
cream and chives to this, or pesto.  This is also good anywhere you would use mashed 
potatoes like on top of a Shepard’s pie for example.

Roasted Caulifl ower and Mushroom 
Steaks with Garlic and Capers
The really cool thing about this recipe is the prepara  on of the caulifl ower.  Instead of 
breaking it into fl orets which is how I’ve eaten it every single  me in my life, you slice it 
into 1” thick steaks.  The caulifl ower in this format lends itself to a beau  ful presenta-
 on and even changes the texture a bit.

Serves 4

3 Tbs coconut oil

2 cloves garlic, crushed

1 tsp crushed red peppers (op  onal)

2 caulifl ower heads, cut into 1” steaks

1 c mushrooms— Maitake, Chanterelle, 
Trumpet Royale, Shitake, whatever you 
like, sliced into steaks

¼ c olive oil

2 Tbs lemon juice

¼ c parsley, chopped

3 Tbs shallots, 
minced

1-2 Tbs capers, 
drained

Salt & pepper

• Preheat oven to 450 and put a baking sheet in there so it’s nice 
and hot

• Mix the coconut oil, garlic and crushed red peppers

• Brush onto one side of the caulifl ower steaks, and mushrooms 
and reserve the rest for the other sides.

• When oven is preheated, place the oiled side of the caulifl ower 
onto the HOT cookie sheet and bake for 12 minutes.

• When done, turn over carefully and brush the other side of the 
caulifl ower with the oil mixture, add the mushrooms to the bak-
ing sheet at this point.

• Bake for another 12 minutes or un  l done.

• While the caulifl ower is fi nishing baking, mix together the olive 
oil, lemon juice, parsley, shallots and capers.

• When caulifl ower and mushrooms are done, put onto serving 
plates and drizzle the caper garlic mixture over everything.

• Season with salt and pepper to taste!

Whole Foods 
Grows Loan 
Program
—from Whole Foods, www.wholefoods.

com

Whole Foods Market has announced that 
its Local Producer Loan Program (LPLP) 
has reached the ini  al goal of funding 
$10 million in low-interest loans to local 
and independent food businesses, and 
has commi  ed up to $25 million in fund-
ing.  The LPLP has provided 184 loans 
to 155 companies since its incep  on in 
2007.

The program’s fi rst $10 million in fund-
ing has not only enabled growth, but 
also supported pioneering projects in 
biodynamic farming, non-GMO animal 
feed, pollinator health and sustainable 
packaging. 

Visit their web site for more informa  on 
about the loan program.
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We Need YOU!
Would you like to con  nue your Provender connec  on throughout the year?  You can learn new skills and stay connected 
throughout the year by signing up for one of our commi  ees.  Learn about event planning by joining the Conference Commi  ee.  
Host a Meet & Greet and reach out to new poten  al members by joining the Membership Commi  ee.  Learn to create a market-
ing plan and how to promote your own business by joining the Marke  ng Commi  ee.  Contact the offi  ce to learn more.

Member News, cont.
Con  nued from page 18

Mountain Rose Herbs, Eugene, Oregon, is pleased to announce they have been award-
ed Salmon-Safe cer  fi ca  on for the campus on Stewart Road in West Eugene.  This cer-
 fi ca  on culminates a long process of assessment and evalua  on by an interdisciplin-

ary team of scien  sts with exper  se in salmon habitat and restora  on, integrated pest 
management (IPM) and innova  ve storm water treatment.  This is the fi rst Salmon-Safe 
cer  fi ca  on in the Eugene, Oregon area.  Prior to the half-day site visit last July, repre-
senta  ves from Mountain Rose Herbs put 
together documenta  on to be reviewed by 
Salmon-Safe evalua  on team members prior 
to, during, and a  er the fi eld assessment. It 
has been a collabora  ve process to ensure 
Mountain Rose Herbs is being as innova  ve 
as possible in the following areas: conserv-
ing water, a commitment to pes  cide-free 
and minimal fer  lizer use in landscaping, 
managing storm water runoff  through the 
development of a bio swale, and progres-
sive habitat restora  on.  In other news, they 
have introduced two newly created caff ein-
ated tea blends.  Green Sunrise Tea is a syn-
ergis  c blend and provides a heightened sense of relaxa  on for mind, body, and spirit.  
Simply opening the bag will bring a smile to your face.  Each golden brewed cup has a 
full bodied citrus fl avor with a smooth fl oral fi nish.  The Dao Ren tea and chamomile 
fl owers are the perfect complement, making this tea a delicious warming treat that’s 
relaxing yet gently s  mula  ng for morning or a  ernoon.  Ingredients include organic 
Dao Ren tea, organic Chamomile fl owers, organic Lemon peel, organic Ginger root, 
and organic Lemon fl avoring.  Also available is Mint Chocolate Mate.  This refreshingly 
smooth blend is quickly becoming a new favorite at Mountain Rose, and has just the 
right amount of kick.  Think peppermint pa  y in a cup!  The ini  al bright minty fl avor 
and aroma transforms into a deligh  ul combina  on of mate and velvety cacao.  This is 
a rich cup of tea that could easily be considered a dessert.  Ingredients include organic 
Yerba Mate, organic Peppermint leaf, organic roasted Cacao nibs, organic roasted 
Carob, organic Vanilla beans, and organic roasted Cacao powder.  They are available 
on-line and are packaged both in beau  ful boxes made from recyclable 100% post-
consumer waste recycled newspaper or in bulk.

Mulay’s Sausage, in Longmont, Colorado, is a new member of the Specialty Food As-
socia  on and par  cipated as a fi rst  me exhibitor in the Winter Fancy Food Show this 
January in San Francisco.  The show was amazing and off ered many great leads and old 
friends that stopped by to say hello.  Thanks Pacifi c Northwest!  The amazing folks at 
Presence Marke  ng are represen  ng Mulay’s in the Pacifi c Northwest   They can help 
you with all of your Mulay’s needs.  Calling all Chefs!  Mulay’s Sausage is hos  ng their 
2nd Annual Recipe Contest.  When you friend them on Facebook, each month you can 

LifeSource con  ngent at the 2013 conference, with Grace 
Cox.

enter your recipe and picture (you get a 
free coupon for a package of sausage just 
for entering!)  Every month they select 
a winner based on votes from Face-
book.  At the end of the year, a winner is 
selected from all the monthly winners.  
The grand prize is a year’s subscrip  on 
to the Mulay’s Sausage of the Month 
Club, a $1,000 Value!  Check it out www.
facebook.com/mulays.

Nash’s Organic Produce, Se-
quim, Washington, held a holi-
day and winter meals cooking 
demo in December.  They 
also presented live music in 
mid-December to inaugurate 
the Community Barn behind 
the store.  Produce Manager, 
Eliza Winne, has developed 
her own line of fermented veg-
etables using Nash’s produce.  
She created her own recipes, 
designed the labels, harvested 
most of the vegetables herself, 

did the canning in a local commercial 
kitchen, and is marke  ng the product 
locally, star  ng at Nash’s Farm Store.  She 
held a sampling some of her krauts in 
December.  January brought the start of 
a fi lm series with the screening of “Take 
Back Your Power.”  Next in the series 
was “The Age of Aluminum” about the 
ubiquitousness of aluminum.  The fi lm 
“Farmaggedon” was screened in Febru-
ary and tells the story of small, family 
farms that were providing safe, healthy 
foods to their communi  es.  They were 
forced to stop, some  mes through 
violence, by government agencies.  The 
fi lm seeks to fi gure out why. They also 
welcomed Cer  fi ed Chef and Instructor 
Pamela Ziemann, who gave a presenta-
 on en  tled “Hearty Vegan Soups” in 

mid-January.  She demonstrated how to 
make a nutrient-dense, sa  sfying vegan 
soup and showed the benefi ts of using 
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Con  nued on page 24

a pressure cooker for tasty comfort food, while adding enzyme-
rich, an  -aging raw vegetables.  Sales Manager, Kia Armstrong, 
took the stage as Auc  oneer at the Annual Puget Sound Anglers 
North Olympic Peninsula Chapter (PSANOPC) Auc  on Dinner and 
Fundraiser with all proceeds from the event go to raising rainbow 
trout for the Kid’s Fishing Day held annually in May, and to a natu-
ral resources scholarship for a local student.  The community was 
invited to a  end a presenta  on by Accupuncturists and East Asian 
Medical Prac  oners Randy Sorenson and Theresa Valenzuela as 
they presented “Hand Refl exology and Acupressure for Health” 
at the store.  They spoke about Oriental medicine, its history and 
principles, the four pillars of diagnosis, and common areas of pain 
and dysfunc  on.  Using hands as the model, they showed par  ci-
pants some simple demonstra  ons and instruc  ons.

New Seasons Market, headquartered in Portland, Oregon, con-
fi rmed in early January plans to construct a 25,000-sq.  . store 
in Portland’s Woodstock neighborhood.  Ground breaking is set 
for July 2014, with an aim to welcome customers in late summer 
2015.  The new store will feature a three-level structure:  an un-
derground level with parking for 56 cars; a street-level store with 
covered bike parking; and roo  op features, including a deck with 
a semi-enclosed dining area for customers and offi  ces for store 
personnel.  The new loca  on will create approximately 150 new 
jobs, with the goal of hiring as many people as possible from the 
immediate community.
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Numi Tea, based in Oakland, California, is honored to announce that the Chocolate Earl 
Grey of their new Indulgent Tea line was iden  fi ed as one of the Winter Fancy Food 
Show’s top trends – Low-Sugar Sips!   Indulgent Tea is their new collec  on of organic 
and fair trade chocolate teas that celebrate the blending of two of humanity’s most re-
vered tradi  ons – tea and cacao.  It is the perfect harmony for tea and chocolate lovers 
looking for a guilt-free treat.  It will be ship ready April 1, 2014.

Oregon’s Wild Harvest, of Sandy, Oregon, is proud to be celebra  ng their 20th year in 
business!  Their family dream has become a reality, and as they se  le in for the next 
20 years, it is only appropriate to say thank you for your con  nued support throughout 
the past 20 years.  Their future mission is the same as it’s always been - to con  nue 
working hard to make sure that they have quality raw material to manufacture or-
ganic herbal supplements.  This starts with clean, germ-tested seed.  Now farming on 
200+ acres of cer  fi ed organic land, they remain commi  ed to growing the best herbs 
mother earth has to off er to you and your family.  They were recently able to purchase 
another farm very close to their 137-acre farm in Culver, Oregon.  This par  cular farm 
has been a working Black Angus and Alfalfa farm for over 10 years, and is planted in 
high quality grass and alfalfa mix.  The soil is clean and the water plen  ful.  The farm 
should be cer  fi ed organic by Oregon Tilth in the spring of 2016, and will provide an 
addi  onal 147 acres.  During this farm’s transi  on  me, they will prac  ce organic and 
biodynamic farming methods by adding organic composted manure and organic fer  l-
izers to the soil, producing high quality hay that they can sell to the local Organic dairy 
opera  ons.

Organic Valley/CROPP Co-opera  ve, La 
Farge, Wisconsin, has announced its 2013 
results, rounding up a year of milestones 
and challenges in which the coopera  ve 
celebrated its 25th anniversary.  In May 
2013, a fi re burned down more than half 
of the co-op’s headquarters.  Crews from 
eleven local departments fought the fi re 
and although 600 employees were dis-
placed, no one was harmed.  Thanks to 
an outpouring of support from neighbors 
far and wide, they were back in business 
the next day fulfi lling orders.  The rebuild 
of the headquarters building is currently 
on schedule, with the central sec  on of 
the building more than 90 percent com-
plete and the remaining west sec  on to 
be completed by second quarter, 2014.  
The co-op supported key na  onal causes, 
local organiza  ons, schools, farmers and 
friends with more than $2.6 million in 
dona  ons in 2013, up from $2.2 million 
in 2012.  Also in 2013, the co-op grew 
by 10 new farmers and sales increased 
over eight percent.  Addi  onally, 56 new 
jobs were approved to fi ll in the year to 
come.  New products introduced in 2013, 
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included Organic Valley Grassmilk™ a non-homogenized organic 
milk produced from cows that are 100 percent grassfed, and two 
new off erings for the lactose-free community: lactose-free whole 
milk and lactose-free half and half.

Organically Grown Company, in Eugene, Oregon, says 2014 
started off  with a bang—no winter hiberna  on there!  Their 
end-of-year (EOY) reports showed an 18% growth in the company 
alone, refl ec  ng similar growth to that of the na  onal organic 
sector.  And how can one not get excited by this?  It means more 
people are choosing organic and are driving our food system 
toward a be  er future—for our farms, for our bodies and for our 
communi  es.  As they fi nalize the EOY reports, they’ll be releasing 
their 8th Annual Sustainability Report, which collects data from 
many of the ini  a  ves they’ve set forth to reduce the company’s 
carbon footprint and impact on the environment.  Throughout 
the year they track things like consump  on of alterna  ve fuel, 
backhaul freight, water and energy saving ini  a  ves, their SMART 
commute program that encourages employees to use alterna  ve 
transporta  on to work, community contribu  ons and more.  To 
kick off  2014, the company hosted a three-day California citrus 
tour in January.  A group of 24 folks comprised of accounts and 
employees met growers, visited packing sheds, and nibbled on 
tree-ripened citrus.  They learned fi rst-hand about freeze damage 
some growers experienced in December 2013, resul  ng in 50% 
loss of crops in some areas.  To compound the devasta  on, many 
citrus growers are struggling to combat HBL, a citrus greening dis-
ease caused by bacteria that threatens citrus groves—especially 
organic growers who will not use harsh chemical treatments.  
The group was moved by the sheer dedica  on and perseverance 
shown by these growers faced with diffi  cult challenges.  They all 
deserve applause and everyone’s support!  So when you’re reach-
ing for a snack, look toward the citrus sec  on and give thanks to 
these hardworking, organic growers—they need it!

Produc  vity HQ, headquartered in Corvallis, Oregon, took a huge 
step into what owner Tara Rodden Robinson thinks could be part 
of the future of sustainable small business.  A  er learning about 
what some are calling the “responsible economy,” she started ask-
ing herself how her business could be part of a bigger movement 
to a more just economic system.  A responsible economy is one 
that is supports people, place, and planet.  Instead of focusing on 
growth at all costs, the responsible economy looks to balance the 
need for profi t with the needs for social and environmental jus-
 ce.  These principles call to her deeply and in her own small way, 

she wants to be part of an economic system that seeks to create 
true, shared prosperity.  She looked around at what like-minded 
service providers are doing and came up with an unconven  onal 
idea.  She threw out her pricing structure and moved to what 
she refers to as the gra  tude model.  Beginning in January 2014, 
she gives all her services to her clients as gi  s—no strings and no 
prices a  ached.  Under the gra  tude model, she trusts that her 
clients will want to reciprocate the gi   of her services with a gi   
to her based on their gra  tude and sa  sfac  on with what they’ve 
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received.  Some  mes, their gi   might be monetary but there 
are many, many ways to express gra  tude including referrals, 
publicity, sharing what the client makes or sells, or simply going 
forth and making a diff erence in the world.  As a gi   to Proven-
der, she’s publicly announcing this change in the Member News 
fi rst.  Her experience with Provender has been so inspiring.  This 
is something she wants them to know about before anyone 
else does.  It’s her way of saying thanks for what Provender has 
given her.  You can learn more about the gra  tude model and 
how it works by visi  ng www.tararobinson.com/provender or by 
e-mailing Tara directly: tara@tararobinson.com.

Redwood Hill Farm, based in Sebastopol, California, is proud to 
announce that it has achieved recogni  on as a Sonoma County 
Green Business environmental leader for demonstra  ng “a 
deeper shade of green.”  The Sonoma Green Business Program, 
part of the Sonoma County Economic Development Board, is a 
partnership of government agencies and u  li  es that assists, 
recognizes and promotes local organiza  ons, focusing on small 
to medium-sized consumer-oriented businesses that voluntarily 
operate in environmentally responsible ways.  Addi  onally, they 
par  cipated in the fi rst West Coast Cheesemonger Invita  onal 
in January (dubbed “the Wrestlemania of Cheese,” “the big-
gest party in the Milky Whey” and “a compe   on like Iron Chef, 
Jeopardy, and Survivor all rolled into one”) and the Fancy Food 
Show in January.  They hope you had an opportunity to stop and 
sample some of their products.  “The Perpetual Goatstopper” 
was the winning “Perfect Bite” at the Cheesemonger Invita-
 onal.  The “Goatstopper was a crea  on that paired Redwood 

Hill Farm Chévre with grapes, candied ginger and Poppin’ Berry 
Pebbles™ breakfast cereal to create a unique, eye-catchingly de-
licious perfect bite.  They were thrilled to be one of the home-
town hosts of the fi rst West Coast Cheesemonger Invita  onal 
and their cheeses were featured throughout the compe   on.

Runa Tea, headquartered in Brooklyn, New York, was honored 
when co-founder Tyler Gage was the recipient of the Specialty 
Food Associa  ons 2014 Leadership Award for Ci  zenship at the 
San Francisco Fancy Food Show this January.  Runa was also 
honored by the Specialty Food Associa  on in 2013 with a Gold 
SOFI Award for Outstanding USDA Cer  fi ed Organic Product 
for it’s Hibiscus-Berry Guayusa tea and was a SOFI Finalist for 
Outstanding Hot Beverage for Runa’s Tradi  onal Guayusa boxed 
tea.  They are also pleased to announce that their en  re line 
of hot Guayusa teas, bo  led Guayusa teas and carbonated 
Guayusa drinks are now Non-GMO Project Verifi ed!  Runa is 
also Fair Trade USA cer  fi ed and a proud member of the B Corp 
community.  Runa is happy to have all three of their product 
lines distributed by UNFI throughout Northwest, and are excited 
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Tyler Burch, Dan Arne   and Meg Kennedy from Cen-
tral Co-op in Sea  le are joined by Denise Black from 
Community Food Co-op, Bellingham at the 2013 
Provender Conference.

to have launched their on-line portal for those seeking bulk 
loose leaf Guayusa at h  p://runa.gostorego.com.  Lastly, Runa 
is tremendously grateful to the Alberta Co-op, People’s Co-op, 
First Alterna  ve Co-ops, Medford Co-op, Ashland Food Co-op, 
Food Front Northwest Co-op, Central Co-op, Bellingham Com-
munity Food Co-ops, Sno-Isle Natural Foods Co-op, Olympia 
Food Co-ops, The Food Co-op in Port Townsend, and Moscow 
Food Co-op for suppor  ng Runa in its fi rst ever NCGA promo  on 
this January.  Thank you for sharing Runa, and the remarkable 
health and energy benefi ts of Guayusa, with your co-op mem-
bers, customers and communi  es.  Many thanks to you all!  For 
addi  onal informa  on about Runa, to request Guayusa samples, 
or to carry Runa in your community, please contact Dan at dan.
gold@runa.org.

Skout Natural Foods, based in Portland, Oregon, has introduced 
a new line of raw, organic, protein-rich snacks.  The unveiling 
took place during their inaugural par  cipa-
 on at Expo West.  They an  cipate their 

new lineup will complement the already 
highly-successful Skout Organic Trailbars.   
A percentage of the brand’s growth is 
due largely to changes in their marke  ng 
campaign.  The team updated their packag-
ing early in 2013, which be  er refl ects the 
product ingredients and recently gained 
cer  fi ca  ons of Gluten-free and Non-GMO.  
The owners also are looking to strengthen 
local brand awareness, and purchased a 
1986 Land Rover Santana, with plans to vinyl 
wrap it and showcase it at key events and 
shows.  The company has also been grow-
ing their brand awareness with various print 
and internet-based ar  cles; over the last twelve months, they’ve 
been featured in broad-reaching periodicals such as Men’s 
Journal (April 2013), Real Food Traveler (Nov 2013), American 
Made Living (Dec 2013) and most recently Bicycling magazine 
(March 2014).  This has enabled them to expand outside of the 
Northwest market region.  They have started moving their prod-
uct availability further from home, with new accounts east of 
the Rockies, such as loca  ons in Texas, Montana, New York, and 
Florida.  This expansion has allowed for – and even required – 
the team to bolster their company size. Jason and Tony Pastega, 
the two brothers running Skout Natural Foods, along with their 
father Denny, have taken steps to more than double the size of 
the team.  There are many exci  ng changes forecasted this com-
ing year from the company.  Please visit www.skoutnatural.com 
for more informa  on on the company or reach out to them at 
info@skoutnatural.com for samples and sales informa  on.

Lisa Spicka of Maracuja Solu  ons, of White Salmon, Washing-
ton,  has signed on to be the Sustainable Food Trade Associa-
 on’s new Educa  on Director!  In conjunc  on with this role, Lisa 

will be working with the SFTA and Oregon Tilth to coordinate 
Organicology 2015.  She looks forward to ge   ng to know more 
of you as she works with these two great organiza  ons.

Sweet Creek Foods, Elmira, Oregon, sends a warm hello and 
reports that this  me of year things tend to slow down a bit 
around the cannery and they are able to focus their  me 
working with co-packs.  They help local farmers preserve their 
harvest by off ering their facility to process farmers’ products.  
They welcomed Lowell High School’s Nexus Greenworks youth 
transi  on program students to their facility to learn about food 
preserva  on, the local food system, and running a small busi-
ness.  The kids spent the day processing blackberry fruit spread, 
which will be used for fundraising for the program.  It is great to 
help give at-risk teens op  ons for their futures.  Everyone had 
a great  me and hopefully learned a lot as well.  They have also 
recently been able to install solar panels for the cannery to help 
off set their carbon footprint.  They are looking forward to get-
 ng started on tuna processing and the fast approaching busy 

season.

The Cornucopia Ins  tute, in Cornu-
copia, Wisconsin, welcomes farmer, 
author, and sustainability consul-
tant Rebecca Thistlethwaite to their 
team as a Farm and Food Policy 
Analyst.  Rebecca’s 17 years of ex-
perience in sustainable agriculture 
include working for the Michael 
Fields Agriculture Ins  tute and the 
farm incubator ALBA in California’s 
Salinas Valley.  The author of Farms 
with a Future: Crea  ng and Grow-
ing a Sustainable Farm Business, 
Rebecca holds an M.S. in Interna-
 onal Agricultural Development 

and Agroecology.

Vitamer Labs, Irvine, California, announces new products 
for your store name vitamin selec  on bo  led in amber glass 
bo  les: Organic Whey Protein Contains 100% whey concentrate 
with no added sugar or sweeteners.  Vitamer Organic Whey 
Protein provides 17 g of protein per serving and is unfl avored 
and unsweetened.  In addi  on, Vitamer has released Regener-
age Collage Complete which contains Types I, II, & III collagen 
with chondroi  n sulfate and hyaluronic acid.  Another new item 
is Vitamer Sunfl ower Vitamin E (VL166) which provides 400 IU 
of d-alpha tocopherol per so  gel and is sourced from non-GMO 
sunfl owers.   Other recent new items include Sunfl ower lecithin 
granules and Ul  mate Sleep formula.  Vitamer private label vita-
mins are tested for strength and purity, are Double Verifi ed Glu-
ten Free, bo  led in glass and have Best By dates clearly stamped 
on the bo  om of the bo  les.  Let them make your name!  More 
details can be found at the Vitamer web site, www.vitamer.com.  
If your business is in Washington or Oregon, contact  Laurie 
Bock at Transforma  ons Marke  ng at Laurie.bock@gmail.com 
or 253.209.3675.  If you are in another area, contact Vitamer 
directly at 800.432.8355.
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Dear EarthTalk: Do you have any  ps for 
explaining global warming and other 
complex environmental problems to my 
kids?

—Peter Buckley, Pi  sburgh, PA

Kids today may be more eco-savvy than 
we were at their age, but complex top-
ics like global warming may s  ll mys  fy 
them.  Luckily there are many resources 
available to help parents teach their 
kids how to understand the issues and 
become be  er stewards for the planet.

A great place to start is the U.S. Envi-
ronmental Protec  on Agency’s (EPA’s) 
“A Student’s Guide to Global Climate 
Change” web site.  The site is divided 
into sec  ons (Learn the Basics, See the 
Impacts, Think like a Scien  st and Be Part 
of the Solu  on) so kids can get just the 
right amount of detail without feeling 
overwhelmed.  One feature of the site 
is a virtual trip around the world to see 
the eff ects of climate change in diff erent 
regions.  An emissions calculator—with 
ques  ons tailored to kids’ lifestyles—
helps connect everyday ac  ons (like run-
ning the water while brushing teeth) and 
climate change.  And a FAQ page answers 
some of the most common ques  ons 
about climate change in easy-to-read 
short paragraphs.

Another great on-line resource is NASA’s 
Climate Kids web site, which engages 
kids with games, videos and cra   ac  vi-
 es and off ers diges  ble info on what’s 

causing climate change and how kids 
can make a diff erence.  A guided tour of 
the “Big Ques  ons” (What does climate 
change mean?  What is the greenhouse 
eff ect?  How do we know the climate is 

changing?  What is happening in the oceans? and others) uses cartoon characters and 
brightly colored designs to help kids come to grips with the basics.

Perhaps even more engaging for those eight and older is Cool It!, a card game from 
the Union of Concerned Scien  sts (UCS).  The game, designed in collabora  on with sci-
ence educators, requires players to collect “solu  on” cards in the categories of energy, 
transporta  on and forests, while slowing opponents down by playing “problem” cards 
along the way.  “The game enables teachers and parents to talk about global warming 
in a fun and hopeful way,” reports UCS.  “Kids, meanwhile, will learn that all of us make 
choices that determine whether the world warms a li  le or a lot, and which of those 
choices reduce global warming emissions.”  The game is available for purchase ($7.95) 
directly from the UCS web site.

Younger kids curious about climate change can consult the Professor Sneeze web site, 
which features on-line illustrated children’s stories that present global warming in a 
familiar context.  The stories for fi ve- to eight-year-olds follow a cartoon bunny on vari-
ous warming related adventures.  A few of the story  tles include “The Earth Has a Fe-
ver,” “Where Are the Igloos of Iglooville?” and “Tears on the Other Side of the World.”  
The site also features stories geared toward 8- to 10-year-olds and 10- to 12-year-olds.

Teachers can play a key role in making sure kids are well versed in the science of 
climate change.  A recently launched ini  a  ve from the Na  onal Center for Science 
Educa  on (NCSE)—long respected for its work in defending and suppor  ng the teach-
ing of evolu  on in the public schools—aims to help teachers do a be  er job of teach-
ing climate change in the classroom.  The group’s Climate Change Educa  on web site 
points teachers to a treasure trove of resources they can use to demys  fy the science 
behind global warming, combat “climate change denial” and support “climate literacy.” 

CONTACTS: EPA’s “A Student’s Guide to Global Climate Change,” www.epa.gov/clima-
testudents; NASA Climate Kids, climatekids.nasa.gov; NCSE’s Climate Change Educa  on 
Ini  a  ve, ncse.com/climate; Professor Sneeze, www.contespedagogiques.be/pages/
accueil_angl.html.

Dear EarthTalk: I thought Japan’s 2011 Fukushima nuclear plant meltdown would 
have sealed nuclear power’s fate, but I keep hearing otherwise.  Can you enlighten?

—Jacob Allen, New York, NY

The 2011 Fukushima nuclear disaster did cause many na  ons to reconsider their 
nuclear commi  ments, though many European countries—Switzerland, Belgium, Aus-
tria, Germany, Italy, Spain and Sweden—had already begun phasing out nuclear power 
decades earlier.  A  er Fukushima, Germany, Belgium and Switzerland all moved to 
decommission their nuclear facili  es altogether by 2022, 2025 and 2034 respec  vely.

Japan’s nuclear program, which provided 30 percent of the country’s electricity needs 
before the March 2011 disaster, is now essen  ally non-opera  onal due to public safety 
concerns.  Furthermore, Japan announced in November 2013 that, due to the shu  er-
ing of Fukushima and other nuclear facili  es, it was backpedaling on its prior commit-
ments to cut greenhouse gas emissions 25 percent from 1990 levels.

In the U.S., Fukushima has not had any major eff ect on our nuclear industry.  No plants 
have been closed, license extensions for exis  ng facili  es con  nue to proceed, and the 
federal Nuclear Regulatory Commission (NRC) has even greenlighted construc  on of 
two new reactors at a nuclear power plant in Georgia.  But public concerns over the 
safety of nuclear power and what to do with spent fuel indicate that nukes will likely 
become a smaller and smaller slice of the U.S. energy pie moving forward.

Elsewhere, however, many countries are looking to nuclear power as a way to increase 
energy produc  on without adding to greenhouse gas emissions.  Casey Research 
reports that developing countries are increasingly relying on it to supplement coal 
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2015
EcoFarm Conference
 January 21 through 24, 2015
 Pacifi c Grove, California
 www.eco-farm.org.

Natural Products Expo West
 March 5 through 8, 2015
 Anaheim, California
 www.expowest.com.

 39th Annual Provender 
Alliance Educa  onal 
Conference

 October 7 through 9, 2015
 Hood River, Oregon
 For more info: 888.352.7431
 www.provender.org

2014
Permaculture Voices
 March 13 through 16, 2014
 Temecula, California
 For more info: 760.542.8133
 www.permaculturevoices.com.

UNFI West 
Winter Holiday Show

 May 29 through 30, 2014
 Portland, Oregon
 www.unfi .com/newsandevents/
 pages/events.

Consumer Coopera  ve 
Management Associa  on

 June 12 through 14, 2014
 Madison, Wisconsin
 www.ccma.coop.

Natural Products Expo East
 September 17 through 20, 2014
 Bal  more, Maryland
 www.expoeast.com.

 38th Annual Provender 
Alliance Educa  onal 
Conference

 October 1 through 3, 2014
 Hood River, Oregon
 For more info: 888.352.7431
 www.provender.org.

Natural Products Expo 
Northwest

 October 12 through 14, 2014
 Sea  le, Washington
 For more info: 360.385.1186
 www.npanw.org.

and other fossil fuels.  The Interna  onal 
Energy Agency predicts global electricity 
demand will grow 70 percent by 2035, 
with the majority of the increase coming 
from developing countries—China and 
India combined will account for half of 
the projected growth.

“Serious pollu  on problems mean that 
those countries cannot produce all that 
electricity by burning coal,” says Amir 
Adnani, CEO of Uranium Energy Corpora-
 on, a uranium mining company.  “The 

plans to develop nuclear power in China 
and other countries are driven by a set 
of reali  es that is very diff erent and very 
acute.  People are dying every year in 
China, literally choking to death, because 
of all the toxins that are being put into 
the environment by burning coal.”

China now has 17 nuclear plants in op-
era  on and another 29 underway.  India 
has 20 plants running and seven more 
being built.  And the Russian Federa  on 
operates 33 and has another 11 in the 
works.  So while it might be premature 
to call it a “nuclear renaissance,” much 
of the world doesn’t seem too worried 
about what happened at Fukushima.  
Indeed, nuclear power looks like it could 
be around for a long  me.

According to MIT’s Center for Energy and 
Environmental Policy Research, the real 
impact of Fukushima has been to remind 
us to take safety much more seriously: 
“While the interna  onal nuclear industry 
appears to have dodged being hit square 
in the head by a bullet from Fukushima, 
it should not expect that it will get an-
other chance if there is another serious 
nuclear accident anywhere in the world.”

CONTACTS: Casey Research, www.casey-
research.com; MIT Center for Energy and 
Environmental Policy Research, web.mit.
edu/ceepr/www.

Calendar of Events

EarthTalk® is wri  en and edited by 
Roddy Scheer and Doug Moss and is a 
registered trademark of E - The Envi-
ronmental Magazine (www.emagazine.
com).  Send ques  ons to: earthtalk@
emagazine.com. Subscribe: www.emaga-
zine.com/subscribe. Free Trial Issue: 
www.emagazine.com/trial.

Free 
Adver  sing
Would you like to see your name 
in print?  For free?  It’s easy...just 
send us some member news.  We 
rely on you for news.  To be listed in 
the next Provender Journal, send us 
some informa  on about what you or 
your company or business is up to.  
Examples are business plans, changes, 
expansions, new employees, new 
products, new equipment, remodels, 
explosive sales, sponsorship of com-
munity events, etc.  Send your news 
electronically to info@provender.
org.  Please add us to your newsle  er 
mailing lists.
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Web Sites to See

Cartoon copyrighted by Mark Parisi, printed with permission.

Aisle 7
www.aisle7.com
All Organics Links
www.allorganiclinks.com
California Cer  fi ed Organic Farmers
www.ccof.org
Center for Food Safety
www.centerforfoodsafety.org
www.truefoodnow.org
Center for Rural Aff airs
www.cfra.org
Community Alliance with Family Farmers
www.caff .org
Community Food Security Coali  on
www.foodsecurity.org
Cornucopia Ins  tute
www.cornucopia.org
Environmental Research Founda  on
www.rachel.org
Environmental Working Group
www.ewg.org
Food & Water Watch
www.fwwatch.org
Food Marke  ng Ins  tute
www.fmi.org
Friends of Family Farmers
www.friendsoff amilyfarmers.org
Geneforum
www.geneforum.org
Gene  cally Engineered Food Alert
www.gefoodalert.org
Good Food World
www.goodfoodworld.com
Green Living Journal
www.greenlivingpdx.com
Greenpeace
www.greenpeace.org
Grist Magazine
www.grist.org
Lost Valley Educa  onal Center
www.lostvalley.org
Na  onal Sustainable Ag. Coali  on
www.sustainableagriculture.net
Natural Foods Merchandiser
www.newhope360.com
Natural Products Associa  on (NPA)
www.npainfo.org

Natural Products EXPO Northwest
www.npanw.org
NCAP
www.pes  cide.org
NW Coopera  ve Development Center
www.nwcdc.coop
Organic.org
www.organic.org
Oregon Organic Coal  on
www.oregonorganiccoali  on.org
Oregon Physicians for Social Resp.
www.oregonpsr.org
Oregon Tilth
www.  lth.org
Organic Consumers Associ  on
www.organicconsumers.org
Organic Farming Research Founda  on
www.ofrf.org
Organic Materials Review Ins  tute
www.omri.org
Organic Trade Associa  on
www.ota.com
Pes  cide Ac  on Network
www.panna.org/panna/

Public Ci  zen
www.ci  zen.org
Rodale Ins  tute
www.rodaleins  tute.org
Sunbow Farm–Inst. of Bio Wisdom 
www.sunbowfarm.org
The Organic Center
www.organic-center.org
Union of Concerned Scien  sts
www.ucsusa.org
The FDA 
www.fda.gov/
The Green Guide Ins  tute
www.thegreenguide.com
The Organic and Non-GMO Report
www.non-gmoreport.com
Titlh Producers of Washington
www.  lthproducers.org
Vegetarian Resource Group
www.vrg.org
Vegetarians of Washington
www.vegofwa.org
Wild Farm Alliance
www.wildfarmalliance.org
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Your Provender Representa  ves
Provender Alliance has an elected Board of Directors.  Monthly conference call mee  ngs are scheduled for 
the third Thursday of each month, 4 to 6 PM.  The board will meet in person on Monday and Tuesday, May 
12 and 13 at Capital Pacifi c Bank in Portland, Oregon.  All are welcome to a  end and par  cipate in ALL meet-
ings; please contact the offi  ce for confi rma  on of  me, date, and log-in informa  on for conference calls.

2013-2014 Provender Alliance Board of Directors
President: Evelyn Hall
Phone: 503.422.2922
E-mail: evelynh@greenzebragrocery.com

Secretary: Melissa Minton 
Santa Rosa Community Market
Santa Rosa, California
Phone: 707.546.1806
E-mail: mel@srcommunitymarket.com

Treasurer: Renee Kempka
Sundance Natural Foods
Eugene, Oregon
Phone: 541.343.1519
E-mail: renee@sundancenaturalfoods.com

Meg Kennedy
Central Co-op
Sea  le, Washington
Phone: 206.329.1545
E-mail: megk@centralcoop.coop

Stacy Kraker
Organically Grown Company
Eugene, Oregon
Phone: 541.246.1856
E-mail: skraker@organicgrown.com

Rachel Mitrani 
Maitri Marke  ng
Portland, Oregon
Phone: 503.841.1480
E-mail: rachel@maitrimarke  ng.com

Terry Parks
Community Food Co-op
Bellingham, Washington
Phone: 360.734.8158
E-mail: terryp@communityfood.coop

Conference Commi  ee Chair
Lisa Spicka
Maracuja Solu  ons
White Salmon, Washington
Phone: 707.546.1806
E-mail: lisa@maracujasolu  ons.com

Marke  ng Commi  ee Chair
Stacy Kraker
Organically Grown Company
Eugene, Oregon
Phone: 541.246.1856
E-mail: skraker@organicgrown.com

Membership Commi  ee Chair
Rachel Mitrani 
Maitri Marke  ng
Portland, Oregon
Phone: 503.841.1480
E-mail: rachel@maitrimarke  ng.com

Nomina  ng Commi  ee Chair
Kelly Miles
Portland, Oregon
Phone: 503.928.0908
E-mail: yllekselim@yahoo.com

Provender Alliance Staff 
Susan Schechter, Execu  ve Director
Lyons, Oregon
Phone: 503.859.3600
E-mail: susan@provender.org
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Provender Alliance exists to educate and inspire 
our community at a reasonable cost

Our Community is primarily Provender Members and also includes organiza  ons and indi-
viduals in the natural products industry, and organiza  ons and individuals with shared values.
Our Community will be be  er educated in areas that include:       
  • current industry trends and topics         
  • economic, social and cultural change        
  • ensuring a vibrant natural products industry       
  • environmental issues          
  • ac  vism            
  • models for sustainable, ethical business prac  ces and environmental stewardship  
  • integrity

Our community is inspired to:           
  • make posi  ve change          
  • cul  vate new ideas           
  • make new connec  ons          
  • educate and inspire others          
  • be present and appreciate          
  • create a sharing, nourishing and celebratory environment.

We are mo  vated, infl uen  al passionate leaders.


