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sweet, smooth  
taste of summer
by Marah MacRostie, Wellness Department Manager

SUmmEr is the best time 
for fresh and local 
smoothies. For many 
people, smoothies are 
a favorite breakfast 
food because they are 
easy to prepare, don't 
heat up the kitchen and 
are great to take along 
on the go. 

Even in the summer, 
I prefer something 
warm for breakfast. 
But when the weather 

heats up, I very much 
enjoy a smoothie later 
in the day. Shaking up 

some protein powder and greens in the shaker cups 
you can find in the Wellness department is a quick 
easy way to sustain my energy at work. With lots of 

fruit and vegetables in season, the summer is a great 
time to stockpile the freezer with goodies to enjoy in 
your smoothies all winter.

There are no rules about what makes a smoothie. 
You just throw everything you want in a blender. If 
you have a powerful blender, like a Vitamix, you can 
blend just about anything into your smoothie. Cre-
ating your own family smoothie recipes can be a fun 
summer project. Let's take a tour of some of the 
more popular ingredient options.

suPerfooDs
What makes a superfood more than just a food? 
Most of us would agree that eating non-GMO, 
pesticide-free food in its most whole form is more 
nutritious than the alternative. In some ways, most 
of that kind of food could be called “super.” The 
big name superfoods are those with concentrated 
essential nutrients, antioxidants and/or some kind 

Continued on page 8

A Top-NoTcH Fresh 
Meat & 

Seafood Department is key to the success of any 
grocery store. At least that's how Beth Daly sees it. 
She may be a little biased, being a member of our 
fabulous Meat & Seafood team, but she's not alone 
in her opinion. After five short years in business, the 
department has developed a great reputation in 
the community, not only for their deep knowledge 
of meat and seafood and the quality and selection 

bringing home 
the bacon
insiDe our harD-working 
meat & seafooD DePartment
by Loran Diehl Saito, Marketing & Member Services

Continued on page 16

Marah, Wellness Dept 
Manager, cuts a stylish figure  
in a co-op funnel hat



River Valley Market Newsletter

river Valley market
330 North King Street

Northampton, MA 01060
413.584.2665

www.rivervalleymarket.coop
info@rivervalleymarket.coop

River Valley Market is a community-owned,  
retail food cooperative  

whose mission is to create  
a just marketplace that  

nourishes the community.

Everyone is welcome!
We are open 7 days a week, 

from 8 am to 9 pm

BoArD oF DIrEcTorS
Jade Barker, President

Lynn DiTullio, Secretary

Dorian Gregory, Vice President/Treasurer

Christine Dutton

Marci Linker

Rosalyn Malkin

Jeff Napolitano

Max Saito

Rochelle Prunty, General Manager

co-op EVENTS & 
oUTrEAcH VoLUNTEErS

Liz Benson
Lynn DiTullio

Rosalyn Malkin
Margo McMahon
Jane Nevinsmith
Diane Stewart

Trevor
Additional members  

always welcome!

pHoToGrApHY
River Valley Market Staff
Jim Gipe, Pivot Media 

Ben Barnhart

NEWSLETTEr
Loran Diehl Saito, Editor & Designer

buiLDing a better barn
by Jade Barker, River Valley Market Board President

EVErY year 
at the 

Consumer Cooperative 
Management Association 
(CCMA) Conference, hun-
dreds of co-op staff and 
directors from all around 
the country come together 
to be inspired and to share 
ideas. This year in Austin, 
TX, I found myself drawn 

to several food access workshops where various 
co-ops shared what they are doing to reduce the 
barriers that keep low-income folks from getting 
fresh and nutritious food.

One workshop presenter from a Boston-area start-
up shared the difficulty she was having explaining 
the concept of co-ops to potential member-own-
ers. I felt for her, remembering how much I loved 
my first co-op, but also remembering my difficulty 
explaining my passion to my friends. It’s just grocer-
ies, right? Somehow I just couldn’t help them un-
derstand. This time, though, I thought, “What’s so 
hard to explain? Building a co-op is just like a barn 
raising.” While barn raisings may be a new concept 
to Generations X and Y, we baby boomers read 
about barn raisings in grade school—everyone in 
the community comes together to do something no 
one could do alone. But a community-owned co-op 
is a barn that everyone owns.

So how is our barn doing? Five years after opening, 
we’ve exceeded $17.5 million annual sales, donat-
ed over $45,000 within our community, and more 
than 15% of our sales are from local products. In a 
Valley Advocate poll, we recently placed #1 as our 

community’s favorite health food store; in five short 
years we have become “the” place to shop for food 
that is fresh, natural, and local.

But raising the barn is only the first step (and where 
my metaphor starts to wear thin). Whereas the 
barns of yore could count on their owners to pro-
vide upkeep and maintenance, we are the co-op 
owners. Now that we’ve completed our startup 
phase, we need to solidify our financial founda-
tion and plan for our future. We are only success-
ful because of community support—through new 
memberships and community patronage. For every 
dollar spent at the co-op, a significant portion goes 
back our community—co-ops typically reinvest in 
their communities at higher rates than other forms 
of business. (See ICA.coop to learn more.)

For members who are able, there’s also the option 
of member loans. With over $6.5 million dollars 
owed, member loans reduce the co-op’s reliance 
on bank debt to build equity and secure our future. 
While member loans are unsecured (and therefore 
at risk), they offer attractive interest rates and a 
great opportunity to support our community, local 
economy and food system. We will be launching 
our member loan campaign this September. Our 
first member loan campaign raised over $1 million 
dollars, and we didn’t even have a building; what 
could we accomplish today?

Building our barn was only the beginning; we still 
have a lot to accomplish, and as a socially responsible 
business, the co-op is well-placed to help shape our 
community’s future in a way that best serves all of us. 
Pitching in with a member loan is a key way co-op 
members can ensure our co-op builds a future that 
truly is stronger together!

ScENES From oUr 5TH BIrTHDAY pArTY (Photos: Ben Barnhart)
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taking stock at 5
by Rochelle Prunty, General Manager 

HAppY  summertime! 
We’ve had some great staff discus-
sions in conjunction with reaching our 
5-year milestone. I thought you’d be 
interested in some of the cool things 
that came up in our meetings recent-
ly—see the questions and answers in 
the boxes to the right. It was a great 
year and it feels good to be 5!

starting a new  
business year
We are now deep into year-end fi-
nancial calculations and finishing up 
our business planning and budgeting 
for the new year starting in July. Our 
creative and energetic staff members 
have lots of great ideas for programs 
to serve more members and address 
operating challenges, and together 
we've enjoyed visioning where we 
might be in five years. 

For this year, a clear priority is to fo-
cus on repaying some of our loans 
and refinancing some of our debt in 
conjunction with the March 2014 end 
of our 7-year financing term for our 
mortgage. We’ll be repaying over $1 
million in member loans in March of 
2014. We’re also extending new op-
portunities for members to make 
interest bearing loans to the co-op to 
keep as much of our funding within 
the local community as possible. 

Some of our equipment needs to be 
replaced, and it is time to plan a little 
remodeling of our store to make it 
flow better for both work areas and 
customers. We expect we will be 
planning for most of these upgrades 

Q: what makes 
you ProuD of 
the co-oP?

• Our Local Purchases, Support 
of Local Famers, and Relation-
ships with our Vendors

• Providing Good Food for Our 
Customers

• Increasing Number of Full 
Time Jobs 

• Solar Power

• Positive Impact on Local 
Economy

• Contributions to Non-Profits 

• Participation in Community 
Events

• Increased Membership

• Union

• Sustainability (store oper-
ating systems and product 
sourcing)

• Human Interactions (sense of 
community/warmth) 

• Community Pride in Co-op

• Success of Making Ideas/
Dreams into Reality

• Staff Teamwork

• Customer Service

Q: why is our 
co-oP imPortant 
to you?

“Our co-op provides meaningful 
work—we're doing something that 
truly makes a difference in people's 
lives, whether it's staff members, 
vendors, customers, or our com-
munity. Everything we do every 
single day affects so many people 
in so many positive ways: providing 
employment, benefits, and income; 
healthy and local food options; and 
the sense of family and connection.”

"The co-op directly supports my life, 
my community, our economy and 
I support my co-op through my 
purchases. The cooperative business 
model is a better business model. 
The co-op supports all involved in 
the supply chain through to the 
consumer."

“The co-op is important to me 
because it nourishes the community. 
It is a place where we can all come 
together as one and support the 
local economy. It is a place where I 
feel welcomed and supported and a 
part of something meaningful.”

“Personally, the co-op is all about 
community. I interact with my 
neighbors and friends every day 
here. I can't go anywhere in the 
surrounding community without 

meeting someone who has been 
affected by the co-op in a positive 
way. That is quite a testament to the 
importance of this store and it makes 
me proud to be a part of it.” 

“The co-op is important to me for many 
reasons but the ones that stand out the 
most are values the co-op upholds, and 
the mission it strives for—the local con-
nections we are creating within the com-
munity, and all of the great opportuni-
ties that are possible present and going 
forward into the future.”

“To provide local food [and all that it 
means: supporting local farm economy, 
maintaining farmland, local, low carbon, 
locally pollinated food available to the 
end consumer], a cooperative alterna-
tive...to chains, to public corporations...
Providing food, products, and services 
with an economic conscience and an co-
op owner's/end consumer's voice.”

“The co-op is a grocery store, but its 
true importance lies in the difference 
it is making in our community and in 
our world. We are a community owned 
business and a source of pride for many 
in the valley and beyond. We strive to 
do as much as we possibly can for our 
members, our customers, our employ-
ees, and our community. The work is 
hard. But its rewards are many, and will 
only continue to reveal themselves as we 
move forward.”

over the course of the year and 
launching the remodel project next 
summer at this time, after we’ve set-
tled all our financing issues. 

The tent covered deck we are add-
ing this summer will help support 
the Quarry Café, our fastest grow-
ing department, with added 3-sea-
son deli seating. It will also allow us 
to hold special events without taking 
up parking spaces with tents in our 
parking lot. 

We are looking forward to our next 
year being our best yet. Thank you for 
your support!

NEW DECK!
Wright Builders have begun construction 

of a new deck outside the co-op. The deck 

will be covered by a tent, making it a nice 

place to enjoy a picnic, or for a band to 

play during one of our great parties! We 

expect the deck will be finished in plenty 

of time that we can all enjoy it in the late 

summer and fall.



Page 4

River Valley Market Newsletter

A WorD oN WINE

ginger Libation
by Joseph Bialek, Quarry Café Manager

Photo: Jim
 G

ipe, Pivot M
edia

Fill with mingled cream and amber,
I will drain that glass again.
Such hilarious visions clamber
Through the chamber of my brain —
Quaintest thoughts — queerest fancies
Come to life and fade away;
What care I how time advances?
I am drinking ale today.‡

—Edgar Allan Poe

oVEr the last several years there 
has been a coming and going 

of new super foods, wonder berries, and power 
products touted by Dr. Oz and mainstream media. 
Products from the dank corners of the Brazilian 
rainforests which boast woolly mammoth quanti-
ties of antioxidants and beneficial nutrients. These 
products have quickly become a major cog in the 
natural food and beverage machine, a $91 billion 
industry (2012).

It is my belief, however, that perhaps the most sig-
nificant “super” product has been overlooked—a 
magical elixir that is complex within its simplicity 

and produced right here in 
our happy valley. A 
product with moxie 

and ingredients that 
you can pronounce. 

Green River Ambro-
sia's Ginger Libation is a 
refreshing, fizzy concoc-
tion with a gingery-cit-
rus snap. 

Hailed by many as a gas-
tronomic miracle, Ginger 

Libation relieves instan-
taneously and cures head-

ache, neuralgia, restless leg 
syndrome, toothache, earache, 

home-breweD 
ginger aLe
Adapted from True Brews: How to Craft Fermented 

Soda, Beer Wine, Sake, Soda, Mead, Kefir and 

Kombucha at Home, by Emma Christensen, available 

in independent book stores and on amazon.com.

Makes about 8 cups (enough to fill a 2-liter plastic 

soda bottle)

INGrEDIENTS
2" piece fresh gingerroot
1 c water, plus more to fill the bottles
9 T / 4 oz white granulated sugar, plus more if 
needed 
1/8 t salt
5 T freshly squeezed lemon juice (from 2-3 
lemons), plus more if needed
1/8 t dry champagne yeast

prEpArATIoN
Peel and finely grate the ginger. You should 
have about 2 T.

Bring the water to a boil in a small saucepan 
on the stove top or in the microwave. Re-
move from the heat. Add the sugar and salt 
and stir to dissolve. Add the ginger and let 
stand until cool. Stir in the lemon juice.

Pour the ginger water into a clean 2-liter bot-
tle using a funnel. Do not strain out the ginger. 
Top off the bottle with water, leaving at least 
1" of headspace. Taste and add more lemon 
juice or sugar if desired. The extra sugar will 
dissolve on its own.

Add the yeast. Screw on the cap and shake 
the bottle to dissolve and distribute the yeast. 
Let the bottle sit at room temperature out of 
direct sunlight until carbonated, typically 12-48 
hours, depending on the temperature of the 
room. Check the bottle periodically; when it 
feels rock solid with very little give, it’s ready.

Refrigerate overnight or for up to 2 weeks. 
Open very slowly over a sink to release the 
pressure gradually. Pour through a small fine-
mesh strainer to catch the ginger as you pour.

Note: Sodas can be bottled in glass bottles, 
but it's more difficult to tell when the sodas 
have fully carbonated. Therefore, with every 
batch, also fill one small plastic soda bottle to 
use as an indicator for when the sodas have 
finished carbonating. Refrigerate all of the 
bottles as soon as the plastic bottle is carbon-
ated; never leave the glass bottles at room 
temperature once carbonated.

More tips at thekitchn.com.

backache, boredom, hangnails, sprains, 
swelling of the throat, con-
tracted cords, wallflow-
er syndrome, dilated 
pupils, cabin fever, 
wrenches, dislocations, 
cuts, bruises, and 
tone deafness.*‡ 

* This statement 
has not been evalu-
ated by the food and drug administration.

Even more amazing is its deliciousness. This libation 
goes with any occasion, pairs superbly with a variety 
of foods, and is practically infinite in its applications 
as a cocktail mixer. Try making a ginger martini or a 
gingery variation on a 7 & 7, but beware of its power-
ful alcohol kick! Ginger Libation is gluten-free, has no 
added sulfites, and is made from organic ingredients.

Green River Ambrosia's Ginger Libation is available 
at restaurants and retail locations throughout the 
valley. (See the article on the Artisan Beverage Co-
op on page 17.) In my opinion, it is best purchased 
at River Valley Market where our friendly, knowl-
edgeable staff can share personal testimonials to the 
tasty, healing powers of this and other fine products.

‡Editor's note: Historians don't know exactly 
what caused Edgar Allan Poe's untimely death in 
1849, but we're pretty sure that things might have 
worked out better for him if he'd skipped the ale 
and gotten hold of some Ginger Libation instead.
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SUmmEr is here and the sun is shining bright in the Pioneer Valley. It's time again for 
cookouts, pool parties and trips to the beach. With all the additional time 

outside comes more time in the sun. More time in the sun means most folks 
are reaching for that sunscreen to help protect skin from the sun's UV rays. 
You probably find yourself at the store staring at all the options—and there 
are a lot these days. What does it all mean? The Wellness Team wants to 
help! We'll show you how to select a sunscreen that is both effective and a 
good fit for you and your lifestyle. 

sPf
What's with all the different SPF numbers? SPF stands for Sun Pro-
tection Factor: the theoretical amount of time you can stay in the 
sun without getting sunburned, or how long the sunscreen re-
mains effective on your skin. For example, an SPF of 15 would al-

low you to stay in the sun 15 times longer than you could without protection. So if you burn in 10 minutes 
without sunscreen, you can stay in the sun 150 minutes longer with SPF 15. This formula is meant to be a 
loose guideline, because factors like genetic makeup, activity level, proper application, and certain medica-
tions can alter levels of protection.

The SPF number only measures the protection from UVB rays. UVB rays are shorter in length and they 
are the ones that cause you to burn. The UVA rays are longer and penetrate deeper into the skin, causing 
things like premature wrinkling. There is currently no standard rating system that measures UVA protec-
tion. A helpful way to remember this is B=BURN, A=Aging. An SPF of 15 filters out approximately 93% of 
all incoming UVB rays. SPF 30 keeps out 97% and SPF 50 keeps out 98%, according to the Mayo Clinic. No 
SPF can block 100% of UV rays. Both UVA and UVB rays harm your skin in different ways so it's so impor-
tant to look for a broad spectrum block, which will protect you from the UVB and the UVA rays. 

All due to those physical blocks. The chemical block 
Avobenzone provides UVA protection while Octo-
crylene provides UVB. 

There are many questions about the safety of ingre-
dients in both chemical and physical sunscreens. In 
addition to what was already mentioned, there are 
all the ingredients that companies put in the lotion 
part of the their formulas. The best resource out 
there is Environmental Working Groups. You can 
check out their website www.ewg.org to see how 
they rate the safety of each sunscreen and learn 
about ingredients.

Some basic sunscreen tips:

• Look for sunscreens that offer broad spectrum 
coverage. This way you will be protected from 
both UVA and UVB rays. 

• Regardless of the SPF number, or the kind of 
protection it offers, sunscreens should be ap-
plied every two hours. Proper application is a 
must! You can have the safest sunscreen but if 
you don't apply it right, it won't be able to do 
its job right. The amount of sunscreen it would 
take to fill a shot glass is recommended for full 
body application. 

too much of a gooD thing?
how to Protect yourseLf from our frienD the sun
by Ada Langworthy, Wellness Department Team Member

PhysicaL vs chemicaL 
How does this stuff work? There are two types of 
sunscreens: physical and chemical. Each one works 
by a different mechanism to block UV rays. Physi-
cal (sometimes called mineral) blocks work by sitting 
right on top of the skin, scattering and deflecting 
incoming rays like a mirror. Although these minerals 
are active immediately upon application, the compa-
nies are required to list a wait period in the drug facts 
for all sunscreens. Some examples of physical/mineral 
sunscreens are zinc oxide and titanium dioxide. 

Chemical blocks work by absorbing the UV rays be-
fore they have a chance to penetrate deep into the 
skin. These should be applied at least 30 minutes 
before sun exposure. Some examples of these are 
Homosalate, Octocrylene and Avobenzone. 

Not all sunscreens are created equal, as far as what 
kind of protection they provide. For example, zinc 
oxide protects against all the UVB and most of the 
UVA spectrum. It's the closet thing on the market 
to a total sun block. It's also what gives sunscreen 
the majority of that white pigment. The higher the 
percentage of zinc oxide in the product, the whiter 
it will be! Titanium dioxide mostly protects against 
UVB rays. It too has a whitish pigment. The image 
of the life guard on the beach with the white nose? 

• Look for additions like antioxidants. UV expo-
sure can increase free radical damage to the 
skin. Antioxidants are like a second line of de-
fense next to the sunscreen, and are found in 
ingredients like vitamins E and C. 

• There is still much controversy over the effec-
tiveness and safety of sunscreens with an SPF 
rating of 50 and above.

The Wellness Department staff encourages you to 
learn all you can about sunscreens so you can get 
out there and enjoy our beautiful Massachusetts 
summer safely!
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co-op GrEEN STAmp 
proGrAm UpDATE

For every reusable bag filled with groceries 
and every bike-powered shopping trip to 
the co-op, River Valley Market shoppers re-
ceive a stamp on their Green Stamp cards. 
Ten stamps=$1.00, which may be redeemed 
as cash, traded for a Green Scout patch, or 
donated to the recipient of the month.

A Green Scout of the Month is drawn from 
completed cards collected; that person re-
ceives a $50 River Valley Market gift card.

Thank you for your continued support!  
Between April and June of 2013, Green 
Stamp cards and register donations 
amounted to:

APRIL 2013: Amherst Survival Center $859 

MAY 2013: The Hartsbrook School $639

JUNE 2013: River Valley Market Low-In-
come Membership Assistance Fund $666

During this time period, River Valley Market 
shoppers saved 31,060 paper shopping bags.

We also awarded a $150 in $50 gift cards 
to 3 co-op shoppers who were the lucky 
winners of our monthly drawings.

raising funDs for 
Project breaD
by Curtis Corthell, Front End Staff Member

oN THE first Sunday of May, my 
girlfriend Liz and I par-

ticipated in Project Bread's 2013 Walk for Hunger. 
The walk is 20 miles long, and the route takes walk-
ers through downtown Boston, Brookline, Newton 
and Cambridge. The weather was slightly over-
cast and the temperature was ideal for a long walk 
through the beautiful city. We stopped at mile 11.5 
and took a shuttle back to Boston Common.

Each year the Walk for Hunger raises hundreds 
of thousands of dollars for food banks all over the 
state of Massachusetts, and with the help of the 
co-op and its members, we were able to raise over 
$1,500 dollars for Project Bread! A big thank you 
to everyone who came out to our 5th birthday 
party in the parking lot and purchased food cooked 
at the event, and also to the member owners and 
staff members who donated as well.

Curtis (Front End Team Member) and Liz

cisa's LocaL hero 
featureD ProDuct 
of the month
THIS YEAr our friends at CISA 

are naming a Local 
Hero Featured Product of 
the Month each month. 
July's featured products 
are local blueberries and 
summer squash and Au-
gust's are peaches and 
tomatoes. In our sales fly-
ers and on our produce 
signage, look for the Local 
Hero logo and the  
Local Hero Product  
of the Month tag!

LocaL Hero

Product of the Month

800.852.5886
umassfive.coop

We’d like to help you save hundreds  
of dollars by refinancing your auto loan.

That’s what financial advocates do. 
.

We always have our members’ best interests in 
mind and are always looking for ways they can 
get the most from their hard earned dollar. Call 
us or stop by a branch today to see how we may 
be able to save you money by refinancing your 
auto loan with another lender.

Federally Insured by the NCUA.
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ExpErTS have debated seriously 
in recent years over the 

health properties of 
coconut oil, because it 
is a saturated fat. Not 
all saturated fats are 
created equal, how-
ever, and coconut oil 
has beneficial proper-
ties that are good for 
you and may even help 
you to lose weight by 
raising metabolism. 

Coconut oil has two fatty acids which are beneficial 
for lowering bad Cholesterols levels. Capric acid 
and Lauric acid help to raise levels of High Den-
sity Lipoproteins or HDL which helps to lower 
bad Cholesterols. Coconut oil is a healthy 
saturated fat when used in a diet 
and its health benefits do not end 
here. Coconut oil is used for aid-
ing digestion, helping to protect 
against heart disease and cancer, 
and help the immune system.

The American Contact Derma-
titis Society and the Coconut 
Research Center have compiled 
evidence on using coconut oil for 
the skin. The American Contact 
Dermatitis Society also states that 
virgin coconut oil has antibacterial and 
antifungal properties. This makes coconut 
oil an effective treatment against, acne, dermatitis, 
eczema, psoriasis and a plethora of other skin ail-
ments. Also, coconut oil is loaded with vitamin E. 
Vitamin helps the skin to repair itself from damage. 
Vitamin E helps keep wrinkles at bay. It keeps the 
skin smooth while protecting the skin from cracking 
and hence, aging.

Coconut oil also has high stability. That means it 
does not go rancid quickly. This is ideal when pre-
paring a skin cream, lotion, cleanser or mask since 
the preparation will remain fresh and stable lon-
ger than other natural skin treatments made with-
out coconut oil. If you have no time for preparing 
a skin treatment you may use coconut oil directly 
on the skin. Allow a small amount to melt in your 

heaLth benefits of 
coconut oiL
by Corey Brown, Wine & Cheese Team Member

hand and massage directly onto affected areas of 
your skin. 

You will want to test a dab of coconut oil and the 
treatments on your skin before use, to determine if 
you have any sensitivity to it. Take a small amount 
of the coconut oil and/or its mixture and rub on 
the center of the palm until it is melted. Rub a tiny 
amount on an area of skin near the face that can be 
readily seen. If you experience redness, itching or 
general discomfort do not use the product.

Coconut oil tastes great. It is a great oil to cook 
with since it imparts a sweet and nutty flavor. Co-
conut oil is solid at room temperature and stores 
easily. Coconut oil has less Cholesterol than butter 
and it is inexpensive. Look for virgin organic coco-
nut at River Valley Market. It is great for baking 

muffins and cakes yet versatile and you can 
use it to sauté vegetables and fry meats.

Because coconut oil is solid at a 
low temperature, it helps to have 
all your baking ingredients at 
room temperature when mixing. 
Quickly whisk all ingredients to-
gether when baking with coconut 
oil. This will help to avoid lumps. 
You can liquefy the coconut oil by 

heating it in a pan on low heat for 
recipes that call for a liquid oil. You 

may also melt it just by putting the 
whole jar into a bowl full of warm water 

and letting it sit for a few minutes. The melt-
ing temperature of coconut oil is only 78 degrees 
Fahrenheit.

Use coconut oil to replace shortening in recipes. 
Coconut oil is fantastic for stir fried dishes. Try this 
fantastic oil for frying fish, making omelets or in a 
favorite curried dish. The flavor of coconut oil re-
ally must be tried to be appreciated. It is delicious 
and much better for you than butter or margarine. 
Here is a great summertime recipe using coconut 
oil. These vegetables may be prepared on your grill.

GrILLED SUmmEr VEGETABLES 

SERVES 2 for dinner or 4-6 people as a side dish

INGrEDIENTS
1-2 portabella mushrooms, 
sliced 
1 red bell pepper, 
cut into wide 
strips
1-2 cups sliced 
zucchini or sum-
mer squash 

Marinade:
3 T sherry (or cooking sherry)
6 T soy sauce
4 T lime juice
2 T sugar
3 t minced garlic
1/2 t ground coriander
1/2 t white pepper
1/4 t cayenne pepper
2 T coconut oil
Fresh chopped coriander (reserve for garnish)

prEpArATIoN
Stir the marinade ingredients 

together in a cup. If your co-
conut oil is solid you may 
want to warm the jar in 
a bath of warm water to 

liquefy the oil. Then pre-
pare vegetables and place in a 

mixing bowl.

Pour half of the marinade over the vegetables and 
toss to coat. Allow to marinate for at least 10 min-
utes or up to 1 hour in the refrigerator.

Cook the marinated vegetables over a hot grill, 
brushing with reserve marinade from the bowl as 
you turn.

To finish, place the grilled vegetables in a bowl. 
Pour the remaining marinade over the grilled veg-
etables and toss with freshly chopped coriander. 

Serve with rice for a main course or on its own as 
a side dish. 
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of phytochemical constituents that 
have known health benefits.

Superfruits like açai, goji, golden berry, 
mulberry, pomegranate and maqui, 
are high in antioxidants, vitamins, and 
minerals. Antioxidants help protect 
against your cells' natural aging pro-
cess, as well as from exposure to sun 
and free radicals. Dried goji berries 
taste kind of like a cross between a 
raisin and a dried cherry tomato, and 
can make a tasty snack just on their 
own. Chia has a similar profile to flax 
seed, being high in fiber and Omega-
3s. Maca, a root vegetable from the 
Andes which resembles a white or 
black beet, is known to help to balance 
hormonal levels for some 
people, and is also thought 
to increase energy and 
be an aphrodesiac and 
fertility aid. Cacao (the 
raw version of cocoa) is 
high in antioxidants, iron 
and magnesium. It makes 
your smoothie taste like 
chocolate, which is a big plus 
for most people.

You also need some kind of liquid 
base. This can be water, juice or a 
milk. While juices are sweet and deli-
cious, they are metabolized in your 
body like sugar, and can lead to a spike 
and subsequent crash in blood sugar. I 
like to add spices like cinnamon, carda-
mom and ginger. Besides tasting good, 
cinnamon helps to regulate blood 
sugar. The warming quality of these 
spices counters the naturally dampen-
ing effect that cold sweet drinks can 
have on digestion. Some kinds of milk 
product, dairy or otherwise, make a 
more protein-rich and thus a more 
steady energy-sustaining base for a 
smoothie.

For a little more protein, there are 
myriad protein powder and meal re-
placement options. Whey protein is 
the least grainy, most palatable 
option for people who 
eat dairy. Pea protein 
is an increasingly 
popular choice. 

Among plant proteins, I have been 
told that yellow pea is the most widely 
digestible option and that its amino 
acid profile is the most similar to that 
of animal proteins, making it a great 
source of nutrition for us animals. We 
also stock protein from hemp, rice, 
soy, and several blends that include 
mixtures of some or all of them.

Greens are also super. By adding a 
scoop of greens powder to a smooth-
ie you are getting the benefits of eat-
ing green leafy vegetables, which we 
all know are good for us, but some of 
us don't like to eat. Greens powders 
are a sneaky way for parents to get 
more servings of nutritious greens into 
their kids.

You can also put in some 
fresh or frozen fruits or 
vegetables. Frozen ber-
ries or chunks of strawber-
ries or banana can make 
your smoothie more like a 
milkshake or ice-blended 
drink. Kale smoothies have 
become quite popular in 

recent years. You can use 
fresh kale leaves, or try a trick 

I learned from a friend and freeze 
whole kale leaves when they are in 
season to use in the winter. She just 
puts the whole frozen leaf right into 
the blender, and voilà! 

If you are freezing berries or fruit for 
later use, place them in usable-sized 
chunks on a baking tray lined with 
parchment paper, and then transfer 
them to a bag or container once they 
are frozen. This prevents ending up 
with a large frozen lump of fruit that 
you have to whack apart.

So, as I said in the beginning, there 
are no rules, and you can throw in 
anything you like. By trial, error, and 
success I have learned that I like the 
results better when I keep it simple, 
and use just a few ingredients. I am in-
cluding a few basic recipes to get you 
started, but go ahead and experiment 
and have some fun!

mIxED BErrY SmooTHIE

INGrEDIENTS
1 1/2 c crushed ice
1/2 c fresh blackberries
1/2 c fresh blueberries
1/2 c fresh raspberries
1/4 c pomegranate juice
3 T frozen açai puree
2 T flaxseed meal
1 T honey

prEpArATIoN
Combine all ingredients and process  
until smooth.

Smoothies, continued from page 1 FrozEN KALE SmooTHIE 

INGrEDIENTS
3 large frozen kale leaves
1 c ice 
1 c fresh squeezed grapefruit  
or orange juice
1 T chia seed
1 T acai powder
A handful of frozen berries 

prEpArATIoN
Blend until smooth and adjust ingredients 
to your liking.

HIGH proTEIN LIqUID mEAL

INGrEDIENTS
1 scoop protein powder
1/2 scoop of a greens powder
8 oz of hazelnut milk (or other milk)
1/4 t cardamom powder
1/4 t cinnamon
6 frozen strawberries 

prEpArATIoN
Blend and adjust to your taste. You can substi-
tute ice cubes or other frozen fruits or berries 
for the strawberries.

Pamela from the Wellness Department 
is heading out for her annual trip to the 
beach. Check out her list and see what 
the experts pack! 

BoDY cArE ITEmS
✓Toothbrush: Radius I like this brand 
for its effectiveness at cleaning hard 
to reach areas of my mouth, with the 
wide surface area of the toothbrush.
✓Toothpaste: Ecodent Cinnamon 
Flavor This baking soda based tooth-
paste, with its small packaging, is super 
convenient for traveling. A little sprin-
kle of this powder goes a long way, and 
works wonders with its foaming action 
and ability to re-enamelize teeth with-
out fluoride.
✓Shampoo:Theraneem Scalp Therapy 
✓Conditioner:Theraneem My hair 
tends to do better with shampoos and 
conditioners that are light, without 
too much moisturizer. My hair feels 
very clean and fluffy after washing with 
Theraneem.
✓Body Soap: Kiss My Face Olive 
Oil Soap Simple, pure and moisturizing. 
What can I say—I’m Italian!
✓Sunscreen: Goddess Garden 
Brand. SPF 30 Again, I prefer pure 
and simple. This mineral sunscreen has 
very few ingredients and is all natural. 
Because of its spray pump, it goes on 
light, easy to apply and spreads well.
✓Face Wash: Evan Healy Rose 
Cleansing Milk Gentle on skin. Re-
moves make-up. Very simple formula 
with high quality essential oils, such as 
rose, to help regenerate and soothe 
sun-damaged skin.

✓Face Moisturizer: Evan Healy 
Rosehip Treatment Facial Serum 
Used by the Indians of the Chilean An-
des to treat burned and damaged skin, 
with Vitamins A and C and Essential 
Fatty Acids, this rose hip and carrot 
seed oil make my face feel soft, supple 
and enriched. Light enough formula for 
summertime.
✓Bug Spray: Buzz Away Extreme I 
chose this bug spray, since I will be going 
to an area with a high tick population, 
and this product has been tested for 
use against ticks, for up to 2.5 hours of 
protection. Since no deterrent is 100% 
guaranteed, I will be implementing 
many other precautions in conjunction 
with the spray, such as vigilantly check-
ing every day for ticks on my body.

SUppLEmENTS
✓Antioxidant Protection Sea 
Buckthorn Extract by Genesis To-
day To assist against sun damage—as-
sociated with free radical damage—I 
drink one ounce of this straight juice 
extract, for extra assistance with skin 
protection and liver health.
✓Multivitamin Megafoods Woman’s 
One Daily Since I will be biking a lot, 
a good multivitamin is essential for my 
balanced nutritional support.

Let us know in the Wellness Depart-
ment what your favorite items are to 
bring on vacation, and we’ll try to keep 
them in stock for you. We always like 
your recommendations and testimo-
nials to pass on to others customers. 
Hope you all have a great summer and 
find time for your own getaway!

Pamela's Packing List
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"Serving on the board of the River Valley Market is 
a mix of visionary dialogue and roll-up-my-sleeves 
tasks to do. The people are great—different 
ideas, different ways of sharing and approaching 
things—but all with a common love and passion for 
cooperative ventures and good local healthy food. 
One thing that has made my experience on the 
board so satisfying is the education and training 
I receive regarding cooperative enterprises, board 
leadership, and personal development. We really do 
all grow together…"

—Dorian Gregory, Board Member

rIVEr Valley Market has much to 
celebrate in our fifth birthday 

year! We have exceeded all of our expectations for 
sales growth, shared a profit with member-own-
ers through patronage rebates, supported dozens 
of community organizations and efforts—in other 
words, we are flourishing. Our growth results from 
the sense of community and positive atmosphere 
we've fostered, our support for local growers and 
food producers, and the high quality, healthy food 
we offer our customers. 

All of this takes leadership. Every year we seek 
new directors willing to lend their time and talents 
to create a vision for River Valley Market's future. 
Our board provides guidance and delegates the 
operational responsibilities to the general manager 
to achieve goals that closely match the values of 
our membership. We ensure a healthy and sustain-
able organization that supports our member own-
ers and our local community. And, we proactively 
engage our membership and our community in 
dialogue about the ways that we can meet our mis-
sion of "creating a just marketplace that nourishes 
the community."

Board members give of themselves by being an im-
portant link to our membership and are commit-
ted to our mission, cooperative principles and the 
financial and overall health of the organization. We 
commit to providing rewards to our board mem-
bers through professional board development, a 
positive and respectful atmosphere to accomplish 
our work, and an opportunity to participate in a 
national movement of social change that protects 
our planet for ourselves and for future generations. 

Testimonials by current directors on their Board 
experiences show that folks get as much as they 
give through Board service. Would a leadership 
role with River Valley Market be right for you? 

visioning our future:
an invitation to boarD service
by Christine Dutton, Board Member, River Valley Market Board of Directors

To apply, download an application from our web-
site or pick one up at the Customer Service Desk. 
Review "Important Reading for Board Candidates to 
learn the details of board service. Applications are 
due by September 9th. Contact me at 413-582-1472 
or at cgdutton@hotmail.com for more information.
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monthLy saLes trenDs 2009-2013,  
in hunDreDs of thousanDs of DoLLars

We ended our year with over $17.5 million in annual sales which is 62% above what we had projected for our 5th year in our 

original plan. This chart shows our monthly sales trends over the last five years and the last year compared to our budget. Look 

for a full report on the year’s financial results in the annual report which will be published in the fall.

"My time on the board of River Valley Market 
has been fun as well as challenging. It has 
required me to grow and to become more 
patient, and it has increased my respect 
for the huge accomplishments of our co-
op management and staff, for our board 
processes for making decisions, and for the 
'wisdom of the group.' It has been a real 
privilege to work closely with a committed, 
diverse group of people in service to our 
membership and to the inspiring community 
vision which the co-op represents." 

—Lynn DiTullio, Board Member
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web& print design services

Empowering you with 

beautiful, affordable tools

for the do-it-yourself marketer.

F R E E
CONSULTATIONS

413.570.0149
fontaholic@gmail.com

http://fontaholic.biz

emily sparkle

ƒontaholicƒontaholic

the 
zengineer

civil engineering         with a conscience

Bucky Sparkle, PE
413-282-8876
thezengineer.com

Bucky Sparkle, PE
413-282-8876
thezengineer.com

Bucky Sparkle, PE
413-282-8876
thezengineer.com

Septic

Wetlands

Site Development

Infrastructure

Free Consultations

Working  for a Co-operative Economy
Principled Copier?
Self-publishing a book, holding a conference or 
just need a few copies?  Collective Copies,  
a worker co-op and union shop, can help.  We 
print full color or black and 
white, only use recycled 
paper and have 30 years 
experience. Upload files 
electronically and we’ll ship 
or deliver to your door. We 
print brochures, business 
cards, newsletters, greeting 
cards, envelopes and more. 

www.valleyworker.org • 413-268-5800 

Together, we are working 
for a co-operative economy.

To learn more about Collective Copies and 
the other members of the Valley Alliance of 
Worker Co-ops, please visit our website.

stePPin' uP to the PLate
IT WAS an exciting spring at River 

Valley Market, with a 
number of staff members being promoted to posi-
tions of greater responsibility in the store.

TONI has stepped 
into Jimmy's for-
mer position, and is 
now the Deli Service 
Counter Manager.

JIMMY, formerly in 
charge of the Quarry 
Café's deli service 
counter, is our new 
Kitchen Manager.

NATE has moved 
into the position of 
Interim Merchandising 
Manager.

VALERIE, our brand 
new Finance Manager, 
who comes to us with 
lots of experience 
at non-profits and 
co-ops.

We are also happy to introduce:

And to say thank you to:

MONICA, who 
served as both 
Finance Manager and 
HR Manager from 
before the store 
opened until Valerie 
was hired. She is now 
dedicated full time 
to the HR Manager 
position.

TOM has taken on  
the position of  
Wine & Cheese  
Team Leader.

ScENES From THE STrAWBErrY IcE crEAm SocIAL (r to l): Bamidele Dancers & Drummers, young artists, Barbara from Bart's Homemade,  

General Manager Rochelle with Grocery Team Member James, dressed as an ice cream cone
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2013 austin miLLer awarDs
PresenteD at the 4th annuaL strawberry ice cream sociaL

LIVING in the Valley, it’s easy to take 
our vibrant community for 

granted. But it takes committed individuals and or-
ganizations to support people in need, champion a 
sustainable environment, and contribute to the lo-
cal economy.

On June 20th, at our 4th Annual Strawberry Ice 
Cream Social, we recognized a few of the people 
who nuture and sustain our community with the 
Austin Miller Co-op Hero Awards. 

Created in 2009 by River Valley Market, the Austin 
Miller Co-op Hero Awards recognize: 1) an individ-
ual, 2) a non-profit organization and 3) a business 
in the Pioneer Valley that support and strengthen 
cooperative values and that embody the coopera-
tive principal Support for Community.

This year's award winners are:

Individual: Mary Shanley Koeber, for her care for 
the community through her dedicated work for 
Mass Audubon's Arcadia Wildlife Sanctuary

Non-profit: Common Capital, for its commitment 
to local investment in economic development proj-
ects like River Valley Market

Business: Our Family Farms, for its support for local 
dairy farmers

Austin Miller was awarded the first annual Co-op 
Hero Award during our cooperative’s celebration 
of the first birthday of our store on April 30th, 
2009, for extraordinary support from a co-op 

member-owner. Austin tirelessly and passionately 
championed the dreams of our membership for a 
locally grown food co-op in Northampton.

Austin was a founding co-op member-owner 
whose career was devoted to serving people in 
Western Massachusetts by supporting community 
development projects that provided low income 
housing, shelter for victims of domestic violence, 
and food for the hungry. Austin specialized in se-
curing financing for projects that directly benefited 
people in need and strengthened our communities. 
Austin was the financial consultant who secured 
the financing agreements between River Valley 
Market and the banks that provided the mortgage 
for our co-op start-up project in Northampton.

Our community lost a good friend when Austin 
passed away on October 30th, 2009.

Past winners:

2012  Individual: Lynn Benander, Co-op Power
 Non-profit: Seeds of Solidarity
 Business: UMassFive College Federal CU
2011  Individual: Elizabeth (Apple) Ahearn
 Non-profit: Community Involved in  

Sustaining Agriculture (CISA)
 Business: Pedal People
2010  Individual: David Gowler
 Non-profit: Western MA Food Bank
 Business: Valley Alliance of Worker 

Cooperatives
2009  Individual: Austin Miller
 Non-profit: Greenfields Market  
 Business: Bart’s Homemade Ice Cream

Photos (left to right, top to bottom): Jade Barker, Board 

President and Mary Shanley-Koeber; Jade and Chris Sykes, 

Common Capital; Mary Shanley-Koeber; Chris Sykes; Jade and 

Faith Williams, Our Family Farms; Debbie Duprey and Faith 

Williams, Our Family Farms with General Manager Rochelle 

Prunty.
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Dreaming the future of our co-oP
from PracticaL to Pie (a La moDe) in the sky

A co-op cAN dream, can't we? As we approached the end of our 5th year, 
our staff held some visionary, free-form brainstorming sessions 

about what we'd like to see happen over the next five years. Some of the ideas were totally pragmatic. 
Some were totally pie-in-the-sky. And some were just-so-crazy-they-might-work! Just for fun, we decided 
to share them you on this page.

A while back, some people thought we were crazy to open a new co-op with so much competition and 
uncertainty in the economy. But research and planning showed that it was a good idea, and after five 
years we've proved it was a great idea. Now it's time to start planning what is next to best build on our 
successes to further our mission of creating a just marketplace that nourishes the community. Talking 
about ideas is the first step! In our brainstormed dream world, by 2018 our co-op will:

Have 
more 

parking

Be 
open 24 
hours

Have 
12,000 

member-
owners

Win 
an award 

for being a 
progressive, job-
creating union 

employer

Employ 
200 people 
full-time 

with livable 
wage

Increase 
our % of 

local products 
from 30% to 

60%

Have a 
local organic 

grains 
brewery

Have an 
in-store 

chiropractor

Operate 
an on-site 
child care 

program for 
employees' 
children

Have 
an in-

store demo 
kitchen/
classroom

Operate 
a green 

shuttle for 
staff parking 
and grocery 

delivery

Improve 
access with 

a city-regional 
bus stop on road 
in front of store 
and connecting 
sidewalks and 

bike lanes

Generate 
all our 
energy 

with green 
technology

Operate 
a riverboat 
co-op café

Put 
in a 

rooftop 
garden

Create 
more 
office 
space

Build 
a viewing 

tower on the 
cliff for great 
views of the 
river valley

Make 
a staff 
exercise 

room

Install 
our own 

red-tailed 
hawk nest 

cam

Offer 
rock 

climbing 
classesHave 

an in-
store credit 

union

Run a 
zipline 

from the 
cliff

Offer 
a co‑op 
parking 

smartphone 
app

Operate 

a mobile 

co-op store  

food truck

Have a 
food service 

vending cart for 
special events—

pedal, green 
algae, and solar 

powered

Operate 
co‑op label local 

food manufacturing 
company in 

partnership with other 
area food co-ops and 

local growers 

Build 
a Bigger 

receiving 
area

Use 
state of 

the art co‑op‑
developed 

software for POS 
and information 

systems

Publish 
an award-
winning 

local foods 
magazine

 
On site 

vermaculture 
composting and 
other measures 
creating 0 waste 

in landfill

Organic 
community 
gardens for 
members at 
newest store

Have 
three 
stores

Have 
a bigger 

community 
room

Provide 
healthy food 

service kiosks 
in area hospitals, 

schools, 
parks, etc.

Double 
the number 

of local farms 
and businesses  

we buy from

Offer 
online 

ordering and a 
phone app for 
ordering and 

delivery
Offer 
co‑op 
classes 

through local 
schools

Perma- 
culture 

landscaping 
at newest 

store

Have a 
local organic 
grains bread 

bakery

Add 
a second 

story

Operate 
a natural 

"pharmacy"

Own 
and operate 

our own farm 
with a gardening 

education 
program 

Run 
a pedal-
powered  
shuttle 

bus from 
downtown to 

the co-op

Have 
two 

stores
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Dreaming the future of our co-oP
from PracticaL to Pie (a La moDe) in the sky

art in the Quarry cafe

3215126

www.NewEnglandDentalWellness.com

Mercury Needs To Be Removed.

SAFELY
413.774.5591

mEET the member-owner artists who 
are showing their work in the 

Quarry Café in the months ahead!

Stop by the Quarry Café seating area the sec-
ond Friday of each month from 5-7 pm. On these 
evenings, we host an artist’s reception as part of 
Northampton Arts Night Out. Come enjoy live 
music and free refreshments. Everyone is welcome.

Many thanks to Outreach Volunteer Jane  
Nevinsmith, who coordinates and hosts this  
important community program.

Are you an acoustic musician who might like an op-
portunity to have your music heard live at the co-
op? Contact trevor@trevorthegamesman.com.

uPcoming artists of 
the month

AUGUST 
JILL APoLINARI, PHoToGRAPHY Live music from Mi-
chael Orlen and Bruce King, guitars

SEPTEMBER 
RoBIN LEVINE, WATERCoLoRS Live music from 
Solo Joe & Mary Rice, guitar, harmonica, duo vocals

OCTOBER 
STAFF ART SHoW Live music from Tom  
Bradbury, guitar

Nancy First, May 2013

(top) Nancy First, May 2013; (above) Mary Montague, June 2013; (above right) Diane Nevinsmith, July 2013

morE STrAWBErrY IcE crEAm  
SocIAL pHoToS! (l to r) Outreach Volunteer 

Margo in a strawberry hat and partygoers
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of their products, but also for the excellent house-
made treats they offer, born from the creative, food-
loving minds of the department team members.

Beth feels that an important part of the depart-
ment's success is the artisanal skill of the depart-
ment's butchers, including Marty—who has been 
with us since the co-op opened—and Jeff. “Marty 
is one of the backbones of the department,” says 
Beth. “He works behind the scenes and supports 
everything the rest of us do. And Jeff brings in a lot 
of new ideas. He's a great teacher, great at training 
new staff members.”

Beth has high praise for her other teammates as 
well, starting with her department manager. “Travis 
is a great leader. He really cares about our cus-
tomers. A lot of people have been coming here 
for years now, and Travis knows many of them by 
name. He does a great job ordering and he keeps 
things spotlessly clean. He works hard and pulls the 
whole team together—we just love him.” Other 
staff contribute a lot as well. “Kayla, the assistant 
department manager, has a lot of energy and cares 
a lot about doing a good job. Dan has seafood 
expertise and is very inventive with new recipes. 
The night guys do tons of cleaning and customer 
service, and are great at figuring out how to re-
spond to customer needs without a butcher in the 
house.” As for Beth herself, she says, “I'm good at 
making sausages, which isn't always fun, because 

you have to work in the cooler.” Anyone who has 
spent any time at the Fresh Meat & Seafood service 
counter knows that Beth is also great with custom-
ers, full of helpful information and advice, and al-
ways ready to laugh.

The undisputed specialty of the River Valley Market 
Fresh Meat & Seafood Department is their fresh, 
house-made pork and chicken sausage: “It's an af-
fordable draw to our department,” says Beth. The 
sausage flavors vary with the season. Beth says 
that the recipes have evolved over time. “Pete [our 
first Meat & Seafood Manager] created a lot of 
the sausages at the beginning, and we have refined 
them and added to them over time. The best seller 
is always our Sweet Italian Chicken Sausage, but 
people enjoy trying many other flavors as well, and 
everyone has their favorite.” Beth recommends 
that customers try the Curry Lamb sausage which 
is “absolutely delicious.”

I asked Beth how the sausages are made. She says 
it's an all-team effort. Here's how they do it:

1. Make 5-lb batches of spice mixes

2. Take an inventory of what sausages are needed

3. Grind the pork and chicken (and sometimes tur-
key and lamb), cleaning the grinder frequently be-
tween batches

4. Divide the meat into 5 and 10-lb batches

5. Mix spices and fresh ingredients (like spinach and 
feta cheese) into ground meat

6. Clean and prep the sausage casings

7. Pump the sausage mixtures into the casings, and 
twist to seal

8. Put them out in the case for River Valley Market 
customers to take home and enjoy!

Beth says that sometimes the team produces 100 
lbs of sausages in a day. And the customers buy 
them as quickly as they can make them: “They're 
so fresh!” 

Sausages are not the only house-made specialty. 
Other customer favorites include Meatballs In Mari-
nara Sauce, BBQ Baby Back Pork Ribs, Asian-Style 
Marinated Chicken Skewers, and Maple Rose-
mary Trout or Skirt Steak. Customer demand is 
usually the catalyst for the creation of new prod-
ucts. “We're always looking for new ideas,” says 
Beth, “and we're glad to hear from customers.” 

Sometimes team members bring in recipes from 
home, try them out in the department kitchen, 
and sample them for customers—the response 
tells them whether to continue making the product 
or not. “We adapt recipes according to people's 
tastes. For example, when we launched our Chick-
en Cordon Bleu sausages, people told us they were 
too salty, so we adjusted the recipe.”

Beth also raves about the department's seafood. 
“We get some awesome Massachusetts seafood, de-
livered the same day it was caught.” Beth, Dan and 
Joel are the resident seafood experts, and between 
them can answer just about any customer question.

A relatively new departmental project that has 
launched and is growing slowly is the River Val-
ley Smokehouse. Recent house-smoked products 
include smoked bluefish, scallops, wild salmon, and 
shrimp. Beth says the team recently smoked and 
sampled some turkey jerky. They also smoke pork 
for use in the Quarry Café deli.

Beth has enjoyed interacting with local meat pro-
ducers. In particular she mentions the Hardwick 
Beef supplier. “I'm impressed with how hard he 
must be working. He's doing all the deliveries, and 
he and his wife are raising this terrific grass-fed 
beef. We're lucky to have it in the store.” She also 
mentions John and Mary Montague of Bridgmont 
Farm in Westhampton. “They're raising beef on 
this gorgeous farm. We should be proud that we're 
helping to save that land.”

So back to the team, how does a small depart-
ment organize and evaluate all the good products 
they sell? Like all of the departments at River Val-
ley Market, they have a weekly Open Book Man-
agement “huddle” to look at their sales. Beth re-
ports, “We set goals for sausage sales, jerky sales, 
Cost of Goods, Labor, and more. Each week we 
look at those goals, and see how we can improve 
on what we're doing. We also problem solve any 
issues as needed and take a few minutes to appre-
ciate each other.”

With all the good things about working in her de-
partment, what is Beth most enthusiastic about? “I 
love the customers,” she says. “Most people who 
come in here have a community spirit. They're sup-
portive of what we do and proud to be part of a 
place where the staff have a good working environ-
ment. People care because they belong here too.”

Meat & Seafood, continued from page 1

Marty, one of our expert butchers, fills the self-service case
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Button up.
A custom designed 

button will highlight your
CAMPAIGN � CONVENTION
REUNION � ANNIVERSARY
BIRTHDAY � PROMOTION

OntheButton
413 586 8554

jm.agd@comcast.net

going co-oP: 
a smaLL business strategy to maintain vaLues, 
emPower workers, anD create a new economy
By Will Savitri, General Manager, Artisan Beverage Cooperative

WHEN WE started Kata-
lyst Kom-

bucha in 2005, we were the first people on the 
East Coast to commercially produce kombucha 
tea, and at that point almost no one had heard of 
Kombucha let alone had any idea of what it was 
or how to pronounce it. We started the company 
because we believed in what we were making and 
people loved it. Our dedication was, and is to this 
day, to the quality of the products that we make, 
and throughout our history we have devoted an 
incredible amount of our resources (some would 
say too many) to our production and product qual-
ity. We brewed, fermented, bottled, marketed, and 
distributed our own products. The weeks were 
long, but it felt good to have a company that was 
run by like-minded people who wanted to work 
together and create something meaningful. We still 
handle almost every facet of our production, mar-
keting, and distribution in house, which is fairly rare 
in our industry.

As Katalyst Kombucha grew, we became interested 
in other beverages. A few of us had a keen inter-
est in making mead (another drink that has re-
quired some explaining at times), and the result was 
a second business called Green River Ambrosia. 
A co-worker brought us a recipe for a crazy pre-
prohibition ginger ale, and we developed it into an 
incredibly unique and delicious product we call Gin-
ger Libation. (see Word on Wine, page 4)

These two companies grew organically. Volunteers 
became owners, and sales grew and fell and grew 
some more. We almost went out of business on 
more than one occasion, but everyone who is still 
with us put it all on the line and gave a lot to keep 
the vision alive and growing.

Since Katalyst’s founding, I have been interested in 
worker-owned cooperatives, but without the proper 
knowledge and resources at the start, I felt keep-
ing things simple as far as business structure made 
the most sense. As things developed, managing two 
LLCs with overlapping owners, production, staff, 

equipment, and space became quite a difficult task, 
and it became clear that we needed to merge Katalyst 
Kombucha and Green River Ambrosia to create co-
hesiveness and efficiency in both of the operations.

The opportunity to create a structure of ownership 
that could allow for our values of workplace de-
mocracy, social equity, quality rewarding work, and 
environmental integrity presented itself. After many 
years of research into worker co-ops, and with the 
help of incredible organizations like the Cooperative 
Development Institute, Equal Exchange, the Valley 
Alliance of Worker Cooperatives, the Franklin Coun-
ty CDC, the Cooperative Fund of New England, and 
many others, we developed a business structure that 
we felt could bring us forward and allow us to main-
tain our values and goals, and continue to grow the 
business in a sustainable way. Artisan Beverage Co-
operative was created, and it’s pretty awesome.

We are all very excited about this next chapter in 
our story. The cooperative focus and operational 
changes in our business are very exciting. We have 
always valued our customer relationships, especial-
ly with food co-ops, and embodying Cooperative 
Principle #6 (Cooperation among Cooperatives) 
has given us an even greater focus on our relation-
ships with our regional food co-ops. We have been 
building more and more of these relationships, 
especially through our on-tap kegerator programs, 
eliminating a large portion of our packaging waste 
and decreasing our environmental impact. We have 
also entered into a new relationship with Equal Ex-
change in order to purchase all of our organic sugar 
(about 40,000 pounds in the next year) from the 
Manduvira Sugar Cooperative in Paraguay, which 
has allowed us to advance both our cooperative 
and environmental values. We have brought em-
ployees on as worker-owners, and the diversity of 
ideas and talent has increased tremendously. We 
are looking forward to the group expanding and 

being able to better take care of our owners and 
employees as we grow, offering greater benefits 
and opportunities to directly contribute to the 
greater cooperative movement.

The future is looking very bright. The challenges of 
operating a small business in our economy continue 
to be great and require constant attention, but I 
believe that developing cooperative business struc-
tures has the ability to transform our economy, and 
create a more just and equitable world. I think that 
is a good thing.

Artisan Beverage Cooperative is brought to you by: 
Garth Shaneyfelt, Catiya Rivard, Sam Dibble, Will 
Savitri, Dave Keramaty, Jeff Canter, Brendan Burns, 
Rui Santos, Sandy Pearson, Sarah Nolan, Franc 
Krommolz, and an expanding array of fine ladies 
and gentlemen. Cheers!
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THIS FALL the co-op will be 
launching a new 

member loan cam-
paign. This is our third 
member loan cam-
paign, and while we 
are thriving more than 
ever, a successful cam-
paign will strengthen 
our roots and contin-
ue the successful mo-
mentum of the store. 

Performing some excit-
ing store renovations, buying some new equipment, 
and retiring existing bank debts are what will be 
paid for by the campaign. All of these things will be 
setting the stage for bigger and better things for the 
future of the co-op.

The paperwork is in the process of being drawn up, 
but it looks like the terms of the loans will be be-
tween 4-7 years, with rates expected to range from 
0% to 5% (far better rates than what you can get 
from a bank). 

Member loans are beneficial three times over: 
First, as a member you get a great rate and return. 
Second, the co-op borrows money from its own 
membership, rather than having to pay the extra 
costs associated with a commercial bank. And fi-
nally, all of that money gets retained within our local 
economy and community—it doesn’t get any more 
local than that!

That is one of the great successes of our co-op—
fostering a vibrant and successful economy with 
and from within our community. We are part of 
a growing movement that weaves together social 
conscious about our food as well as an alternative 
economic model that benefits everyone involved. 
Our member loan campaign will help sustain that 
growth and success.

Officially the campaign will kick off in Septem-
ber, but you might be getting a call in the next few 
weeks about renewing your loan if you already have 
one. In the meantime, if you want more information 
or are interested in making a loan, email  
memberloan@gmail.com to find out more!

grow your 
co-oP
get invoLveD in the 
member Loan camPaign!
by Jeff Napolitano, Member Loan Committee Chair

gmos…just LabeL it
SomE pEopLE believe genet-

ically modified 
organisms (GMOs) hold a promise for global food 
security. Some believe that increased GMO use is 
causing human and animal health and environmental 
problems. However they feel, MoST PEoPLE WANT To 
kNoW if GMOs are present in the food they eat—in 
fact, sixty-one countries around the world require la-
beling of foods containing GMOs. According to Mas-
sachusetts Right to Know GMOs (marighttoknow.
com), “polls conducted by professional news orga-
nizations including the Washington Post, MSNBC 
and Reuters/NPR consistently show that over 90% 
of consumers want genetically modified ingredients 
labeled.”

Co-op shoppers tend to be involved consumers 
who take an active interest in where their food 
comes from. River Valley Market shoppers are no 
exception. We have received numerous e-mailed 
inquiries about what kinds of action we are taking 
to raise consumer awareness of the presence of 
GMOs in the foods supply. 

We support federal level mandatory manufacturer 
labeling of GMO ingredients in foods. There are 
estimates that 80% of the foods on the market now 
contain GMOs, due to the large percentage of pro-
cessed foods that have corn and/or soy based ingre-
dients. We believe that the tide is turning in favor 
of our position on the GMO labeling issue. More 
than 60 other countries require GMO labeling and 
half of the U.S. states, including Massachusetts now 
have grassroots campaigns or legislative action un-
der consideration that would mandate GMO label-
ing. Connecticut just passed a labeling law (which 
requires 4 other states to do the same before it can 
be enacted), Maine also just passed a labeling law, 
and new federal legislation the “Genetically Engi-
neered Food Right to Know Act” has been intro-
duced in the Senate.

Additionally, the National Co-op Grocers Associa-
tion, (our co-op of food co-ops) has put pressure 
on our natural foods suppliers by giving them no-
tice they will not add any new products unless they 
are GMO Project Verified after January 2014. This, 
combined with Whole Foods' requirements for 
GMO ingredient labeling from their suppliers within 
five years, has gotten the attention of the natural 
foods industry. But we think it is important for the 
entire food industry to be federally required to in-
clude GMO ingredient labeling.

In support of a GMO food labeling mandate, we have:

• Sponsored a screening of the film Genetic Rou-
lette with MA Right to Know GMOs

• Circulated petitions on Facebook, Twitter, and 
through our weekly e-mail

• Set up a store kiosk with a selection of GMO-
free products, shopping tips, and links to infor-
mational websites

• Dedicated a page on our website to GMO 
educational resources

• Testified at a hearing of the House Joint Com-
mittee on Public Health at the Massachusetts 
State House in Boston

• Invited MA Right to Know GMOs to our 4th 

Annual Strawberry Ice Cream Social to distrib-
ute literature

• Donated the $1,915 in proceeds from the 
Strawberry Ice Cream Social picnic dinner to 
MA Right to Know GMOs.

• Elminated suspected GMO ingredients used in 
our deli by changing to certified organic or non 
GMO corn, soy, and canola products. Work-
ing toward a goal of ensuring that our prepared 
foods (excepting meat & dairy) are GMO-free, 
and are nearly there.

• Adopting a storwide policy of not adding new 
food products that may contain GMOs. This 
excludes meat/dairy products which involve 
more complicated animal feed supply issues. 
We will we not add the GMO salmon recently 
approved by the FDA.

what's haPPening now
At publication, two GMO labeling bills are before 
the Massachusetts House Joint Committee on En-
vironment, Natural Resources & Agriculture, and 
three more before the Massachusetts House Joint 
Committee on Public Health. We hope these bills 
will move quickly through committee and reach a 
vote. To stay updated and contact your representa-
tive, please visit http://marighttoknow.com/home/
legislative-support/ma-legislation/. 
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LAST YEAr River 
Valley 

Market bought almost $3 million in lo-
cally grown items, mainly produced on 
the Pioneer Valley’s fertile bottomland, 
rolling pastures, and hilly orchards. 
Those purchases were made possible 
by the hard work and ingenuity of our 
region’s farmers and the enthusiasm 
of residents for locally grown food and 
farm products. Connecting these criti-
cal elements—prime farmland, skilled 
growers, and an engaged communi-
ty—has been the work of local non-
profit Community Involved in Sustain-
ing Agriculture (CISA), now celebrating 
our 20th anniversary. 

In 1993, a group of Valley residents, 
farmers, and agriculture supporters 
began meeting, concerned about the 
threat to local agriculture posed by 
development pressure and compe-
tition from the global marketplace. 
They chose a name that reflected the 
fundamental connection between 
community and agricultural health in 
our region: Community Involved in 
Sustaining Agriculture.

Support from the Kellogg Foundation 
helped CISA launch the Be a Local 
Hero, Buy Locally Grown® campaign 
in 1999. Market research early in the 
campaign indicated that Pioneer Valley 
residents understood that buying from 
local farms supported neighbors and 
kept their dollars in the community. 
Local Hero offered a distinctive logo 
to help residents find locally grown 
products, and CISA used ads, events, 
and bumper stickers to help residents 
keep this priority top of mind. 

The Local Hero program is now the 
longest-running agricultural “buy lo-
cal” program in the country. More 

than 225 farms, 56 restaurants, and 
67 other businesses—supermarkets, 
corner stores, processors, colleges, 
and retirement homes—joined the 
campaign by 2013. The Pioneer Valley 
boasts 55 CSAs and 49 farmers’ mar-
kets, including 7 winter markets.

An early Local Hero ad featured a 
couple of farm kids standing in a field. 
After the ad ran, we heard from a 
farmer that her children’s classmates 
had stopped teasing them about liv-
ing on a farm and instead became 
curious about farm life. Today in the 
Pioneer Valley, we have a culture of 
support for local farms. Our farmers 
are treated with respect and even oc-
casionally speak of being treated like 
rock stars! 

cisa: 20 years of strengthening 
farms anD communities
by Phil Korman, buylocalfood.org

Throughout our history, CISA has 
benefitted from the passionate in-
volvement of a broad group of people 
who care about food and farms. From 
institutions such as Hampshire College, 
Mass. Dept. of Agriculture and UMass 
to other non-profits, the Valley now 
benefits from diverse organizations 
and institutions who champion the 
benefits of healthy food and thriving 
farms. Their goals and approaches are 
diverse: improving food access, chang-
ing school food, expanding community 
gardens, helping new food businesses 
get started, encouraging healthy eating. 
Or, like River Valley Market, running a 
successful business that sees sales of 
locally grown products as fundamental 
to its mission and success.

Today, CISA:

• Connects people to local farms 
through radio, TV, newspapers , 
website, e-newsletter and smart-
phone app; 

• Ensures local farm products are 
available for all by providing sum-
mer farm shares to low-income 
elders; 

• Provides technical assistance for 
farm businesses through work-
shops and mentoring;

• Helps farms respond to natural 
disasters with no-interest loans 

through our Emergency Farm 
Fund; and,

• Inspires people to support local 
agriculture!

As we look ahead to the next twen-
ty years, our goal is to double the 
amount of local food in our diets. To 
do that, we need to increase both 
the demand and supply for local food. 
We must expand the number of busi-
nesses that connect farm to table by 
sourcing, processing, selling and deliv-
ering local food. 

To help CISA meet this goal, a 
few key supporters have created a 
$100,000 Anniversary Fund. Every 
new dollar raised will be matched 
by two dollars from the Anniversary 
Fund! We’ll use this $150,000 in new 
resources to expand supply by sup-
porting farmers, especially those in 
the their first ten years; to increase 
demand, especially in Hampden 
County, and to scale up the local food 
system to provide more local food to 
more residents of our region.

For more information on CISA's 
work, finding local food and farm 
products, becoming a commu-
nity member, or donating to the 
$100,000 Anniversary Fund, go to 
buylocalfood.org.
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upcoming co-op events
Wednesday, July 10, 7-8:30 pm
CO-OP EVENTS AND OUTREACH VOLUNTEERS
A monthly rendez-vous with the General Manager 
to help plan fun and educational co-op events. All 
member-owners are welcome.

Friday, July 12, 5-7 pm
NORTHAMPTON ARTS NIGHT OUT
Meet the Quarry Café artist of the month: Diane 
Nevinsmith, Watercolors. Live music with Jesse Doane, 
Celtic Harp. Refreshments served. Everyone is invited.

Monday, July 29, 6:30-8:00 pm
FREE WORKSHOP: CANNING AND PRESERVING 
YOUR SUMMER BOUNTY
Learn the basics of canning and freezing fruits and 
vegetables from your summer garden. Billie and 
Sandy return to share their techniques and recipes 
for food preservation. Pre-registration required. Call 
413-584-2665.

August 1-September 30
EAT LOCAL, PIONEER VALLEY!
Our annual celebration of local food. Check our website, 
e-mails and Facebook for news!

August date TBA
CAFé DECK OPENING PARTY
Check weekly e-mails and Facebook for details

Friday-Sunday, August 9-11, UMass 
NOFA CONFERENCE
Three days of speakers, workshops, and events 
related to organic farming and sustainable living. 
nofasummerconference.org

Friday, August 30-Sunday, September 1
BACK TO SCHOOL TRUCKLOAD SALE 
Great savings by the case. Look for details in our weekly 
e-newsletter and on our Facebook page: River Valley 
Market Co-op.

Friday, September 6, 5-7 pm
NORTHAMPTON ARTS NIGHT OUT
Meet the Quarry Café artist of the month: Robin 
Levine, Watercolors. Solo Joe & Mary Rice, guitar, 
harmonica, duo vocals. Refreshments served. 
Everyone is invited.

Tuesday, September 10, 6:30-8:00 pm
FREE WORKSHOP: LIVING CLEAN  
in a TOXIC WORLD
with Laila Tomsovic, Naturopathic Doctor. From 
plastics to flame retardants to heavy metals, toxic 
chemicals are ubiquitous in modern life. The known 
health impacts are concerning, with at least 30% of 
disease due to environmental exposure. Practical tips to 
identify and minimize sources of exposure for children 
and adults.Call 413-584-2665 to pre-register.

All events at River Valley Market unless otherwise specified. See our online calendar and sign up for e-mail updates at rivervalleymarket.coop.  
Follow us on Facebook (River Valley Market Coop) and Twitter too (rivervalleymkt)!


