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I REMEMBER when the 
portobello 

mushroom became popular. It was sometime in 
the 90s. Before that, the only kind of mushroom 
anyone really bought was the white button mush-
room. Now when I go the market, the choices 
have grown exponentially. I can easily find dried 
porcini or wood ear mushrooms. I can buy fresh 
lion’s mane, oyster, and sometimes even hen of 
the woods. In the Pioneer Valley, we’re lucky to 
have a selection of locally grown mushrooms, 
ranging from the now familiar shiitake to the less-
er known nameko mushroom. 

Julia Coffey of Mycoterra Farm is one of the few 
suppliers of locally grown fungi. In a series of cli-
mate controlled rooms she works to propagate 
and grow a variety of mushrooms. When I visited, 
shiitake, oyster, nameko, and lion’s mane mush-
rooms were busily growing or freshly harvested 
for a Boston farmer’s market the following day. 

While you might expect a lot of soil and decom-
posing logs, Julia’s mushrooms are actually grown 
on several variations of hardwood sawdust. As 
they grow, different amounts are used until the 
penultimate batch is used to inoculate a bag filled 
with sawdust and organic grains. The mushrooms 
fruit in one of the warm, humid greenhouses at 
Mycoterra. 

After finishing college and moving back to the 
Valley, Julia knew that she wanted to farm. 
However, she wanted to make sure she filled a 
niche that wasn’t already available here. “Plants 
were ‘safe’ for me, but clearly well covered by ex-
isting farms in the valley,” she explained. “Having 
worked on a mushroom farm the prospect was 
daunting because so much more can go wrong, 
yet I knew enough to give it a go and so I did.” 
Luckily for us, things are working out rather well. 

MOISTURE & MYSTERY:
A LOCAL CROP EMERGES FROM THE DARK

by Member-Owner Liz LaBrocca. Photo: Jim Gipe, Pivot Media

HELLO everyone. We are finally start-
ing to see the temperature 

getting warmer, the snow melting, more day-
light, spring is headed our way! During the early 
months of the year, January through March, our 
produce department here at River Valley Market 

BEFORE the  
EARTH is WARM
IT TAKES PLANNING TO KICK OFF 
A LOCAL GROWING SEASON
by Produce Manager Henry Kryeski
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SPRING is GROWING SEASON for 
COLLABORATION & COOPERATION
by Dorian Gregory, River Valley Market Board President

For more inFormation about 
becoming a member-Lender, 

please stop by Customer Service. 

“a member loan just 
made sense – a chance 

to invest in the 
community, further 

secure the local food 
economy, and receive 

a fair return on my 
money. it was the right 

thing for me to do.”
	 —	Dorian		Gregory

River	Valley	Market	Board	Vice	President/Treasurer

SPRING is in the 
air and 

this cold frozen winter is 
receding. That means the 
sap is rising, maple sug-
aring is happening and I 
just received my patron-
age dividend rebate from 
the co-op. Gardeners and 
farmers know that spring is 

a great time for looking forward, turning the soil 
and planting seeds. As a board member, I some-
times feel like a gardener for the co-op. Thinking 
ahead about what we want to flower and come 
to fruition, and doing the work today to nurture 
that future. 

The store continues to thrive and grow, hit-
ting record sales and customer counts each 
month. The details for the second phase of the 
planned store re-model have everyone very ex-
cited. Upgrading and re-arranging will provide 
for somewhat better traffic flow in the store, as 
well as some aesthetic enhancements. And, still 
with sales growing at a consistent pace, we are 
definitely bursting at the seams! This first-hand 
evidence combined with the results of the recent 
market study are driving many conversations 
about where and when to open additional stores 
to better serve our growing community. 

It is definitely time to be thinking about the seeds 
we want to plant. We’ll be sending out a member 
survey soon to elicit feedback from member-own-
ers. In addition to sharing your thoughts about 
the current store, there will be opportunities to 
indicate what is important to you as we grow. The 
survey is one tool we use to listen to our com-
munity. Annual meetings, educational and social 
events, as well as specifically-planned conversa-
tions are some of the others. From the success of 
our store already, one seed we know we’ll keep 
nurturing is the seed of providing access to locally 
grown and organic foods. 

Grocery industry trend reports and mainstream 
media all describe huge shifts in the market-
place. Sales of processed foods are declining, 
fresh foods are on the rise. Organic and all-nat-
ural foods are the fastest growing segment of 
the grocery industry. And more and more peo-
ple are paying attention to the source of their 
food—buying local matters. Community-owned 

cooperatives have a strong track record of provid-
ing access to fresh, local, organic food, and that’s 
one reason membership keeps growing. Over 
7,000 community members own River Valley 
Market, and that number is growing every day. 

Something else is happening in the market-
place, too. And that is a shift toward collabo-
ration and cooperation. Some are calling it the 
Sharing Economy, or the Collaborative Commons. 
However it is named it is a democratic form of 
self-management and governance designed to 
gather and share resources that has proven to be 
a very resilient economic model and is one of the 
oldest forms of organization. Community-owned 
cooperatives excel at precisely this, and today we 
have the strongest cooperative support network 
that has ever existed in this country. 

As a participant in that network, turning the soil 
to get ready to plant, our co-op is drawing on the 
best thinking available to position us for continued 
success. Recently, about forty River Valley Market 
staff, Board members and member-owners, along 
with about eighty other people from about twenty 
different food co-ops from around the region, at-
tended an event sponsored by a cooperative of 
co-op consultants that featured information on 
grocery store trends from a co-op of cooperative 
grocers. (You can read more about “Thriving in 
the New Competitive Landscape” on page __). 
Cooperatives are cooperating with one another to 
support the continued success of all. 

Spring is always an exciting time, and we are 
feeling it! This is the time and the chance to har-
ness all this cooperative power to keep building 
a strong and supportive economic engine that 
sustains our community. We are planting the 
seeds now for a healthy future. I encourage you 
to join the conversation, share your insights, and 
as always, keep shopping co-op. We are growing 
stronger together!

CONSIDER 
MARCHING WITH 

US  in the May 
2nd Noho Pride 
Parade! RSVP 
to marketing@
rivervalleymarket.

coop.
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FROM THE CO-OP MANAGER
by Rochelle Prunty, General Manager 

SPRING 
invokes images of new 
growth and is an exciting 
time at the co-op as we 
anticipate every fresh 
local spring harvest arrival 
through our back doors. 
As I’m writing this the very 
first spring crops of the 

season were delivered to the co-op: Longwind 
organic greenhouse tomatoes from Vermont, 
Old Friends Farm Organic Micro-Greens from 
Amherst, and Local Maple Syrup from Snowshoe 
Farm in Worthington. 

We are also planning for the summer growing 
season. Our produce manager Henry has been 
busy talking with our local produce farmers and 
planning with them to meet our customers' needs. 
We feel a real partnership with our local produc-
ers. I received a couple letters recently and want to 
share a few excerpts from them because it shows 
a little of the impact the co-op has had in our com-
munity from our local farmers' point of view. 

“Every winter the co-op produce manager 
takes the time to meet with us to review 
the past season, and plan for the growing 
season ahead. In 2014 River Valley Market 
doubled (doubled!!) its orders with us from 
the previous year. We feel quite fortunate to 
have such a competent, strong, consistent 
wholesale customer. We see great future po-
tential with the co-op and are very excited to 
continue building our relationship together. 
River Valley continues to play a crucial role 
for Old Friends Farm’s economic stability, 
as well as the stability and strengthening of 
the Pioneer Valley’s local food movement. 
We are proud to be a part of this movement, 
proud of our co-op and grateful to have such 
strong support from Henry and his crew.” 

—Casey Steinberg, 
Old Friends Farm Amherst MA

“When a farmer around here has a locally 
grown product to sell, we know that River 
Valley will bend over backwards to make 
sure that our product is well positioned. 
They don’t just pay lip service to the word 
‘local’ and then turn around and promote 
higher margin crops from far away.

Here is an example of how it works. Just a 
few weeks ago, I mentioned to Henry that I 
had an excess supply of some delicious red 
beets. I was worried that I would not be able 
to sell them all by April when the weather 
warms and the quality of my storage crops 
may start to deteriorate.*Henry did not 

Continued on page 8

simply put them on sale. He set up a giant 
display tub in the middle of the produce de-
partment and filled it with red beets. Sales 
quadrupled. Lots of people got to eat some 
delicious beets and I’m going to sell my en-
tire crop! It’s this level of support and re-
sponsiveness that makes working with River 
Valley so rewarding for us farmers. The co-
op is a vital part of our farming community.” 

Michael Docter,  
Winter Moon Farm, Hadley, MA

OUR GROWING CO-OP
Planning for the future beyond this year’s growing 
season is also keeping us busy at the co-op. As we 
get more and more squeezed in our current store, 
it is important to remember the positive impact of 
supporting more local farmers and businesses as 
our co-op sales grow. Last year our member-own-
ers supported us with over $2.4 million in member 
loans to fund a much needed remodel and help 
with our refinancing. As you know, we completed 
Phase 1 of the remodel before the holidays with 
improved deli equipment and an added check-out 
lane. We are planning Phase 2 for the rest of the 
store to be completed in July and August of this 
year. At the same time, we are in the early stages 
of planning for a second store, because no mat-
ter what we do inside our current store with the 
remodel, it just won’t be enough to accommodate 
our needs very far into the future. 

We’ve been talking about the idea of a second store 
for almost two years. As many of you may remem-
ber, that kind of project is a multi-year endeavor. But 
we have started the research stage and we will be 
working toward building our capacity for a poten-
tial second store while we work to make the one we 
have the best it can be. 

We recently sent thirty-nine people (Board 
Members, Staff, and Co-op Members) to a region-
al cooperative workshop titled: Co-ops Thriving in 
a Competitive Marketplace. It gave us an opportu-
nity to learn more about the environment we are 
operating in and discuss how we can best accom-
plish our missions as cooperatives as the demand 
for what we offer grows along with the competi-
tion from corporations. It was full day of co-op 
talk and we had fun learning together. We will be 
offering more opportunities like this to involve a 
wider circle of our membership in deeper thinking 
about our future along with our Board of Directors 
and staff. We don’t have all the answers but we do 
a have fantastic, forward-thinking community and 
the best food co-op support system in U.S. history 
to help us navigate our path successfully.

Speaking of fantastic owners, Board mem-
bers and staff, I want to give Loran Diehl Saito 
a shout-out. Loran is a founding owner, former 

This image shows a 
revised floor plan with 
improved cheese-bread-
wine-meat layout. This 
includes adding a very 
energy-efficient fresh and 
frozen meat case.
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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.

WHAT happens if you decide to do-
nate your patronage rebate 

check, or just don’t cash or it?  In the last two 
years the co-op has done well enough to grant 
member-owners patronage dividend rebates. 
Member-owners can redeem or donate these 
rebates. Those rebate funds designated to be do-
nated, or not redeemed, are directed to two non-
profits: The Food Co-op Initiative and the Co-op 
Community Fund. These organizations, identified 
as recipients for these funds by the River Valley 
Market Board, are our Co-op’s way of “paying it 
forward.” Both these organizations are commit-
ted to growing new food cooperatives and helping 
new co-ops get started. 

The Food Co-op Initiative (FCI) is a nonprofit coop-
erative development center that provides training, 
resources and advice to community organizers 
of new retail food co-ops. It is currently working 
closely with dozens of emerging co-ops, while pro-
viding online resources to hundreds more. It also 
makes grant awards that combine cash and in-kind 
services, including technical assistance,on-site 
training, and continued mentoring.

“…Grantees have all of the essential elements 
we look for in a startup,” says Stuart Reid, FCI 
Executive Director.  “They demonstrate commu-
nity support, a balance of cooperative ideals with 
practical business requirements, commitment to 
best practices, and potential for retail success.” 

FCI supports a cross-section of the communities 
seeking co-ops, from rural areas to urban cen-
ters, small to large. Preference is given to those 
projects that appear to have a high likelihood of 
success. So far FCI has helped launch fifty-two 
cooperatives!

The other organizational recipient of our donated 
patronage rebates is the River 
Valley Co-op Community 
Fund. This acts like a 
managed endowment 
fund in which River 
Valley Market and its 
owners invest. The 
earnings from our in-
vestments are donated to 
nonprofit and cooperative 
groups in our area. These 
donations support important community work 
done in four categories of importance to co-op 
member-owners: 1) sustainable agriculture, food, 
and hunger, 2) environment, 3) social and and 
community services, and 4) cooperatives. The 
Co-operative Community Fund is sponsored by 
the Twin Pines Cooperative Foundation. We are 
fortunate to have this means for member-own-
ers to make donations to a local endowment that 
donates to local non-profit organizations.

Patronage dividends give member-
owners the share of net income 
that our own purchases generated. 
A patronage dividend is the coop-
erative way of sharing the co-op’s 
surplus with member-owners based 
on their purchases.  A portion is 
retained in each member-owner’s 
name for the capital needs of the co-
op and a portion is returned to us.

We are grateful for the support  
from other co-ops that helped us to 
get started, and through our sup-
port of The Food Co-op Initiative 
and the Cooperative Community 
Fund, we enable more communities 
to enjoy the same kinds of coopera-
tive engagement that we enjoy.

PAYING IT FORWARD
A FRINGE BENEFIT OF PATRONAGE REBATES
by Board Members Lynn DiTullio and Alex Risley-Schroeder

COMMUNITY FUND ROLE MODEL
The Hanover Co-op in Hanover, NH estab-
lished its Co-op Community Fund fifteen years 
ago. They now have approximately $350,000 
in the account. It yields approximately $8,000 
in interest annually. The co-op has donated 
this money to community groups ranging from 
veterans to animal rescue to sustainability and 
health groups.

Our current fund balance is more than $36,000. 
This year, Frontier Co-op and Equal Exchange will 
match $1,500 in new patronage rebate dona-
tions. Growing this fund invests in co-ops and the 
interest it earns will go to benefit selected local 
non-profits. 

It's a wonderful sign of our co-op thriving that we 
are able to provide patronage dividend rebates 
again this year, and it's a wonderful sign of our 
co-op's commitment to our community's well-
being that many of our member-owners donated 
their rebates last year. We hope that others will 
consider donating this year, for all of our benefit!
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COOPERATIVE CAFÉ
MEETING MINDS TO DISCUSS THE FUTURE OF CO-OPS  
IN A COMPETITIVE LANDSCAPE

ON MARCH 7th, CDS 
(Cooperative 

Development Services) and CBLD (Cooperative 
Board and Leadership Development) spon-
sored an all-day Cooperative Café in Keene, NH 
to discuss "Thriving in the New Competitive 
Landscape."

Twenty-two co-ops from seven states participat-
ed, but our co-op knocked everyone's socks off 
by showing up with a tour bus full of enthusiastic 
staff, Board, and member-owners. (We're proud 
to have contributed thirty-nine of the event's 120 
participants!) We grappled with some potentially 
chilling statistics about the growth of the natu-
ral foods market and major corporate entities' 
progress in cashing in on this market. Even more 
importantly, we thought and strategized together 
about how co-ops can face these challenges, dif-
ferentiate ourselves from the competition, and 
meet our communities' needs.

"We have three main goals for the Co-op Cafés: to 
advance our thinking, building shared understand-
ing, and create alignment at our co-ops and among 
co-ops," said lead Cafe organizer Mark Goehring, 
CDS Consulting Co-op. "These goals exist in three 
layers: during the session, at our individual co-ops 
and among co-ops regionally and nationally. When 
more than thirty River Valley Market members, di-
rectors, managers and staff participated in the Co-
op Cafe event they elevated and enriched the con-
versations and helped move us all forward together. 
A big thank you to all who came.” 

Several participants from River Valley Market 
shared some reflections on the meeting:

On the first weekend in March, I 
boarded a bus with a wonderful crew 
of River Valley Market representa-
tives, joining many other food co-op 
reps in Keene to participate in the 
March 2015 Cooperative Café.
I loved the whole process! The organiz-
ers structured the day towards culti-
vating creativity and cooperation. We 
networked with a number of other New 
England food co-ops. We learned about 
the challenges co-ops face in the current 
food industry climate, which are enor-
mous. And together we brainstormed 
innovative ideas for coping with chal-
lenges and thriving in our future.
Sharing this day with so many River 
Valley Market folks felt dynamic, heart-
centered, and inspiring. It was a great 
chance to deepen my understanding 
of co-op operations in the context of a 
vibrant and dedicated community.

—Eric Friedland-Kays, Member-Owner

Focusing on what we do best, being 
true to our mission and who we are, 
we will support growth that grows the 
community. These are some of the key 
factors driving our success in the mar-
ketplace, and I loved how these themes 
resonated and reverberated among 
the varied and diverse participants.

—Dorian Gregory, Board President

I just want to say Thank You for the 
invitation to join the trip up to Keene 
for the Cooperative Café. The ride up 
was lovely and filled with River Valley 
Market trivia which I found immensely 
helpful. It's always good to be prepared! 

The morning's events consisted of a 
Bingo mixer followed by several guest 
speakers. We all were given a topic and 
a question to discuss with our fellow 
table mates. Then the real fun started. 
One person stays and the others relo-
cate to other tables to keep the conver-
sation going and embark on a new one. 
After several rounds of this, certain 
aspects of the conversations are high-
lighted and shared with the group.

It was my first time being a part of 
something like this and I gotta tell you 
I hope it's not my last! Being in a room 
with like-minded folks who have varied 
roles in the co-op landscape all sharing 
ideas and experiences for the pres-
ent and future was truly inspiring.

The combination of the present in-
dustry data, the guest speakers and 
the way we were able to engage with 
each other made this experience both 
memorable and valuable. I left feeling 
ambitious and excited for the changes 
ahead. I would highly recommend 
everyone if given the opportunity to 
attend. I am so glad I was able to.

—Ada Langford, Wellness Team

My experience at the Co-op Café was 
simply spectacular. I was very happy 
that the co-op allowed me the opportuni-
ty to learn more about the co-op process. 
I also enjoyed learning how other co-ops 
are doing and how they differ from us. I 
learned a great deal of new things that 
I plan on utilizing, along with making 
some awesome friends. The best part for 
me personally was, everyone was equal. 
It didn't matter if you were a General 
Manager or a stocker like myself, every-
one had a equal voice and was heard. I 
think everyone who is interested in go-
ing should go. It really opened my eyes 
to a bigger picture of what a co-op is and 
what effects it has on its community.

—James Knight, Merchandising Team

The Co-op Café was inspiring and eye-
opening. It's clear that we cannot be 
passive or take our success for granted 
in the face of the enormous competition 
we face. What we do well, and must con-
tinue to do, is to be an authentic agent 
of positive change in our community, 
empowering ourselves and the people 
who feed us and sustain us through 
the co-op—this important shared re-
source that we all own together.

—Loran Diehl Saito, Marketing Team

I was glad to go to the Co-op Café in 
Keene last Saturday. The day was 
highly structured, but it was struc-
tured to allow for interaction, conver-
sation, and creativity. People from 
all over New England (and beyond), 
and people at all levels of co-op opera-
tions, sat together and talked about 
the future of food co-ops in the U.S. It 
was an encouraging process, and one I 
hope we keep engaging, both as a store 
and as a wider co-op community.

—Philip Maurer, Front End Team

Continued on page 16
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IT FEELS like it was just yester-
day that I was writing my 

winter article. 
And here we 
are heading 
into spring! 
I don’t know 
about you, but 
this winter took 
a toll on me 
both mentally 
and physically. 
There’s some-
thing about be-
ing that cold for 
so long trapped 
under volumes 

of snow that really hardens a person. So now it’s 
time to put away that winter coat, shed that win-
ter skin, and head full speed into that sunshine. 

MEGAFOOD DAILY NUTRIENT 
BOOSTER POWDERS
Perhaps you're in need of a boost? Well I’ve got 
just the thing! MegaFood Daily Nutrient Booster 
Powders to the rescue. I have been loving these 
ever since we brought them in. It’s a whole food 
powder that you can mix with anything you're 
making. Smoothies seem like the obvious choice, 
right? I’m not a smoothie person myself, so I take 
these straight up in my 
water, making it a super-
charged hydrating expe-
rience. There are many 
choices for vitamins and 
supplements out there 
so I'd like to share what 
makes MegaFood differ-
ent and why you should try 
these wonderful products.

MegaFood has been mak-
ing whole food supplements in New 
Hampshire since 1973 using their trade-
marked Slo Food Process that creates FoodState 
nutrients that your body recognizes as real food. 
It’s a farm-to-table operation where they source 
ingredients from local farmers whenever possible. 
Then it’s a 5-step, 236-hour process per batch of 
vitamins. Real can’t be rushed. From the milling 

ADA'S PRODUCT PICKS FROM  
THE WELLNESS DEPARTMENT
by Ada Langford, Wellness Department Team

of the whole food to the puréeing and then the 
delicate dehydrating of the final nutrients, you can 
watch it all on their website. I watched them grind-
ing oranges in their lab to make Vitamin C and it 
was so neat! Talk about transparency. With the re-
cent articles about the quality and purity of some 
of the supplements being sold today, it's nice to 
have a company like MegaFood that you can trust. 
Besides providing Food State nutrients from real 
food, they offer products certified as Farm Fresh, 
Dairy-Free, Vegetarian, Soy-Free, Herbicide- and 
Pesticide-Free, Non-GMO, Kosher, Vegan and 
Gluten-Free. The reason they don’t have a certified 
organic logo is because while they do use organic 
botanicals and seek organic and sustainable foods 
whenever possible, they have also made a com-
mitment to supporting smaller local farms. Even 
though the fruits and vegetables may come from 
farms that choose not to use pesticides and her-
bicides and may meet the USDA's requirements 
for organic products, they may not have actually 
gone through the process of acquiring organic 
certification. Because of this, MegaFood tests ev-
ery product lot to be sure it is free of herbicides 
and pesticides. This allows them to stay true to 
their intention of supporting small and local farm-
ers while still enabling them to guarantee a pure 
product. 

The Boosters come in six different varieties and 
there’s definitely something for everyone. The 

Daily C-Protect is made from organic 
oranges and delivers FoodState 

Vitamin C as well as astragu-
lus and schisandra to power a 
healthy immune system and 
support the body’s healthy 
response to stress. The Daily 
Energy has organic eleuthero, 

American ginseng, green tea 
leaf and B12 that provide sus-

tained energy throughout the day 
and help maintain blood sugar lev-

els. Daily Purify supports natural de-
tox processes with artichoke, dandelion and bur-
dock and also has a cleansing greens blend that 
includes broccoli and parsley. The Daily Tumeric 
has a whole body recovery blend of tumeric root, 
holy basil and black pepper extract. These help 
control a healthy inflammatory response, with a 
protective blend that preserves the health of cells 
prior to and after workout/physical activity. 

Two new Boosters just came out which I’m super 
excited about: Daily Maca Plus for both men and 
women. While they are specifically for people over 
forty, anyone can use them to balance hormones 
and well being, regardless of age. In the women’s 
blend there’s maca, chaste tree and ashwaghanda 
that help with mood, energy and hormone bal-
ance. The men’s blend also has maca for energy 
and stamina but includes nettles and saw palmetto 
for a healthy prostate and urinary tract function. 
The dilemma is which booster to choose—I say try 
them all! Each package contains thirty servings, 
and some varieties also come in single-use pack-
ets. Cheers to boosting your health!

VERIDITAS BOTANICALS 
ESSENTIAL OILS
You've heard of Coca-Cola right? (You’re prob-
ably wondering where I’m going with this one.)
Well did you know that part of their "secret" 
flavoring (called Merchandise 7X) consists of es-
sential oils? The oils that were listed in late inven-
tor John S. Pemberton’s diary included orange, 
cinnamon, lemon, coriander, nutmeg and neroli. 
We’ll never really know the quantities or how or 
when they were mixed in, but essential oils were 
an important part of the recipe. 

Essential oils are all around us. Those "curiously 
strong" Altoids? Two drops of peppermint es-
sential oil per mint. Extracts that we purchase like 
vanilla and cinnamon contain the oil plus alcohol. 
The history of essential oils spreads far and wide, 
from the Egyptians using oils and resins in their 
embalming processes to Ayurveda, a traditional 
form of herbal medicine used in India. Even dur-
ing the Middle Ages in Europe, knights acquired 
knowledge of distillation and carried perfumes 
from the Middle East back to Europe. 

Aromatherapy is scent treatment and uses vola-
tile plant oils, including essential oils, for psycho-
logical and physical well-being. How does it all 
work? When you apply them topically they pen-
etrate the skin via the sweat glands and hair folli-
cles and are absorbed into the body fluids. When 
inhaled through the lungs the molecules are able 
to penetrate into the bloodstream and circulate 
throughout. This method is especially therapeutic 
as it also activates the limbic system in the brain 
which is the center of emotions and memory. 
Each essential oil has its own unique properties, 
aroma and function that include everything from 
killing bacteria and viruses to calming the nervous 
system and lifting depression. 

Not all essential oils are created equal. Most are 
traded through distributors and pass through 
many hands before reaching store shelves. These 
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oils are often adulterated with other substances 
purported to "boost" or "extend" one or more of 
the oil's properties, and which lower its value. For 
example, a liter of pure, organic lavender is sold 
for around $300. A liter of synthetic or adulter-
ated oil is sold from $10-60. Adulterated oils can 
cause adverse reactions like rashes and burning 
and other unknown long-term side effects. 

Another very important consideration for essen-
tial oils is potency. If it’s not organic, it doesn’t 
have the same potency. When grown organi-
cally, plants naturally produce essential oils in 
their most potent state. These oils are made by 
the plants' immune systems, which helps to ward 
off pests and bacteria. When plants are sprayed 
with herbicides and pesticides they do not pro-
duce the same robust essential oils because the 
synthetic additives are doing it for them. Another 
reason to choose organic oils is the sheer amount 
of land mass they demand. Two thousand pounds 
of lavender blossoms go into making a gallon of 
lavender oil. When you buy organic oils, you are 
directly contributing to preserving that farmland 
and keeping the farmer in business, which makes 
it a very responsible and sustainable choice. 

That’s where Veriditas Botanicals comes in. 
Based in Minnesota, they are the only 100% 
certified organic essential oil company in the 
U.S. retail market. While 
the warehouse is lo-
cal, the company 
joins about fifty 
cooperative farms 
that produce certi-
fied organic plants 
for their oils from 
countries like France, 
Madagascar, Italy and 
South Africa. The founder, 
Melissa Farris, has taught 
the chemistry and medicinal use of essential oils 
at Bastyr University and at two colleges in France. 
She started her first company, Simplers, in the 
90s but sold it in order to keep things small and 
use only organic, pharmaceutical-grade oils. 

These oils are incredible! I am totally hooked on 
the lemon oil, which can be used internally. I put 
some in my morning water to help with detox, 
cleansing and alkalizing. I also have been really 
impressed with the Sleep Aid oil. I apply a couple 
drops to my collar bone before I go to bed and 
I’m asleep within minutes! I think everyone on 
the Wellness Team has tried and loves the Gum 
Drops formula for promoting oral hygiene and 
making your own toothpaste. I’ve even added 
it to coconut oil to do some oil pulling. Amanda 

swears by the Rose Regenerative Facial oil, and 
I’ve replaced my cleaning products with the Good 
Samaritan oil which is similar to the popular 4 
Thieves Blend. If you’ve ever wondered about the 
power and benefit of aromatherapy, Veriditas 
Botanical essential oils is a perfect brand to ex-
plore. They even provide recipe cards and guides 
for function and appropriate application. 

Hello, my name is Greg 
Disterhoft. As of this 
March, I am a proud new 
part-time staff member of 
the Wellness Department 
at River Valley Market. It’s 
been a pleasant few weeks 
getting to know the lovely 
people here at the co-op. 

It’s great to come to work every day to be sur-
rounded by happy, considerate, and passionate 
human beings. What a place! 

I come from the organic farming scene here in 
the Valley. I was a manager at Red Fire Farm for 
a number of years, I raise livestock in Montague, 
and I was the Farm Manager at the amazing 
Goldthread Herb Farm in Conway. My experience 
at Goldthread led me into an unexpected love af-
fair with medicinal and culinary herbs. Now I am 
co-creating an herbal tea farm in Sunderland with 
my good friend and business partner, Tamara 
Rosen (Tamara is a worker owner at Real Pickles 
and a righteous visionary of miniature miracles). 

At Full Kettle Farm, we are growing culinary and 
medicinal herbs for a variety of delicious herbal tea 
blends. We’re in the beginning stages of planning 
our farming enterprise: calculating bed feet, plant-
ing dates, equipment acquisition, creating an herb 
drying facility, marketing, designing tasty tea blends, 
and on and on! The best part is envisioning all the 
intoxicating fragrances and tastes that go along with 
working with herbs on a daily basis. I’m sorry veggie 
farmers, but the grass is greener over here. When 
I’m out picking lemon verbena and chocolate mint 
for hours on end, I finish the day in a syrupy roman-
tic olfactory blur. Where am I? Oh, yeah...

We intend to sell our products locally at Farmer’s 
Markets, cafés, restaurants, and of course, co-
ops! Luckily, there are already a few bold entre-
preneurs out there blazing a path for sustainably 
farmed local herbal products, and we hope to join 
forces with them in offering a safe, fresh, and su-
perior choice for the tastiest teas. 

One challenges before us right now is building a 
drying room. When someone considers herb dry-
ing, images of paper clips and twine hanging in the 
breezeway come to mind. Or, for the more ambi-
tious homesteader, a small electric dehydrator 
works great. Because Full Kettle will be farming on 
an entire acre for our first season, we have to plan 
a little bigger. Some herb farmers dry in a heated 
greenhouse—the sun provides so much of the heat 
during the day (rather than propane or wood). Also, 
greenhouses are typically cheaper structures than 
barns or wood framed drying rooms. The down-
side is heating the greenhouse at night and product 
degradation due to sun exposure. We have decided 
our drying facility will consist of a heavily insulated 
room inside a small barn. The herbs will be dried in 
the pitch dark. This is desirable for maintaining fra-
grance, freshness and color. Drying in the sun can 
affect leaf and flower color, and volatile oils can get 
lost and moisture can settle on the product if the 
heat is not uniformly maintained. We are exclusively 
using a wood stove to heat the drying room because 
the energy is local and renewable, and a wood 
stove is an excellent way to get moisture out of a 
room. This is the name of the game when you stuff 
an entire room with freshly cut vegetation. Get the 
humidity out out out! Fast! Maybe we’ll convert the 
herb room to a sauna for the winter months. Hey, 
that’s not a bad idea!

The herbs are dried on wooden framed racks or dry-
ing screens. Roots like burdock, dandelion, ashwa-
ganda, and astragalus can 
take three or four 
days to get the 
water out. Very 
light stems 
and foliage like 
passion flower 
or skullcap dry 
quickly.  Once the 
herbs are dry but not crispy, 
we pull them out of the drying 
room and onto a screen filter to break 
the herbs down to an appropriate size for 
your tea ball in your cozy mug. It’s (almost) as 
simple as that!

Thanks for reading about this exciting project. 
Look for Full Kettle Farm products on the shelves 
in the fall of 2015. I hope to update you with 
more news about our blends, and provide some 
more information on what goes on at a small di-
versified herb farm. In the meantime, I’ve got to 
get back to the greenhouse to seed some tulsi. 
Nice to meet you!

HELLO from a NEW WELLNESS 
TEAM MEMBER and FLEDGLING 
HERBAL TEA FARMER



Page 8

River Valley Market Newsletter

Facilitating community investment 
in cooperatives since 1975 and 

financing River Valley Market since 2007. 
For more information, visit or call: 

www.coopfund.coop ◦ 800-818-7833

starts planning for the upcoming spring and sum-
mer months, our wonderful local produce season! 

Preparing for the season, continued from page 1

outreach volunteer, former Board member, and 
she has been our newsletter editor and market-
ing assistant since 2007. She has done a tremen-
dous amount of awesome work to get the co-op 
open and make it the best it can be in her market-
ing role. I feel privileged to have had the oppor-
tunity to work with her all these years. She will 
be missed, but we wish her well in her new job 
as Program Director at North Star. Thank you, 

Loran.

Spring is a time of new hope and new growth. 
There is so much going on in the “food industry” 
to be concerned about: chemicals in the food and 
environment, loss of habitiat, massive losses of 

pollinators, GMOs, climate change, 
poor working conditions, vast income 

disparity and more. But together, over the 
past seven years since we opened, we’ve shown 
that cooperative ownership of a grocery store 
makes a positive impact on our local food system 
and local economy. And we are not alone. We are 
on the leading edge of the new wave movement 
of food co-ops in the US with about seventy new 
food co-ops that have opened since we did, and 
hundreds more working on opening. We are also 
part of worldwide movement: the Cooperative 
Decade. This is a movement to grow cooperative 
business ownership to establish a more socially 
and environmentally beneficial way of doing busi-
ness around the world. We are not just standing 
by in the face of our concerns, we are working to-
gether to create change. 

Thank you for all you do to support growing our 
local food system, our local co-op, and our world-
wide movement for a Cooperative Decade of 
growing more a socially and environmentally ben-
eficial way of doing business.

Manager's Report, continued from page 3

OWNER SURVEY IN APRIL
We are doing an e-mailed owner survey in 
April with a section about expansion plan-
ning. The survey will help us to better un-
derstand member needs, areas that need 
strengthening, and also 
what you care most 
about maintaining and 
building for the future. 
The survey company 
will randomly select 
over 2,000 member-
owners to participate. 
If you are selected, we 
request a quick 
response. 
Completion of 
the survey will get 
your name entered into a drawing for 
one of five $50 gift cards. Thank you for your 
attention to this. Your feedback is critical for 
our planning for the future.

PLANNING MEETINGS of  
EVERY VARIETY
The planning starts while snow is still on the 
ground. Farmers and local growers are mapping 
their fields, ordering seeds, staffing their crews, 
getting ready for the ride. We are devising delivery 
schedules, product selections, future sales and 
promotions, and discussing supply and demand. 
We try to sit down and talk with just about every 
local farmer we work with, large- and small-scale, 
in these cold months and plan together. Some 
meetings are several hours long with a tour of the 
farm, some are spur of the moment on the pro-
duce sales floor, some are in our café seating area, 
and some consist of a simple phone call. These 
meetings help us gather the information that we 
need for the season ahead. Produce displays and 
promotions are heavily dictated by the seasons 
and harvest schedules. It’s always great to know 
in advance when the strawberries are arriving lo-
cally, or when the local cantaloupes and kales 
make their first appearances. Now we know when 
to stop ordering these items from the distributors 
that carry us through the winter months, and what 
to tell our member-owners and customers when 
they are curious about when they will start seeing 
local tomatoes. Now we can plan ahead. 

Last year, at our peak, our produce department had 
well over 180 different local items from more than 
thirty local farmers and growers. At River Valley 
Market, we believe in the importance of our local 

Dan Pratt of Astarte Farm (Photo: Loran Saito)

Our team for the Northampton Education Foundation Adult 
Spelling Bee, in beet costumes by Wellness Manager Marah!
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food, our local economy, our local community, and 
our local environment. If we can get it locally, we 
will get it locally.

FINDING a NICHE and 
RECONNECTING with the MARKET
One recent meeting of note was with Dan Pratt and 
Astarte Farm in Hadley. When I started working 
at River Valley Market, we carried about six dif-
ferent varieties of local organic garlic and about a 
dozen different varieties of heirloom tomatoes from 
Astarte Farm. (There were many other items as 
well.) The next year, Dan sold the farm to new own-
ers Jim and Amelia Mead. 

Last season, Dan Pratt took over as the Meads' 
field manager, and used his River Valley Market 
connection to come talk to us several times each 
week. Astarte Farm had lost its organic certifica-
tion and scaled down the size of the farm. The 
new farmers kept Astarte relevant by selling 
produce at our wonderful local farmer’s markets. 
When there was a large crop of something, or 
farmer’s market leftovers, we purchased product 
from Dan and Astarte and sold it at the co-op. 

Even though Astarte's growing practices were the 
same as when they had organic certification, be-
cause the certification had lapsed, we had to sell 
all the products as conventional local produce. 
When I met with Dan and Jim, we discussed the 
future of Astarte and how we can help. We talked 
about all the crazy varieties of produce items that 
were possible. We made sure all the varieties of 

garlic and tomatoes would be grown again. We 
discussed the demand for loose leaf green spin-
ach, and decided to go with a purple spinach as a 
unique Astarte offering. We talked about growing 

Crew members from Old Friends Farm in Amherst  
(Photo: Henry Kryeski)

Warmer weather fare in the Produce Department  
(Photo: Henry Kryeski)

all the different colors of cauliflower, and a lot of 
it! Then, together, we decided that it would be 
in everybody’s best interest if they got re-certi-
fied as organic. The upcoming season looks very 
promising for us and Astarte Farm. 

WORKING OUT the DETAILS  
OVER GINGER TEA
One cold February morning, our Assistant 
Produce Manager Derek, our Floral Specialist 
Sue, and I took a field trip to Amherst to visit our 
friends at Old Friends Farm. After getting my 
Honda Civic up their long, snowy driveway with 
a push from Derek, co-owner Casey Steinberg 
greeted us at the office entrance. He gave us a 
short tour of the greenhouse, washing and pack-
ing areas, and the barn and then we headed up 
to the office. We were joined by co-owner Missy 
Bahret, and all five of us sat around a table with 
some hot ginger tea (made with Old Friends 
Farm’s famous local ginger!) and discussed the 
upcoming summer months. 

Old Friends supplies us with delicious salad 
greens, unique head lettuces, cooking greens, 
flower bouquets, squashes, and sweet lunch-
box peppers (my personal favorite) among many 
other items. We looked at our increase in sales 
from last year compared to the year before. We 
discussed timing of future advertised specials 
hi-lighting their farm. We made a game plan for 

bumper crops and other extra produce—and un-
planned sales and displays could help us all. We 
then forecasted what we think we can sell this 
upcoming season. We were also able to come 
up with a solid ordering and delivery schedule, 
packaging ideas, and a future farm tour for our 
employees. Together, we developed solid plans to 
help their wholesale business succeed as well as 
helping our co-op. 

TOMATOES on the HORIZON
There’s not enough space here to describe every 
meeting with every farm, so I'll just mention one 
more. About a month ago, I got a surprise visit 
from Jim from LongWind farm. LongWind sup-
plies us with amazing Vermont Greenhouse Grown 
Organic Tomatoes. They are our first local delivery 
of the spring season. Jim and I talked briefly about 
his upcoming season. We discussed how incred-
ibly soon we would be receiving our first delivery. 
We discussed the addition of a few new varieties 
as well as pricing. We talked about how we were 
planning on displaying these delicious treats. We 
discussed last season and the future season. Once 
again, we planned next steps in order to increase 
the amount of tomatoes we purchase, and in turn 
increase the tomatoes available to our customers. 

So even while the ground is still frozen, things are 
busy in the Produce Department at River Valley 
Market. We have more meetings to come, warm 
weather will be with us soon, and our department 
will soon be looking a lot more local. Stay tuned, 
it’s going to be an exciting summer!
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Mushrooms, continued from page 1

Mycoterra Farm is both a sustainable and sea-
sonal operation. The sawdust substrate used for 
growing is a byproduct of forestry and materials 
like straw and spent brewery grain are sourced 
as locally as possible. Many mushrooms can 
be grown year round—like shiitake, oyster, and 
lion’s mane. But certain varieties prefer colder or 
warmer temperatures. At the moment, Julia is 
excited to have Nameko mushrooms available. 
You’ll recognize them at River Valley Market by 
their shiny, orange caps. 

Namekos are popular in Japan (surpassing the 
shiitake) and are starting to make their way into 
American food culture. The Nameko does have a 
particular texture and it can actually help thicken 
a sauce. It’s recommended that you don’t sauté 
them like you would a button or a shiitake mush-
room, but add them to soups and sauces where 
their texture will shine. Simply trim off the bottom 
of the stem where they attach. 

Makes 4 Servings

INGREDIENTS
3 cups chopped nameko, oyster, and shiitake 
mushrooms 
3 Tbs butter
1-2 Tbs olive oil
2 cloves garlic, minced
1/2 cup dry white wine
1 cup low sodium chicken or vegetable broth
1/4 cup heavy cream
1/4 cup chopped, fresh flat leaf parsley
16 oz. pasta
salt and pepper to taste
parmesan shavings for garnish

PREPARATION
Bring a large pot of salted water to a boil. 
Meanwhile, heat the butter, swirling frequently, 
over medium heat until melted. Add the garlic 
to the butter and saute until fragrant, about 1-2 
minutes.

Add the mushrooms and a pinch of salt. Spread 
the mushrooms out into an even layer in the pan to 
ensure even browning. Stir and redistribute every 
few minutes. Drizzle with olive oil and stir to coat if 
the mushrooms are getting to dry. You want them 
to brown to the pan without them sticking. 

Raise the heat to medium high and add the wine. 
Bring to a simmer and reduce by half to evaporate 
the alcohol. Add the chicken broth and simmer 
while you cook the pasta.

Add the pasta to the boiling water and follow pack-
age directions for cooking times. However, drain 
the pasta 1-2 minutes before you normally would, 
it will finish cooking in the sauce. Reserve 1 cup of 
the cooking liquid in case the sauce is too tight. 

Toss pasta in the mushroom sauce with heavy 
cream, adding cooking liquid as needed if the 
sauce needs to be thinned. Season with salt and 
pepper to taste. Serve with freshly chopped pars-
ley and parmesan shavings. 

NAMEKO, OYSTER, AND SHIITAKE SPRING PASTA

Photos: Liz LaBrocca
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WHO'S YOUR CO-OP HERO?
CALL FOR NOMINATIONS FOR THE 2015 AUSTIN MILLER CO-OP HERO AWARDS

HERE IN the Valley, it's easy to take 
our vibrant co-op commu-

nity for granted. But it takes committed individu-
als and organizations to support people in need, 
champion a sustainable environment, and de-
velop a strong food system that contributes to the 
local economy.

The Austin Miller Co-op Hero Awards strive to 
recognize those people and organizations that 
nurture and sustain our co-op and our commu-
nity. Created in 2009 by River Valley Market, the 
Austin Miller Co-op Hero Awards recognize: 1) 
an individual, 2) a non-profit organization and 3) 
a business in the Pioneer Valley that support and 
strengthen cooperative values and that embody 
the cooperative principal Support for Community.

Individual and Business Award winners will receive 
$500. The non-profit award winner will recieve 
$500 and the proceeds from food sales at our an-
nual Strawberry Ice Cream Social on June 18th. 

Do you know an individual, organization, of busi-
ness you'd like to nominate for this year's award?

2014 WINNERS
Individual: Andrea Ayvazian

Non-Profit: Gardening the Community

Business: Apex Orchards

2013 WINNERS
Individual: Mary Shanley Koeber

Non-Profit: Common Capital

Business: Our Family Farms

2012 WINNERS
Individual: Lynn Benander, Co-op Power

Non-profit: Seeds of Solidarity

Business: UMassFive College Federal CU

2011 WINNERS
Individual: Elizabeth (Apple) Ahearn

Non-profit: Community Involved in

Sustaining Agriculture (CISA)

Business: Pedal People

2010 WINNERS
Individual: David Gowler

Non-profit: Western MA Food Bank

Business: Valley Alliance of Worker Cooperatives

2009 WINNERS
Individual: Austin Miller

Non-profit: Greenfields Market 

Business: Bart’s Homemade Ice Cream

Please submit your nomination to Board Member 
Christine Dutton (cgdutton@hotmail.com) by 
Sunday, April 26th, 2015. Provide specific exam-
ples of how this individual, non-profit, or business 
has promoted cooperative values and/or princi-
ples. Be sure to include:

• Your name
• Your member number
• Your email address/ phone number
• Nominee and their affiliation with River 

Valley Market (member-owner, vendor, sup-
porting business or non-profit)

• Nominee contact information
• Category: individual, non-profit organization, 

business
• Detailed explanation of how your nominee 

has supported River Valley Market and pro-
moted cooperative values and principles

Join us in nominating a new batch of co-op he-
roes for the 2015 awards! And remember the 
deadline for nominations is Sunday, April 26th. 
For more information visit our website.

Representatives of Gardening the Community, the 2014 Austin Miller Co-op Hero Award Non-Profit Category winner,  
with Board member Christine Dutton

2014 Austin Miller Co-op Hero Award winners Andrea 
Ayvazian (Individual category) with Jade Barker and Apex 
Orchards (Business category) with General Manager 
Rochelle and Produce Manager Henry



Agriculture has been a longtime interest 
of mine. I started photographing wheat 
harvesting back in the 90s and have 
been photographing AG subjects both 
large and small ever since. I created 
these images for River Valley Market for 
store advertising and signage. For the 
past seven years, I have volunteered my 
time and donated my photographs to the 
co-op and the local farmers who supply 
our food. And, as author Michael Pollan 
would recommend, I shake the hand that 
feeds me.

—Jim Gipe

SHAKING the HANDS that FEED US: SEVEN YEARS OF VALLEY AGRICULTURE IN PICTURES
by Loran Diehl Saito, Marketing Team

IN THE freezing, mud-rutted spring of 2008, I asked Jim Gipe, photographer and owner of 
Pivot Media in Florence, to help me fill our soon-to-be opened co-op with photo-

graphs of local farmers. Our store was just a bit more than a constructed shell at that stage, but we en-
visioned photos of farmers adorning the walls of each department, surrounding the store with remind-
ers of where our local food comes from. We got right on it, with intensive visits to 8-10 local farms, 
which admittedly weren't looking their finest with patchy snow still on the ground and the farmers 
themselves bundled against the biting cold. Despite the challenging conditions, Jim and his camera cap-
tured the authentic beauty of our Pioneer Valley food producers with a combination of an imaginative 
eye and a deep and sincere interest in learning about the individuals behind the food on our tables. 

Before the store opened at the end of April, we finished that first run of farmer display photos and went 
on to many more visits to breweries, beef cattle farms, dairies, meat chicken and egg producers, or-
chards, cheesemakers, cider producers, and many others. Jim shot in the blinding sun, in sub-zero tem-
peratures, in early-spring drizzle, in greenhouses and on factory floors. He shot multiple generations, 
many couples, kids (of both the human and goat variety), plants, products, and scenery. He waded 
through pungent cow pastures, was almost flattened by an irritated cow that had birthed a calf during 
our shoot, and had goats jump up on him and try to eat the photo equipment out of his pockets. 

On every photo outing (approximately sixty over the past seven years!) Jim displayed the same deep 
and sincere interest in the farmers and food producers (with particular enthusiasm for awesome farm 
machinery and agricultural innovations), earning their respect and a warm sense of collaboration and 
mutual sharing of gifts. His photos, a few of which are reprinted here, are familiar to River Valley Market 
members and shoppers, since they have graced nearly all of our bi-weekly sales flyers, our website, and 
many other River Valley Market images and ads. Jim has donated his time and talent to help get our co-
op—where he is a founding member-owner—off the ground. (He calls it "karmic payback"). Thank you 
for the beautiful pictures of our local food providers, Jim! 

Don't shoot the photographer! Photos this page from a visit 
to Bridgmont Farm in Westhampton, with Peter and Mary 
Montague.

Mapleline Farm, Hadley, 2014

Enterprise Farm, Whately, 2012



SHAKING the HANDS that FEED US: SEVEN YEARS OF VALLEY AGRICULTURE IN PICTURES
by Loran Diehl Saito, Marketing Team

Mapleline Farm, Hadley, 2014

Steady Lane Farm, Ashfield, 2013

Fresh Life Farm, Granby, 2012

Sidehill 
Farm, 
Ashfield, 
2011

Sangha  
Farm,  
Ashfield,  
2011

Red Fire Farm, Granby, 2012

Warm Colors Apiary, Deerfield, 2013

Chicoine Farm, Easthampton, 2008

Plainville Farm, Hadley, 2011
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OUR CO-OP'S 
GMO POLICY
WE support federal level mandatory 

manufacturer labeling of GMO in-
gredients in foods. We also support a state-
level mandatory GMO labeling bill in the 
absence of a federal-level law.

There are estimates that 80% of the foods 
on the market now contain GMOs, due to 
the large percentage of processed foods 
containing corn and/or soy based ingredi-
ents. We believe that the tide is turning in 
favor of our position on the GMO labeling is-
sue. More than sixty other countries require 
GMO labeling, Vermont passed a mandatory 
GMO labeling law last year, and half of the 
U.S. states, including Massachusetts, now 
have grassroots campaigns or legislative ac-
tion under consideration that would mandate 
GMO labeling. 

In 2013, we adopted a storewide 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 not add the GMO salm-
on approved by the FDA. Our organic and non-
GMO verified product shelf tags help custom-
ers find non-GMO products. We also provide 
brochures with information about the many 
common ingredients that are GMO.

We have also eliminated suspected GMO 
ingredients used in our deli by changing to 
certified organic or non-GMO corn, soy, and 
canola products. Our deli is (excepting meat 
& dairy) GMO-free.

FEBRUARY 7, a coalition of con-
sumer, community, 

farming and public health organizations working 
to pass a GMO food labeling law announced that 
a strong majority of the Massachusetts House 
of Representatives and Senate have signed on as 
co-sponsors of GMO food labeling legislation. In 
total, 154 out of 200 Massachusetts legislators   
including 125 from the House of Representatives 
and 29 from the Senate   have signed on as co-
sponsors to the GMO labeling bill.

Foods that contain genetically engineered ingre-
dients are commonly known as GMOs (geneti-
cally modified organisms). The bill, currently 
known as House Docket 369—An Act establish-
ing the genetic engineering transparency food 
and seed labeling act—would ensure that all 
foods sold in Massachusetts that contain geneti-
cally engineered ingredients be clearly labeled.  
Connecticut, Maine and Vermont have already 
passed GMO labeling laws.

“We are extremely lucky to have so many in-
credible legislators supporting this effort here 
in Massachusetts,” said Martin Dagoberto, of 
MA Right to Know GMOs. “The level of support 
from both the House and Senate, as well as from 
residents from across the state speaks to the 
momentum behind passing a GMO labeling bill 
this session.”

“Over the last two years, we have increased the 
number of co-sponsors on GMO labeling legisla-
tion more than sevenfold,” said Representative 
Ellen Story (D-Amherst). “This issue resonates 
with everyone because it is a reasonable request 
about a basic right we all should have: tell us what 
is in our food. I truly believe that this will be our 
year to pass this bill.”

“At the end of the day, residents in Massachusetts 
deserve transparency around something as fun-
damental as the food they eat and feed their 
families,” said Deirdre Cummings of MASSPIRG. 
“Whether we seek out or avoid GMOs, this bill will 
allow consumers to make more educated and in-
formed choices about the food they purchase.”

“People have the right to know and understand 
the products that are contained within our food in 

MAJORITY OF STATE LEGISLATORS  
SUPPORT GMO FOOD LABELING
154 REPRESENTATIVES AND SENATORS CO-SPONSOR LEGISLATION

order to make informed and healthy decisions to 
meet their dietary needs,” said Senate Minority 
Leader Bruce Tarr (R-Gloucester).

Legislators are adding their support to this im-
portant debate, joining the broad and growing list 
of supporters for GMO labeling, including con-
sumer, food safety, public health, community, and 
other organizations. According to a poll conduct-
ed by the New York Times, 93% of Americans 
support labeling foods containing genetically en-
gineered ingredients.

“Farmers are getting more and more questions 
about GMOs —people are really upset about not 
knowing if they are in their food. We are grate-
ful that so many legislators see the importance of 
clearly labeling them. That will help our business-
es, our customers, and the local farm economy,” 
said Jack Kittredge, certified organic farmer and 
policy director, NOFA/Mass 

“Support for GMO labeling legislation is grow-
ing by the day,” said Representative Todd Smola 
(R-Palmer). “Massachusetts can be a leading 
state on GMO labeling if we are willing to take 
a step in the right direction. This legislation is 
about promoting public health, but it is also about 
transparency.”

“Constituents from every community I repre-
sent have reached out to me and expressed 
their support for having GMO products clearly 
labeled,” said Senator Joan Lovely (D-Salem). 
“I’m happy to join this growing effort designed to 
increase the amount of information provided to 
Massachusetts consumers.”

“This is an important issue to me.  I strongly be-
lieve we have the right to know what’s in the food 
we eat and feed our families,” said Representative 
Stephen L. DiNatale (D-Fitchburg). “This legisla-
tion will simply ensure that Massachusetts con-
sumers are well informed.”

The overwhelming number of co-sponsors 
is due in part to hard work and commitment 
from the GMO legislative leadership team 
from both the House and Senate. The team in-
cludes Representatives Story (Amherst), Smola 
(Palmer), M.Moran (Boston), Rushing (Boston), 
Peake (Provincetown), DiNatale (Fitchburg), 
Dykema (Holliston), Farley-Bouvier (Pittsfield), 
Madden (Nantucket), Mannal (Barnstable), 

Decker (Cambridge), Kocot (Northampton), 
Keefe (Worcester), Cariddi (North Adams), 
Boldyga (Southwick), Fox (Boston) and Senators 
Lovely (Salem), Tarr (Gloucester), Wolf 
(Harwich), Eldridge (Acton), O’Connor Ives 
(Newburyport).

A full list of co-sponsors can be found at http://
marighttoknow.org/endorsements. For more 
information on the coalition visit http://www.
marighttoknow.org
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ONE Sunday morning in mid-March, 
I drive up into the hills of 

Cummington. The wind makes the mild cold 
feel frigid, and there’s a thin wrap of ice on the 
ground. I doubt whether my Yaris can hold its 
own on that last hilly road. When I pull into the 
driveway at Grace Hill Farm—a fledgling artisan 
cheese dairy—it seems Max has been reading my 
mind. “Hi,” he said. “You made it.”

at Chase Hill Farm in Warwick, Mass., 
and at Jasper Hill Farm in Greensboro, 
Vermont. He was Jasper Hill’s first 
intern when that dairy opened about 
fifteen years ago. The staff there 
have continued to provide guidance 
and support for the Breiteneichers as 
they’ve gotten Grace Hill Farm up and 
running.

Before the couple founded Grace Hill 
two years ago, Max had been earning 
a living in journalism and publishing. 
Amy had been employed as a social 
worker, and continued to work full-
time throughout their first year on the farm.

Then came the fateful second year. They owned 
the land. They’d spent the first year gutting and 
renovating the 1700s farmhouse. Now it was time 
to get down to business. Max remembers the four 
months from April to July, 2014, as “just com-
pletely surreal, all the time.” Every single thing 
was new. Amy notes that Max was working 100-
hour weeks during this time. Each of their cows 
decided to give birth in the middle of the night 
that spring. “Basically,” Max says, “I didn’t sleep 
for weeks.” But even with such dedication, the 
life of a start-up dairy farm is tenuous. “I didn’t 
know,” says Max, “if this was gonna work.”

So, what keeps the couple going? The short an-
swer is this: community. “The agricultural com-
munity here [in Western Mass] is so strong,” Max 
says. Amy adds that discerning customers are one 
reason for local agriculture’s strength. “People care 
about the quality of food here,” she says.

And it’s not just the consumers who care. The 
Breiteneichers also have a network of fellow-
farmers and neighbors who share a strong sense 
of mutual aid. One of their neighbors—a member 
of the Thayer family from whom Max and Amy 
bought their property—makes the hay that Grace 
Hill’s cows eat. Among their other “cool, compe-
tent neighbors,” says Amy, are pig farmers, log-
gers, and mechanics. Before the Breiteneichers 
moved in, their land had been in the Thayer family 
since the 1700s. The two families have developed 
“a collaborative, neighborly relationship,” Amy 
tells me. Without that, she adds, Grace Hill Farm 
probably wouldn’t have taken root here.

Max seems to extend his sense of community to 
the animals and the land. Each of their cows has 
a name and responds to it. And they can follow 

Max’s pointing finger to see what he’s pointing to. 
“Cows,” he maintains, “are very smart animals,” 
and they learn from year to year. He says he has 
the strongest relationships with the cows that 
have been at the farm the longest.

As far as the actual cheese-making, Max benefit-
ted greatly from his connections to Chase Hill and 
Jasper Hill Farms, as well as from his colleagues 
at Sidehill Farm in Plainfield. “I know and like a lot 
of people who are making cheese around here,” 
he says. He approached each of these operations 
before establishing his own, asking them what they 
would do differently, if they could. He took their 
advice and built a comprehensive (if small) dairy 
barn and cheese-making facility. He took great 
care in designing its layout and functions. He’s 
obviously very proud of the operation, and very 
grateful for the help he received in planning for it.

Call it a labor of love, then. The Breiteneichers 
obviously enjoy what they’re doing, and have a 
sense that where they are is where they’re meant 
to be for now. Throughout their ten-year rela-
tionship, Amy tells me, they’ve had a dream of 
opening their own family business. With a year of 
production under their belt, and the couple’s first 
child due this summer, they seem to be well on 
their way to achieving their goal.

When I ask them what the future holds, Max is 
hesitant to commit to a time frame, but says they’d 
at least like to raise a child here. And what about 
this second season, I ask? (We’re finishing our tour 
of the wet, muddy grounds.) What are you looking 
forward to about springtime on the farm?

“If I remember correctly,” Max responds with 
characteristic dryness, “it’s pretty awesome.”

SUSTAINED BY COMMUNITY: 
GRACE HILL FARM by Philip C. Maurer, Front End Team Member

Photo: Jim Gipe, Pivot Media

Max Breiteneicher has a self-deprecating way 
about him. He is soft-spoken but confident, and 
quick to offer information, when asked. There’s a 
simmering passion for his work just under his re-
served exterior.

His wife, Amy, is more obviously excited about 
their venture. As we talk, she extols the people 
and culture of New England, and is certain they 
couldn’t have started their business anywhere 
else. It’s been their dream, she tells me, to open 
a family business together. With Grace Hill’s sec-
ond year of production about to begin, and the 
couple’s first child on the way this summer, all 
seems to be going as planned.

The path here has been circuitous. “Agriculture,” 
Max tells me, is “sort of just what I did in my own 
time.” That spare-time pursuit led him to intern 
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It was entirely enjoyable to take a road 
trip with nearly 40 other Co-op Café 
attendees. River Valley Market came 
in force with nearly a third of total at-
tendance coming from our store. The 
event was well-organized and partici-
pants were fed well throughout the day. 

Organizers facilitated discussions 
among groups of four, with multiple 
changing of seats. This allowed par-
ticipants to meet and share ideas with 
many folks from all throughout New 
England and New York. The format al-
lowed common ideas to percolate and 
rise to the top of lists, which were writ-
ten down and then will be presented to 
a future video audience. Co-ops around 
the country will be coming together in 
this same manner and format to search 
for ideas, strategies and share success 
stories, which can help us begin to plan 
the course and future of the movement.

We are all well aware that our co-op 
offers a unique alternative to the 
unhealthy foods found in traditional 
markets. Reason enough to be a patron, 
but I urge everyone to take some time 
and explore the vast benefits of a com-
munity owned and operated co-op, and 
share what you learn with others. 
You can explore many videos of-
fered on the Co-op Café website, 
including some of the video foot-
age from the event in Keene, NH.

– Rodney Sinclair,  
Assistant Merchandising Manager 

Three members of the Finance Team 
had the privilege of attending the Co-op 
Café conference. We enjoyed presenta-
tions from a number of prominent coop-
erative markets' general managers, as 
well as key players in national groups 
that support cooperative businesses. 
They were super helpful in understand-
ing the history of co-ops, the current 
health of co-op businesses, and how 
we can continue to succeed. We had 
ample time to share thoughts and ideas 
in small group settings with people 
from other cooperative organizations.

Co-op success has come in waves, 
with peaks in the 30s & 40s, 60s & 
70s, and in our current era. Although 
River Valley Market has flourished, 
co-ops nationwide have struggled to 
maintain growth rates because they 
face more competitors than ever. 

A few central themes came up as ways 
to stay competitive. Being authentic 
and genuine played a large role in 
every co-op's success story. We must 
continue to provide the exceptional 
customer service co-ops are known for. 
If our community understands we are 
looking out for their best interests on 
all levels, we will keep our loyal shop-
pers and attract the mid-level custom-
ers essential to future success. Listen-
ing to our community to understand 
their needs (and responding quickly), 
educating our customers on the ben-
efits of supporting local businesses, 
and fostering a positive environment 
for our staff were also keys to success.

All in all, the event was very informa-
tive and allowed for us to heed the ad-
vice of cooperatives from a wide range 
of backgrounds. It was a great motiva-
tor to get behind our mission and in-
voke the changes necessary to continue 
growing as a leader in our community.

– Loren Kelly, Finance Team

It was really exciting to attend the 
Coop Cafe in Keene with quite a few 
staff, board, and members. It is al-
ways motivating to see people come 
together and discuss ways to tackle 
questions about the future, build align-
ment, and what steps to take towards 
realizing our goals and vision. The 
thought provoking conversations I 
had with people from many differ-
ent co-ops  left me feeling challenged, 
excited and ready for anything.

—Natasha LaTour,  
Front End Manager

Great discussions from every-
one working cooperatively! 

—Nathan McAlpine,  
Merchandising Manager

Photos: Joel Brock, CDS

Co-op café, continued from page 5
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WE’RE including plans to accentuate 
our cooperative values and 

mission in the upcoming rebranding remodel 
design. These will include rethinking our choice of 
the word “market” in our name instead of “co-op.” 

One of the things that came out of 
the recent cooperative café event 
was the importance of using lan-
guage to consistently amplify our 
values as cooperatives. Using the 
term "owner" instead of "member" 
was one example of better defining 
our ownership structure...also us-

ing "co-op" in our name instead of "market" or an 
acronym.

In the 90s, many co-ops tried to distance them-
selves from the hundreds of failed co-ops of the 
80s by using "market" instead of "co-op" in their 
names. Today, "market” is used in the names of 
many large grocery store chains. As the coopera-
tive movement has evolved into the 21st Century, 
a new wave of dozens of new food co-ops (in-
cluding ours) have opened and hundreds more 
are working to open in communities all over the 
country. At the same time, around the world, co-
ops of all kinds are gaining notice as a better eco-
nomic model since the United Nations declared 
2012 as the Year of the Co-op and this has been 
expanded to a strategy for a Cooperative Decade. 
The progress is slow, but gaining momentum. 
More and more people are starting to recognize 
a lot of positives from co-op businesses. Perhaps 
now is a good time to consider putting co-op in 
our name, instead of market. 

What do you think of River Valley Co-op for a 
possible updated name? Think about it.

CAN WE BE PROUD OF  
THE WORD "CO-OP" AGAIN?
by Rochelle Prunty, General Manager

Can we do more to advance the cooperative 
movement with "co-op" in our name? Are we 
ready to reclaim co-op as a positive image in 
our community?

Images, top to bottom: Fort Collins (CO) Food Co-op in the 
1960s, Davis (CA) Food Co-op, Belfast (ME) Food Co-op, 
and Food Conspiracy Co-op (Tucson, AZ).

REBRANDING 
OUR CO-OP
by Rochelle Prunty, General Manager

PHASE 2 of our remodel project in-
cludes rebranding. I know 

“rebranding” sounds totally like marketing gimmick 
talk. But what we mean is giving focused attention 

to our overall service 
and presentation to 
ensure we are doing 
the best we can to 
communicate our val-
ues as a community 
co-op. It will include 

updating our name and logo to better reflect who 
we are and to integrate that throughout our store 
remodel design and all other activities. 

Your support with completion of the upcoming 
member survey will help us with the rebranding 
project. After seven years of developing our co-
op, we are looking forward to making “our co-op 
look” cohesive, well-articulated, and defined.

SHOW YOUR 
CO-OP PRIDE!

MAY 2
nd, 

co-op 
owners are in-
vited to march in 
the Pride Parade 
with River Valley 
Market! Our 
staff band, the 
Queen Mary, 
will serenade 
our co-op Pride 

marchers!. RSVP to marketing@rivervalley-
market.coop. We'll meet 

at 11:00 am behind 
the Northampton 

Brewery. We have 
a few veggie cos-
tumes available, 
or feel free to 

make your own.

"Branding is 
finding out who 
you are and doing 
it on purpose."

—Dolly Parton
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THE 
"American 
Dream" in its 
truest form 
represents 
the idea that 
anyone can 
succeed in 
the United 

States—not just in their quest for 
personal wealth, but in pursuit of 
a healthy, just society. As a citizen 
of Japan who has lived in the U.S. 
for almost twenty-five years, I have 
come to admire and appreciate the 
idea of the American Dream, which 
encourages competition, democra-
cy, and patriotism along with peace 
and justice. Choosing to shop at co-
ops is one essential way consumers 
can advance these American dream 
ideals. 

Co-ops support people’s freedom 
to choose where there money goes, 
including to foods that promote 
good health, fair trade, and a stable 
local economy. Co-ops through their 

CO-OPS and the AMERICAN DREAM
by Max Saito, River Valley Market Board Member

purchasing power provide many 
healthy food choices, and they cul-
tivate mutually beneficial relation-
ships with local farmers and produc-
ers. Through fair trade companies, 
co-ops can provide foods that are 
not locally available due to climate 
and regional conditions in our area. 

Our co-op also offers some conven-
tional foods that are important to 
our members. People’s preferences 
are highly respected, appreciated, 
and made available at affordable 
prices. 

Co-ops thrive when democrati-
cally and strategically using the free 
market and capitalistic economic 
power. Co-ops are communities 
where shoppers vote for each item 
purchased at the checkout counter, 
sending out the message to local, 
national, and global markets. Each 
choice and decision influences how 
the food economy will be shaped in 
a way that is environmentally sus-
tainable, peaceful, and socially con-
scientious. Co-ops make addressing 

and supporting these important 
issues profitable and beneficial for 
many ordinary people through com-
petitions. Co-ops contribute much 
more significantly than convention-
al supermarkets to environmental 
stewardship, better employee com-
pensation, and creating greater local 
impacts.1 

Strong co-ops support the ideal 
that consumers are the job cre-
ators, working together with farmers 
and corporations to produce foods 
that are environmentally sustain-
able, healthy, less fossil-fuel inten-
sive, and therefore more peace-
ful. Grocery shopping at co-ops 
means that consumers are volun-
tarily choosing to address impor-
tant issues and support people who 
work towards making the American 
Dream come true instead of focus-
ing on the cheapest possible deals 
in the short term. Strengthening the 
local economy by supporting local 

1  National Co-op Grocers (2012). 
Measuring the Social and Eco-
nomic Impact of Food Co-ops. 

THERE are countless reason to shop at 
a co-op food store. Our shelves 

are packed with thousands of great-tasting, healthy 
reasons, but as a co-op shopper, you already know 
that. I want to offer what I believe to be the biggest 
reason why we need to shop at cooperatives. Quality, 
locally produced foods are without doubt worthy of 
desire; but as the traditional corporate grocery chains 
increasingly add many of these products to their 
shelves, my “big reason” still remains and I will for-

ever be committed to shopping at our food co-op.

I have recently been able to explore some of the history of cooperatives, 
which I encourage anyone with an interest to do. It is a fascinating story, es-
pecially if you are partial to triumphant underdogs. I highly recommend the 
film “Food for Change,” directed and produced by local award-winning film-
maker Steve Alves; it made me proud as a co-op owner and I think all our 
owners would feel the same if they knew about our roots. I am also reading 
Weavers of Dreams by David J. Thompson [the story of the first consumer 

farmers and producers promotes 
the national economy, prosperity, 
and peace in the long run. This is 
one of the major reasons that the 
United Nations declared 2012 as the 
International Year of Cooperatives.2 
It is patriotic as well to promote 
and participate in the cooperative 
movement, since it helps make the 
American Dream come true through 
consumers’ choices, democratic 
participation, and conscientious 
volunteerism, while contributing to 
global community. 

Shopping at food co-ops puts 
American Dream ideals to work. Co-
ops are profit-driven to ensure sur-
vival and competitiveness, but co-
op profits are not only about money. 
The profits advance environmental 
stewardship, healthy food, public 
health, safe food policy, lower long-
tem medical costs, the local and na-
tional economy, good employment 
practices, a sense of community, de-
mocracy, peace, and justice. We are 
so fortunate of have our local food 
co-op here in Northampton. 

2  http://social.un.org/coopsyear/

MY BIG REASON TO SHOP AT THE CO-OP
by Rodney Sinclair, Assistant Merchandising Manager

cooperative], also worthy of recommendation. However, the history of the 
cooperative movement alone is not enough to understand my big reason.

I believe it is equally important to understand the history of our competitors. 
According to Green Peace, a handful of multi-national corporations, control 
the world’s food industry. Corporate control of agriculture is today dominat-
ed by the same corporations as it was 100 years ago. These are the com-
panies who adulterated the food supply in the first place. Corporate control 
has been extended from “field to the fork.” Cooperation is a way to harness 
our power as consumers to have more community control of our food sup-
ply. Cooperatives are an effective way to build local wealth through econom-
ic democracy instead of extracting profits from our communities' food pur-
chases for corporate shareholders. The big reason to shop at a food co-op is 
because we own it together to meet our needs, to build a shared community 
asset, and to exercise economic democracy to benefit our community.

Big food corporations are beginning to remove GMOs in some products 
(while continuing to invest millions into fighting mandatory GMO-labeling 

Continued on page 19
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DAN Rosenberg and 
Addie Rose Holland 

of Greenfield-based Real Pickles 
joined top artisan food producers 
from around the country for the 
Good Food Awards ceremony at the 
Palace of Fine Arts in San Francisco. 
Real Pickles was awarded a top 
honor at the event for their Organic 
Beet Kvass, a fermented beverage 
traditional to Eastern Europe.

REAL PICKLES CO-OP 
WINS NATIONAL AWARD

Photo: Real Pickles

laws) and they are placing many 
natural and organically produced 
foods on their shelves, and even 
some local products, because it is 
the big new trend. That is great. It 
expands the availability of better 
quality food. But that does not mean 
our job is complete; cooperation, 
local control, and economic democ-
racy still matter. Why should we 
accept the unchecked control of big 
food corporations when it is so easy, 
convenient and more satisfying to 
do it ourselves? 

That is my big reason. I embrace the 
International Cooperative Alliance’s 
Blueprint for the rise of the 
Cooperative Decade to build a more 
economically, socially, and environ-
mentally sustainable future where 
cooperatives are the fastest growing 
business model. 

Big reason, continued from page 18

FAREWELL from the EDITOR
by Loran Diehl Saito, Marketing Department

I joined the River Valley Market 
staff in late 2007, before our store 
was opened. I am proud to say 
I was the third co-op employee 
to be hired, after our General 
Manager Rochelle and our HR 
Manager Monica. At that time I 
officially took over design and pro-
duction of this newsletter, which 
had been ably handled for years by 
a team of fantastic outreach volun-
teers. We celebrated our one-year 
anniversary by transitioning from 
a one-color photocopied newslet-
ter to the larger, 4-color format 
printed on the presses at the Daily 
Hampshire Gazette. 

CITY Councillors Jesse 
Adams and Paul 

Spector are co-sponsoring an or-
dinance to prohibit the sale and 
distribution of thin-film (1.5 mm or 
thinner) plastic shopping bags at 
Northampton retail establishments. 
The ordinance, which will receive 
a public hearing in early April, will 
not apply to bags that are reusable, 
biodegradable or compostable. It 
also will not apply to bags intended 
to cover or transport dry cleaning, 
newspapers, produce, meat, bulk 
foods, wet items and other similar 
merchandise.

The ordinance, if passed, will go 
into effect in January of 2016. 
Businesses that can demonstrate 
that the ordinance will cause them 

Working on this newsletter has 
been one of the great challeng-
es and pleasures of my job in 
River Valley Market's Marketing 
Department over the past 7+ years. 
It is exciting to witness through this 
work all of our growth and all of the 
ways in which our co-op connects 
with the community. I would like to 
thank all of those who have worked 
with me to get our news out—
my co-op co-workers and other 
member-owners and contributors 
who write articles and take photos, 
our faithful advertisers, and Jordan 
Prickett and the Gazette staff for 
their speed and flexibility in help-
ing us get the newsletter out to our 
member-owners. 

After this issue goes to press, I'll 
leave the co-op to start a new job 
as Program Director at North Star, 
another organization that I love. I 
will remain a proud, involved River 
Valley Market member-owner and 
enthusiastic shopper. I look forward 
to all the exciting news still to come!

CITY COUNCIL TO DISCUSS ORDINANCE LIMITING  
SINGLE USE PLASTIC SHOPPING BAGS

undue hardship may apply for a six- 
month deferment.

Councillor Adams says, "The 
hope behind this ordinance 
is that people will feel 
encouraged to get in 
the habit of bring-
ing their own bags 
with them when 
they shop."

River Valley Market sup-
ports this initiative. We 
opened in April of 2008 
providing only biodegrad-
able paper shopping 
bags to consumers. We 
encourage our custom-
ers to bring their own 
reusable bags by provid-
ing a "green stamp" on 
a card for every bag 

Loran (r) with HR Manager Monica  
and Big Heart, 2008

"One of our goals at Real Pickles has 
always been to promote the flavor and 
health benefits of fermented foods," 
said Rosenberg. "Receiving a national 
honor like the Good Food Award helps 
us get this message out."

Real Pickles uses the traditional 
pickling process—without vinegar—
to make its line of fermented veg-
etables. The Organic Beet Kvass is 
made with certified organic vegeta-
bles from northeast family farms, as 
are all of their products. The kvass is 
available by the bottle from area re-
tailers, including River Valley Market.

The Good Food Awards are given to 
artisan producers in five regions of 
the U.S. in eleven categories: beer, 
charcuterie, cheese, chocolate, cof-
fee, confections, pickles, preserves, 
spirits, oil and honey and highlight 
outstanding American food pro-
ducers who are making food that is 
exceptionally delicious and supports 
sustainability and social good.

supplied by customers. When a card 
is filled with ten stamps, we redeem 
it for $1.00 in cash, or invite the 
customer to donate it to the char-

ity of the month. Every April, in 
honor of Earth Day, we award 
double green stamps for 

each bag customers supply. 
Customers can also earn 
green stamps by riding 
bikes to the co-op.

Wellness Department 
spokesmodel Marah sports 
our "Wild About Local Food" 
tote bags, illustrated by local 
artist Nancy Haver and made 
in New Hampshire from 
100% recycled cotton. They 
make great local gifts, or gift 
one  to yourself for Earth 
Day!  Only $7.99!
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ANYONE who has 
kept back-

yard chickens knows that winter 
is just not a season of abundant 
omelettes and quiches. When the 
days are short and the weather is 
cold, chickens have a tendency to go 
on strike and slow their egg laying 
w a a a a y  down.

So with the vernal equinox, along 
with the many other wonderful 
things that happen in spring, we can 
anticipate the re-appearance of eggs 
from our backyard flocks and our lo-
cal egg farms. 

For such a simple food, buying eggs 
can be complicated. Eggs come in 
various colors, sizes, and grades and 
from chickens that are housed, fed, 
and treated differently. Short of raising 
your own chickens, how can you tell 
what’s what when it comes to eggs?

GRADE
If a carton of eggs sports the volun-
tary USDA shield, these are the cri-
teria used for the grading: Grade AA 
eggs have thick, firm whites; yolks 
that are high, round, and practically 
free from defects; and clean, un-
broken shells. Grade A eggs are the 
same as Grade AA, except that the 
whites are “reasonably” firm. Grade 
B eggs might have slight stains on the 
shells, the whites may be thinner, and 
the yolks wider and flatter than AA 
or A eggs. If the eggs have a grade 
without the USDA shield, it means 
they’ve met specific state standards.

COLOR
The eggshell color—white, brown, 
pink, and even green and blue—sim-
ply depends on the breed of chicken 
and has no effect on the egg’s qual-
ity or taste.

SIZE
This doesn’t refer to the dimen-
sion of each egg, but the minimum 
weight required per dozen eggs, 
from peewee (15 ounces) to jumbo 

A BASKET FULL of EGGS
Adapted and used by permission from strongertogether.coop

(30 ounces). Most recipes are 
based on large eggs, which weigh in 
at 24 ounces per dozen.

HABITAT
Unfertilized eggs mean that the 
hens were housed without roosters.

Fertilized eggs are produced from 
cohabitating hens and roosters. (But 
don’t worry—refrigeration stops 
cells from growing and prevents em-
bryos from forming.)

Cage-free* hens are allowed to roam 
inside barns or warehouses, but 
they don’t necessarily have access 
to the outdoors. Uncaged chickens 
can engage in some natural behav-
iors that caged birds cannot, like 
walking, nesting, and perching.

There are many certifications veri-
fied by USDA for humanely raised 
chickens; some set standards for 
hens’ space and access to the out-
doors, and some also prohibit forced 
molting (via starvation) and/or beak 
cutting.

Free-range and free-roaming* ap-
ply to hens that are cage-free. There 
are no regulations for exactly how 
these hens are raised differently from 
“cage-free” hens, but the understand-
ing is that true free-range eggs come 

from hens that forage on pasture for 
green plants and insects. Pastured or 
pasture-raised* eggs come from hens 
raised outdoors on grass.

NUTRITION
Fortified eggs contain supplemen-
tal nutrients. In order to boost the 
amount of a specific nutrient in 
eggs, chickens may have their diets 
tweaked—added flax for increased 
omega 3 fatty acids or marigold ex-
tract for more lutein, for example.

Certified organic eggs come from 
chickens raised on organic feed and 
without the use of hormones or an-
tibiotics. As regulated by the USDA 
National Organic Program, they 
are given access to the outdoors, 
though the type and amount of ac-
cess are undefined.

Vegetarian eggs are produced by 
hens whose feed is free of animal by-
products. This term is not regulated 
nor certified, and while the absence of 
animal by-products in feed is praised 
by many, the vegetarian label is also 

criticized since a natural diet would 
include hens foraging for grubs.

While some suppliers assert that 
there’s no nutritional difference be-
tween eggs raised by different meth-
ods, studies conducted by Mother 
Earth News conclude that compared 
to USDA nutrient data for commer-
cial eggs, eggs from pastured hens 
may contain one-third less cholester-
ol, a quarter less saturated fat, two-
thirds more vitamin A, two times 
more omega-3 fatty acids, three 
times more vitamin E, seven times 
more beta carotene, and four to six 
times more vitamin D.

Of course, these labels don’t always 
guarantee the living conditions and 
production methods used. Co-ops 
often offer eggs from local suppliers 
and/or producers that use the most 
humane methods, making them a 
good source for finding the most nu-
tritious, most humanely raised eggs. 

* Refers to terms not regulated by nor certi-

fied through USDA (or other organizations 

recognized by USDA).

Lynn Bowmaster with the free-range, 
pasture-raised hens of Lynn's Laughing 
Layers in Hadley. Photos: Jim Gipe
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WASABI DEVILLED EGGS

INGREDIENTS
6 large eggs
1 /4 cup mayonnaise
1 teaspoon prepared wasabi past
1/2 teaspoon salt
1 tablespoon pickled ginger slices, minced
1/4 cup sliced water chestnuts, minced
1/4 cup sliced scallions
1/2 teaspoon smoked paprika or regular paprika

PREPARATION
Put eggs in a medium saucepan and cover with 
cold water. Put over high heat and bring to a full, 
rolling boil. Cover and take off the heat, and let 
stand for 15 minutes. Drain, then rinse with cold 
water and chill. Placing the eggs on their sides to 
chill will help center the yolks.

Peel the eggs and cut each in half lengthwise. 
Scoop out the yolks into a medium bowl. Mash 
the yolks thoroughly, then stir in the mayonnaise, 
wasabi and salt. Add the ginger and water chest-
nuts and mix well. Transfer the mixture to a quart 
sized plastic bag, then cut the corner to make a 
half inch hole. Squeeze the bag to fill each egg half 
with a generous mound of filling. Garnish each 
with scallions and a sprinkle of smoked paprika. 
Chill until time to serve.

TIPS & NOTES
Wasabi paste in a tube can vary widely in 
strength, so start with a teaspoon and give it a 
taste, then add more, if desired.

AVGOLEMONO 
(GREEK EGG & LEMON SOUP)

INGREDIENTS
2 teaspoons olive oil
1 cup diced yellow onion
2 tablespoons minced garlic
1/2 cup uncooked long grain white rice
6 cups chicken broth
2 eggs, lightly beaten
1/2 cup fresh lemon juice
2 cups cooked, shredded chicken
Salt and black pepper to taste
2 tablespoons minced parsley

PREPARATION
In a large soup pot, heat the olive oil over medium-
high heat and sauté the onion for 5 minutes. Add 
the garlic and cook another 1 to 2 minutes. Add the 
rice and stir well. Pour in the chicken broth, stir well 

and bring to a boil. Reduce the heat to simmer and 
cook 15 to 20 minutes or until rice is tender.

Remove about a cup of broth from the pot, put in 
a small mixing bowl and slowly whisk in the beat-
en eggs. Once the broth and eggs are blended, 
slowly whisk the mixture into the rest of the sim-
mering soup, stirring well. Add the lemon juice, 
cooked chicken and a pinch each of salt and black 
pepper. Remove from heat and taste for season-
ing. Stir in the fresh parsley and serve hot.

SERVING SUGGESTION
Serve this rich, tangy chicken soup as an entrée 
with a small Greek salad or antipasti platter, fine 
cheeses and crusty bread. Baklava makes a sweet 
finish to the meal.

FRUIT-TOPPED BREAD PUDDING

INGREDIENTS
Pudding
1 teaspoon butter
4 cups cubed bread
2 cups milk
4 large eggs
1/2 cup honey
1 tablespoon orange zest
1 teaspoon vanilla
1 teaspoon cinnamon

Topping
1 cup blackberries
2 medium peaches, sliced
1 tablespoon orange juice
2 tablespoons sugar

PREPARATION
Preheat the oven 
to 375ºF. Butter a 
2-quart baking dish. 
Cube the bread and put 
it in the baking dish.

In a medium bowl, whisk the milk, eggs 
and honey. Add the zest, vanilla and cinnamon 
and whisk well. Pour over the bread and cover, let 
stand for half an hour to allow the mixture to soak 
the bread. Bake for 45-50 minutes, until a tooth-
pick inserted in the center of the pudding comes 
out clean.

While the pudding bakes, combine the berries 
and peaches in a medium bowl. Drizzle over the 
orange juice and sprinkle with sugar, and gently 
stir to coat. Let stand until the pudding is baked.

EGG RECIPES
Used with permission from strongertogether.coop

Let the pudding cool for at least five minutes, 
then serve topped with fruit.

SUMMER VEGETABLE QUICHE

INGREDIENTS
1 10-inch prebaked pie crust
2 teaspoons vegetable oil
1 1/2 cups zucchini and/or yellow squash, diced
1/2 cup red bell pepper, sliced or diced
2 loosely-packed cups fresh spinach, roughly 
chopped
3 large eggs
2 large egg whites
3/4 cup milk
Pinch of salt and pepper
1/4 cup crumbled goat cheese
1/2 cup shredded Parmesan cheese, shredded

PREPARATION
Preheat the oven to 350°F.

Heat the oil in a skillet over medium-high heat. 
Add the zucchini, peppers, and spinach and sauté 
for a few minutes just until tender. Remove from 
heat.

In a mixing bowl, whisk together the eggs, egg 
white, milk, salt and pepper.

Sprinkle the goat cheese on the bottom of the 
prebaked crust, then evenly cover with the veg-
etables. Add the Parmesan cheese and then pour 

in the egg mixture. Bake for about 45 
minutes or until firm in 

the middle. Let the 
quiche sit for 10-

15 minutes before 
serving.

SERVING SUGGESTION
This basic quiche recipe can be easily adapted 
with your choice of in-season and local ingredi-
ents. Try any combination of locally made sau-
sage or bacon crumbles, sliced or diced toma-
toes, arugula, or corn kernels for an “eat local” 
version.
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JAY the
"e"-vangelist

HE'S A lean, mean, cleaning machine. 
Dust and fingerprints tremble 

when he enters the room. He's got e-cloths, and 
he's not afraid to use them. 

What is an e-cloth, you ask? It's a revolutionary, 
high-tech cleaning cloth, available in several 
styles, that enables highly effective cleaning 

without chemicals. 
If you have 
ever stood in 
the cleaning 
products aisle at 

River Valley Market, contemplating a purchase, 
chances are Jay has told you all about it.

Jay is a true believer in the miracle of the e-cloth. 
Give him a minute and you'll find out some of the 
amazing feats he has accomplished at the co-op 
and at home, using only an e-cloth and a little wa-
ter. But watch out, you may walk out of the store 
with more than one (I bought four, and I am not 
known as an enthusiastic housekeeper).

"e-cloths will change 
your life."

—Jay

What is so fantastic about the e-cloth? You can 
ask Jay yourself (which will be more fun for you) 
or read what he told me:

"I've used e-cloths for everything—from shelves 
to windows to spills. They're economical—no pa-
per towels, no chemicals. They do a good job on 
windows, mirrors, and countertops. They remove 
99% of surface bacteria, with only a negligible 
.01% transfer rate.

They're Good Housekeeping approved.

They may seem a little expensive, but they'll pay 
for themselves in 4-5 months. And they're guar-
anteed to last 5 years under normal use.

They make great gifts.

My favorite is the high-performance dusting 
cloth. It took six years of dust from a backroom 
shelf in a single swipe! And the e-mop! Floor to 
ceiling, it cleans everything to a gloss."

Anything else you need to know about e-cloths? 
Ask Jay. He's the guy walking down the aisle with 
an e-cloth hanging out of each pocket.

A MAN WITH A PLAN TO  
SAVE THE WORLD
ALL IT TAKES IS A LITTLE WATER

We're celebrating

EARTH DAY
all month long, with

10% OFF BULK

April 1-30

Does not 
include items 

already on sale  
or special orders
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ART IN THE QUARRY CAFE
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 wel-
come. Many thanks to Outreach Volunteer Jane  
Nevinsmith, who coordinates and hosts this  
important community program.

Are you an acoustic musician looking for an oppor-
tunity to have your music heard live at the co-op? 
Contact trevor@trevorthegamesman.com.

UPCOMING ART OPENINGS 

APRIL 10: 2nd Annual Teen Art Show (ages 12-
14). Live music: singers from Celia's Voice Studio 

MAY 8: Missy Ashton, photography & mixed 
media. Live music: Mike Fales

JUNE 12: Cindy Kornet, "Love is in the Air, 
acrylic mixed media. Live music: Carol Hutter, 
viola and friendFebruary 2015: Valley Watercolor Group

March 2015: Martin Espinola

CAVE TO CO-OP
COOPERATION IN ACTION WITH 
GREAT CHEESE AS THE OUTCOME!

A FEW years ago, area food coopera-
tives and the Neighboring Food 

Co-op Association teamed up with Provisions 
International to create the Cave to Co-op program. 
This program offers monthly regional artisanal 
cheeses at significant discounts to shoppers at 
food co-ops throughout the Northeast.

For a special opportunity to taste each month’s 
cheese paired with local beers, stop by 
Northampton Brewery’s monthly cheese and beer 
tasting event. Call 584-9903 or visit northamp-
tonbrewery.com to reserve your ticket, and 
enjoy an evening of delicious beer and cheese, 
wonderful breads from Small Oven Bakery in 
Easthampton, and lively, food-loving company.

 

PICNIC PRESENTATIONS
2015 LINEUP

APRIL'S CAVE TO CO-OP

SELECTION



P.O. Box 1245
Northampton, MA 01061

a few of our upcoming co-op events
Friday, April 3
PASSOVER BEGINS AT SUNDOWN

Sunday, April 5
EASTER
Open regular hours, 8AM-9PM

Tuesday, April 7 6:30-8 pm
FREE WORKSHOP: INTRODUCTION TO 
PERMACULTURE
with Lisa DePiano. Pre-registration is required. 
Call 584-2665 to reserve your spot.

Friday, April 10, 5-7 pm
NORTHAMPTON ARTS NIGHT OUT
This month, meet the artists of the Co-op 
Teens Art Show. Live music with teens from 
Celia's Voice Studio. Refreshments served. 
Everyone is invited.

Wednesday, April 15 6:30-8 pm
FREE WORKSHOP: GROWING THE HOME 
MEDICINE GARDEN
with Jade Alicandro-Mace. Pre-registration is 
required. Call 584-2665 to reserve your spot.

Tuesday, April 21 6:30-8 pm
FREE WORKSHOP: SPRING CLEANSE CLINIC
with Beth Goren. Pre-registration is required. Call 
584-2665 to reserve your spot.

Wednesday, April 22
EARTH DAY

Thursday, April 30, 3-7 pm
OUR 7TH BIRTHDAY!
Birthday cake and live music!

Friday, May 1-Sunday, May 3
TRUCKLOAD SALE
Great savings on your favorite staple items!

Saturday, May 2
NOHO PRIDE PARADE
Come march with our co-op band, The 
Queen Mary! Everyone is welcome. RSVP to 
marketing@rivervalleymarket.coop

Wednesday, May 6, 12-1 pm
PICNIC PRESENTATION on the DECK
Rob Peck, penny whistle, harmonica, 
ocarina, and recorder

Friday, May 8, 5-7 pm
NORTHAMPTON ARTS NIGHT OUT
This month, meet Missy Ashton, 
photography & mixed media. Live music with 
Mike Fales. Refreshments served. Everyone 
is welcome.

All events at River Valley Market unless otherwise specified. For more events, 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)!
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APRIL 7...
CHECK YOUR EMAIL!
You may be one of the 
2,000 owners 
randomly selected 
to complete our 
online survey.

Please respond 
promptly, and you 
will be entered into 
a giveaway of 
five $50 gift 
cards! 


