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THE PLEASURE OF THE POTLUCK
by Loran Diehl Saito, Marketing and Member Services

Continued on page 15

Continued on page 13

GOT A TOUCH of the winter 
blues? Maybe 

it's time to have some of your favorite people over 
for dinner. If you're a little short on cash and time, 
don't let that stop you. Make it a potluck! 

Here in the Valley, potlucks are a common part 
of our social lives. They're great for school and 
non-profit gatherings, when there's not much of a 
budget to provide for a community meal. And the 
food can be the exciting centerpiece of the event!

Here are some of the best reasons to have a pot-
luck at your home:

• You can entertain lavishly without a huge  
output of time and money.

• Your guests have a chance to show off their 
cooking skills and demonstrate their esteem for 
you and other friends by making their  
best dishes.

• Everyone feels like they're part of the event  
because they contributed to it.

• Everyone has something they like to eat, or  
in the case of people with food sensitivities, 
something they can eat safely.

I personally appreciate potlucks because my chil-
dren eat like locusts. I can bring enough food to a 
potluck to balance out the amount they will con-
sume, and avoid leaving our hosts staring at their 
empty serving platters with shocked faces.

Okay…I don't want to be a downer, but it's impor-
tant to admit that potlucks, like everything else in 
this life, also have a dark side. Let's just get it all 
out in the open, shall we?

• When a potluck comes at the end of a busy day, 
it takes some serious planning to come up with 
something good to contribute.

NORTHAMPTON 
PREMIERE!

FOOD FOR 
CHANGE
FEBRUARY 1ST at 2:00  
AT THE ACADEMY OF MUSIC

FOOD for Change, The Story of Coop-
eration in America, is making its 

Northampton debut on February 1st, starring some 
of your favorite local food co-ops on the big screen! 

A feature-length (84 min.) documentary by 
award-winning local filmmaker Steve Alves, Food 
for Change tells the story of the cooperative 
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2014: A TURNING POINT
by Dorian Gregory, River Valley Market Board President

GREETINGS and 

Happy New Year! 2014 
marks a turning point in the 
history of our co-op. This is 
the year that we very firmly 
grow out of our necessarily 
dependent stage of being 
a start-up, and step into 
a more mature phase of 
not only meeting our own 

needs and the needs of our members, but also sup-
porting other co-ops in their new beginnings. It is 
truly an exciting time. 

If you are like me, you feel it too when you walk 
into the store—the vibrancy, the spirit, the fresh lo-
cal produce, the art in the café, knowledgeable car-
ing staff—all combine to remind me that I belong 
to an amazing venture. As a member-owner, I feel 
the connection—this is my grocery store, in my 
community. I am excited to be your new President 
of the Board of Directors at this time. The co-op 
community is such a palpable and powerful force, 
I feel both challenged to lead, and gratefully sup-
ported to succeed. 

Two key factors make this year such a positive 
turning point: (1) the overall success of the co-op, 
including its financial strength, and (2) the planned 
re-financing of the co-op’s start-up loans that will 
result in a change in net owners’ equity from nega-
tive to positive. 

The success of the co-op is evident. We had $17 
million in sales last year, and we have projections 
for double digit growth again in 2014. We achieved 
profitability in Year 4—way ahead of schedule, and 
we are supporting over 350 local farmers and sup-
pliers with a market for their food and beverages. 

In 2014, two very important and planned-for finan-
cial changes are scheduled to occur: 

(a) As part of the original 10-year financial plan 
for the co-op, in March we have the opportu-
nity to reduce the debt on our balance sheet by 
$1.7 million. As a result of this debt forgiveness, 
2014 is the year net owners’ equity is projected 
to change from negative to positive. 

How many situations have you heard of where 
debt is forgiven—not out of need or despera-
tion, but because it was planned that way from 
the beginning?

(b) We plan to refinance a portion of the re-
maining debt at lower rates with the bank, and 

another portion with member loans paying up to 
5% interest. Members loan the co-op money and 
receive the interest payments. It’s yet another way 
that member-owners can benefit from the co-op. 
Read more about this great local investing opportu-
nity on p.10.

In life there are times when we need to be support-
ed and nurtured, and there are times when we are 
the ones able to do the supporting and nurturing. 
We have grown and in turn are able to grow and 
strengthen our local community: 

• We paid $20,000 in patronage dividend re-
bates to our members last year, and we will pay 
$64,000 this year. 

• We’ve recognized UCFW Local 1459 as our part-
ner in the workplace and have a staff of more 
than 100.

• Last year we sold more than $3 million of prod-
ucts from local vendors, and we expect this 
number to keep increasing with our growing 
customer base. 

We grow the larger community as well: we cooper-
ate with other cooperatives. Just as other co-ops 
helped us to launch, we have more recently been 
supporting new co-ops in their start-up phase. This 
year, member-owners will have the opportunity to 
donate their patronage rebate to The Food Co-op 
Initiative and to the Cooperative Community Fund—
two non-profit organizations that work to support 
cooperatives across the country. I see this as evi-
dence not only of our commitment to cooperative 
principles, but also of the strength of the foundation 
from which we can reach out to help others. 

While we are no longer a start-up, we are still 
young, and where we are going from here is yet to 
be determined. That vision is up to us to create. I do 
know that the turning point that marks 2014, posi-
tions us well for whatever the future brings.

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
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FROM THE MANAGER
by Rochelle Prunty, General Manager 

HAPPY New 
Year 

and thank you for your 
support though the holi-
days! We ended 2013 
with a record sales month 
for December. Our co-op 
business year ends June 
30th so we are only half-
way through our financial 

year, but we are ahead of budget for the first half 
of the year and are on track to reach $20 million 
in annual sales by our year end, June 30th. Thank 
you for your shopping and membership support 
and thanks to our staff for doing such a great job! 

As many of you noticed, over the last year we ex-
perienced an increasing scarcity of parking spac-
es during peak business hours. The good news is 
that we have doubled the parking availability we 
had last fall! We saw that during peak business 
hours we had 50+ staff cars in our 92 car parking 
lot. We launched a pilot program for offsite park-
ing for all our staff a few weeks before Thanks-
giving and found instant relief to these parking 
issues. Due to poor pedestrian access we give our 
employees a ride to and from the offsite parking 
area. We are now in the process of hiring people 
that will be dedicated to driving for our new staff 
parking shuttle service. We are leasing a 100% 
electric powered mini-van and have the option 
to purchase it for our official staff parking shuttle 
vehicle. This vehicle requires no gas or oil, and 
has zero exhaust emissions, which we really like. 

For 2014 we have a few big projects coming up:

REFINANCING AND  
MEMBER LOANS
These big projects coming up early in early 2014 
are related to our start-up financing maturing 
in March. There is a provision in our financing 
agreement that for a fee of $165,000, over $1.7 
million of our bank debt will be forgiven. This 
is how we benefit from the tax credit financing 
arrangements we made in 2007 and it is very 
exciting! We will be refinancing most of the bal-
ance of our debt. We’ve opened up the oppor-
tunity for our community to participate in our 
refinancing through member loans, and have 
raised over $1 million of our $2 million goal so 
far. Thank you to all who have already made 
new loans or rolled over previous loans! So far 
the average member loan size is about $18,000, 
but the loans range from $1,000-$100,000. All 

loans are much appreciated member support. 
Reaching our $2 million member loan goal is our 
first priority for 2014. 

NEW EQUIPMENT  
AND REMODELING 
We plan to use $500,000 of our $2 million in 
new member loan funds for some much need-
ed equipment replacement and remodeling this 
summer. Typically grocery stores need to re-
model and replace equipment every 5-8 years or 
so, and we are fast approaching our store’s 6th 
birthday already. With 1,300+ customers every 
day, we do have wear and tear on our facility and 
equipment and some of it just doesn’t have the 
capacity to serve our needs well any more. Once 
the refinancing is done we will launch into remod-
el planning. Key areas to address are the front 
end (adding registers), the deli (replacing used 
coolers and redesigning for better service and 
display of prepared foods), our office workspaces, 
and our computer equipment. We won’t be in-
creasing our store size, but we’ll be tuning up use 
of the space we have to make it the best it can be 
for both our staff and customer satisfaction.

LOCAL COOPERATIVE 
DEVELOPMENT
There have been some exciting new food co-op 
developments in our neighborhood. I want to 
congratulate the new All Things Local Market 
in Amherst that opened just before the holi-
days. This downtown market features local foods 

and crafts. I also want to congratulate the Old 
Creamery Co-op in Cummington for successfully 
transitioning from a privately owned market to 
food co-op last year. There is a trend of privately 
owned stores converting to cooperatives as a way 
to keep stores going in communities that depend 
on them. Franklin Community Co-op’s purchase 
of McCusker’s Market in Shelburne Falls and 
the Hanover Community Co-op’s reopening of a 
closed A&P store in White River Junction, Ver-
mont are two other examples of this in our region. 

The Amherst Community Co-op is working to 
open an all new food co-op in Amherst and the 
North Quabbin Community Co-op in Orange, 
MA has a Kickstarter fundraiser to help support a 
relocation and expansion of their co-op. We love 
seeing all this cooperative development going on 
in our neighborhood! 

Thank you for your support!

Assistant Operations Manager Kalen makes a parking run with "Sparky" the electric van, with Nate, AJ, Sue & Timothy

Co-op members wear long-term vision 
glasses at the 2013 Annual Meeting & Party



THINK about 
it for 

a second: What is more 
exciting than rows and 
rows of bulk products like 
dry beans, fruit, grains, 
coffee and spices, ready 
to be measured and 
weighed to your exact 

specifications? That's right—nothing. Unless it's 
NEW, LOCAL bulk products. 

Cornbread (man of 1,000 nicknames), our Bulk 
Foods coordinator, recently told us that before 
2014 was even one day old, he had added two 
new local bulk products to his already impres-
sive and constantly growing lineup: a new Ital-
ian roast from Indigo Coffee Roasters in Flor-
ence, and Blueberry Granola from True North in 
Brattleboro, VT. Other exciting recent local and 
regional additions include Bola Granola Bare-
ly Sweet (Great Barrington), Cranberry Beans 
(Deepening Roots Farm in Amherst), Hard Red 
Winter Wheat Berries from Four Stars Farm 
(Northfield, MA), oats grown in Maine, and a 
total of eight varieties of local kombucha on 
tap from Aqua Vitea (Bristol, VT) and Katalyst 
(Greenfield, MA). 

Are you a local producer who is ready to sell in 
bulk? Give Cornbread a call! 

EXCITEMENT, 
IN BULK!
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SMALL SPACE, BIG VALUE
by Corey Brown, Wine & Cheese Department

AT River Valley Market, we have to be par-
ticular in our purchasing choices to offer 

our customers af-
fordable, high quality 
tasting wines. We are 
working with limited 
space, which means 
that we have to be ex-
tra diligent in choos-
ing the wine that we 
bring into the market. 
We succeed with our 
selections because 
we are small and our 

staff have developed good relationships with our 
vendors. We taste wines and evaluate them care-
fully before agreeing to bring them in. If the flavor 
does not impress us and make a wine remark-
able, then it will not end up on our racks.

Emmerson Stevens, a wine consultant 
from Café Europa, LLC, works directly 
with the wine and cheese department 
staff to help us select wines that meet our 
standards and our customers’ needs. Café 
Europa specializes in importing and distribut-
ing unique artisanal and boutique wines. Mr. 
Stevens told us, “The cool thing we manage to 
pull off in the River Valley Market wine depart-
ment is the value to quality ratio. It makes sense. 
$20 for a wine is tough because there is a lot of 
undesirable wine out there for $20. River Valley 
Market has overcome that challenge and cornered 
the $20 and under desirable bottle of wine.”

Featuring boutique wine is a smart move. Most 
connoisseurs define boutique wine as “small 
production,” “artisanal,” or even “cult.” Boutique 
wines, at the most basic level, come from small 
winery and vineyard establishments that provide 
the public with specialized products and services. 
Boutique wines are produced in limited quanti-
ties—fewer than 10,000 cases per year. Their 
wineries are involved in a particular niche market-
place, and they demonstrate passion, individual-
ity, and creativity in the products they make for 
the public

We like to believe that the wineries we select 
pay homage to the true spirit of wine-making. 
Many are small and family owned cellars with 
winemakers who have a passion for producing 
truly outstanding wines in limited quantities, 

unencumbered by the requirements of produc-
ing huge quantities of bland, blended mass con-
sumer wines.

A perfect example of a boutique wine found at 
River Valley Market is our selection of Chatom 
Wines from Calaveras County, CA. Distributed 
by Café Europa, this wine comes from a relatively 
unknown region in California but is true to its ter-
roir. Chatom is a very small production boutique, 
distributing only about 8,000 bottles annually. 
The Chatom website describes Chatom Vine-
yards, established in 1981, as "the jewel of the 
Sierra Foothills." Gay Callan first purchased the 
property in 1980 with a vision to plant a vine-
yard. Within a year, she had planted her first va-
rietals, Chardonnay and Chenin Blanc, on a total 
of twenty-one acres. Today, the vineyard boasts 
thirteen varietals planted on sixty-five acres, in-
cluding Chardonnay, Semillon, Sauvignon Blanc, 
Cabernet Sauvignon, Merlot, Zinfandel, Syrah, 
Sangiovese and 5 Portuguese varietals. River 

Valley market features Chatom Chardonnay, 
Syrah, Zinfandel and Cabernet. All varieties 

of Chatom retail in our store for less than 
twenty dollars.

Emmerson Stevens is not the only wine 
specialist to work with the staff at River 

Valley Market. Rob Ross from Panther 
Distributing has also contributed his 

expertise to our department and 
noted that a goal at Panther is to 

seek out boutique wines and 
producers who are not repre-
sented elsewhere in Massa-

chusetts, and in some cases not 
even in the U.S.. We look for organic, sustain-

able, biodynamic, artisanal producers who are in 
touch with the land. 

“We want a relationship with people who respect 
us while we respect them.” He said. “River Valley 
Market’s price to quality ratio is value driven: the 
$8 to $14 range is broad coverage. The market 
is one of the best places in the Valley for afford-
able, quality wine.” Rob’s favorite pick from River 
Valley Market is Clos Torribas Tempranillo from 
Spain. He describes it as “everything you want a 
Tempranillo to be. Rich, full bodied, great flavors. 
It's a great food wine at a great price. Reminds 
you of the region.” Purchase Clos Torribas at Riv-
er Valley Market for less than $13.

Rob recommended another boutique wine that 
we will soon feature. Sada Winery with a 3,500 
case production offers Sada Integolo Wine, a 
Tuscan red. Davide Sada develops his wines with 
minimal sulfites and pays particular attention 
to the end result—a great bottle of affordable 
wine. This wine has been given a 92 point rating 
by Wine Spectator Magazine—you'll be hearing 
more from us about it!

Our continued focus throughout the New Year 
will be on distinctive, great-tasting, hand-craft-
ed wines that will not burden your wallet. Come 
visit the wine and cheese department where our 
knowledgeable, friendly staff will point you in the 
direction of these exclusive selections of wine. 
We are always glad to offer our recommenda-
tions and look forward to offering you continued 
excellence in service throughout 2014. 
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LOCAL REVIVAL OF A TRADITIONAL TONIC
by Marah MacRostie, Wellness Department Manager

ON A slushy, foggy Tuesday, I stopped by the 
Western MA Food Processing Center in 

Greenfield to check out facility 
where Shire Herbals makes Fire 
Cider, a modern-day remake of 
a traditional apple cider-based 
cure-all tonic. I was greeted 
warmly by Amy Hubner, Brian 
Hubner, and Dana St. Pierre, 
three of the six co-owners of 
Shire City Herbals, as well as 
their friend Sean Callahan, who 
helps out once or twice a week. 
That day they were filtering and 

pressing out the fruit and herbs that had been steeping in a 
vinegar solution for the last six weeks. The spicy/fruity vin-
egar gets sweetened with honey from Merrimack Valley Api-
ary, in Billerica, MA. It is later filtered a second time before 
being bottled at the neighboring Katalyst Kombucha factory. 

Fire Cider is made with organic ingredients, many of which are 
root vegetables that can grow in our climate, though sourcing 
them from local growers in a large enough quantity for their 
needs is challenging. They are interested in making connec-
tions with nearby farmers who can grow organic onions, gar-
lic, ginger and/or horseradish for them, keeping the ingredient 
list as close to home as they can.

The giant steel container that is used to steep the mixture 
holds 350 gallons, and is filled about twice per month, pro-
ducing around 700 gallons of Finished product. They esti-
mate that they made 3,500 gallons in 2013.

Check out Pamela's article on Page 8 to learn more about 
Fire Cider. For more information, recipes and Fire Cider lore, 
go to FireCider.com, find them on Facebook, or take a walk 
down the Wellness Department main aisle.

Based on the traditional New England cure-all of apple ci-
der vinegar and honey, Fire Cider is a powerful daily health 
builder. Try the following remedies, courtesy of our friends at 
Fire Cider.

Cold & Flu Fighter Take a 1/2 oz shot of Fire Cider every 2 
hours at the first sign of cold or flu symptoms.

Sore throat Soother Take a nip of Fire Cider straight from the 
bottle, or add more honey from your local area for a soothing 
spoonful of relief.

SinuS relieF Mix just-boiling water with 1-2 oz Fire Cider, inhal-
ing the vapors deeply. Once it cools to a drinkable tempera-
ture, squeeze in fresh lemon and drink it up!

SeaSonal allergieS Take a dose of Fire Cider as needed (every 
2-3 hours) for lung congestion and sinus relief. A daily dose 
of Fire Cider, in combination with eliminating allergens like 

in the digestive tract. Adding a strong acid like Fire 
Cider can reverse this condition, and honey will 
soothe an enflamed esophagus. Start with a small 
dose to see if Fire Cider can help!

hangover Cure Had too much last night? Try a shot 
of Fire Cider as an eye-opener! For the truly ad-
venturous, mix 1-2 oz of Fire Cider into a can of la-
ger for a spicy hair of the dog. Then take a nap and 
call your mother.

voCal health Singers have long relied on apple ci-
der vinegar to keep vocal chords in top form.

SiCk kidS Let your kids know that wicked hot Fire 
Cider is the remedy for sickness, and you might 
witness a miraculous recovery. If they really are 
under the weather, Fire Cider can help them get 
back on their feet ASAP!

RECIPES COURTESY  
OF FIRE CIDER
CIDER'D SHRIMP

INGREDIENTS
1 lb Shrimp
1 lb Scallops
Pinch Salt
Pinch Brown Sugar
2-3 oz Fire Cider

PREPARATION
Mix Fire Cider with salt and brown sugar, baste 
mixture on seafood. Alternate on kebobs and grill 
until firm and golden, basting as necessary. Finish 
with a squeeze of lemon off the grill.

FIRE SALAD

INGREDIENTS
4 oz Virgin Olive Oil
4 oz Fire Cider
2 T Dijon Mustard

PREPARATION
Fast, simple, and healthy salad dressing or  
marinade. Combine ingredients in closed  
container and shake vigorously. Salt and pepper  
to taste. Serve over greens.

Continued on page 9

dairy and wheat, can help reduce the ef-
fects of seasonal allergies.

alkaline A dose of Fire Cider is a quick 
way to keep your body alkaline and 
humming.

digeStive aid After a meal, a swig of Fire 
Cider can help stimulate and accelerate 
your digestion. It's a living food, after all! 
Repeat as necessary.

heartburn remedy In some instances, 
heartburn is caused by a lack of acidity 
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ACROSS the Northeastern United 
States, the movement 

for GMO labeling 
has picked up con-
siderable grassroots 
momentum recent-
ly. Building off of 
the interdependent 
victories in Maine, 
Connecticut, and a 
partial victory Ver-
mont, organizers are 

working to support GMO labeling legislation in 
every single other state in the region. 

In Massachusetts, proposed legislation has until 
March 18th, 2014 to get out of committee; oth-
erwise, it's dead and advocates will have to wait 
until the 2015-16 cycle to try again. 

The bills are currently stuck in committees, which 
are hearing opposition from industry groups like 
the Grocery Manufacturers Association. Unless 
the committee members hear from their constitu-
ents and their fellow lawmakers in large numbers, 
especially the committee chairs, Massachusetts 
could miss the opportunity to help push a region-
al tipping point toward something that at least 
90% of us believe that we need: mandatory label-
ing of genetically engineered ingredients. 

GMOs are not, as the federal government says, 
"Generally Recognized As Safe (GRAS)." There is 
no scientific consensus on GMO safety, and we 
know that their use creates serious impacts on 
the environment. The federal government does 
not require or perform safety tests on any GMO 
crops, and we are hoping our state government 
will hear us and support their constituents in opt-
ing out of the GMO food experiment. 

TAKE ACTION BEFORE 
MARCH 2014 TO SUPPORT 
PROPOSED LEGISLATION IN 
MASSACHUSETTS
Massachusetts now has a chance to help protect 
the interest of people across the region. 

Safe food advocates are asked to contact their 
state elected officials—both senators and repre-
sentatives—and ask them to support GMO label-
ing and to get a vote on it before the end of the 

REGIONAL AWARENESS GROWS: 
WE NEED TO KNOW IF IT'S GMO

By Martin Dagoberto, MA Right to Know GMOs

year. Organizers with MA 
Right to Know GMOs have 
assembled resources for cit-
izens wishing to make their 
voices heard on this, includ-
ing a PDF of the endorse-
ment letter sent to each leg-

islator's office. Thirty legislators have signed on in 
support of GMO labeling in Massachusetts. We 
need your help to increase that number. 

You can look up your legislator on MA Right to 
Know's website, marighttoknow.org, along with 
resources and talking points. See how easy it is to 
make your voice heard and then tell everyone else 
you know that they should try it too. This is, or 
should be, after all, a government of, by, and for 
the people. We now have an opportunity to stand 
up and protect our right to avoid genetically engi-
neered foods. Let's label GMOs.

And while we fight for mandatory GMO labeling, 
we will continue to avoid eating GMO ingredients 
by looking for the Non-GMO Verification Project 
logo seen on an increasing number of products at 
our local food co-op and even at the big corpo-
rate stores. Cheerios is making big news lately for 
going "GMO-Free," although they have yet to be 
officially verified.  

With significant increases in consumer demand, 
farmers across the country are switching to non-
GMO food crops. But without adequate labeling 
and tracking of GMO foods and seeds, non-GMO 
agriculture will be impossible. Contamination of 
organic crops, superbugs, and loss of native bio-
diversity, along with consistent government sup-
port for industrial agriculture, present a serious 
threat to organic and non-GMO agriculture. We 
need to know if it's GMO so we can be certain 
we're supporting non-GMO agriculture across 
the planet. 

Public awareness and demand for GMO (and 
non-GMO) labeling is on the rise across the 
country. Let's use our state governments to set 
the standard for meaningful GMO labeling, and 
then join every other industrialized country in the 
world (besides Canada) which understands that 
their people have a right to know if they're eating 
GMOs.

Action link: http://bit.ly/1j6pEyc

Making good food affordable

GREAT VALUES EVERY DAY
Here's a sampling of some of February's 
Great Values on staple groceries that you'll 
find every day throughout the store:

Organic Avocados: 99¢ ea
Organic Bananas: 89¢ lb
Organic Broccoli: $1.99 lb
Boneless, Skinless Chicken Breast $2.99 lb
Meyer's House-Ground Beef $4.99 lb
Applegate Organic Sunday Bacon $5.99 8 oz
King Arthur AP flour in bulk 79¢ lb
Organic Rolled Oats in bulk $1.39 lb (5 lb bag)
Long Grain Brown Rice in bulk 79¢ lb
Cabot Mild Cheddar $4.39 lb
Field Day Organic Beans $1.59 15 oz
Field Day Organic X-Virgin Olive Oil $10.69 ltr
Field Day Organic Pasta $2.39 1 lb
Field Day Organic Pasta Sauce $3.29 26 oz
Mom's Best Cereals $3.29 20-24 oz
Cabot Butter Solids $2.69 1 lb
Our Family Farms Milk $4.99 1 gal
Shur-Fine Orange Juice $1.99 64 oz

At the 2013 Annual Meeting, Board members Lynn DiTullio 
and Christine Dutton thanked outgoing Board President 
Jade Barker for her service with a handcrafted bowl filled 
with fruit.

At the 2013 Annual Meeting, Produce Manager Henry 
looks into our long-vision telescope to predict the co-op's 
future, while General Manager Rochelle looks on.
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AS a Nutritional Therapist one of the most 
important foods I utilize with my clients 

is bone broths. They’ve 
been used almost uni-
versally in all native 
cuisines around the 
globe and form the 
foundation for things 
like gravies, sauces, 
soups and stews.

Unfortunately, most 
Americans have lost touch with making bone 
broths and instead rely on bouillon cubes and 
canned and boxed broths (including organic 
ones) which are heavily watered down, and use 
flavorings and chemicals like MSG to mimic the 
flavor of real bone broths. 

Real bone broths 
derive their nutri-
tional benefits from 
simmering bones for 
long periods in water 
which slowly leaches 
out the nutrients. For 
this reason bone broths 
are absolutely loaded 
with minerals includ-
ing calcium, magnesium, 
phosphorus and other 
trace minerals.

But a good bone broth will contain more than just 
bones. Meat, skin, bone marrow, cartilage and 
tendons attached to a variety of different bones 
are also part of a good bone broth and impart 
additional flavor and nutrients. Many of these fi-
brous tissues are composed of a dense network 
of proteins known as collagen which also break 
down in a good broth and reassemble themselves 
into the strong but pliable tissues in our body 
such as our joints, skin and nails. In fact, you may 
have heard of two such components of collagen, 
glucosamine and chondroitin sulfates which are 
sold as supplements for those with joint prob-
lems such as osteoarthritis. 

Another component of collagen is gelatin, a 
waxy substance that forms when broths cool. 
It’s the key ingredient that gives Jello its jelly-like 
consistency, and it has been prized for centu-
ries by cultures around the world for its numer-
ous health benefits, in particular, easing gastro-
intestinal discomfort. Your Grandma (or maybe 

great Grandma) almost certainly knew this and 
observed over and over how a chicken soup made 
from a real chicken broth can help one recover 
from things like the common cold and indigestion. 

This is why all my clients with digestive issues 
learn how to make bone broths from scratch. In 
conjunction with eliminating digestive disrupt-
ers—like a diet high in grains, sugar and all man-
ner of processed foods—most are amazed at how 
quickly years of digestive problems start to wane.
Best of all, they’re SO EASY to make.

For starters, you’ll need bones (duh!). River Valley 
Market's Fresh Meat & Seafood Department of-
fers a nice selection of beef bones, chicken necks 
and backs and I’ve even ordered some fish bones. 
You can also contact your local farmers as they’ll 

be happy to supply you with some. 

Making a broth boils down (no pun 
intended) to five words that begin 
with the letter S.

1. SOAK 1–1 1/2 pounds bones 
per quart of water. Add 1/4-
1/2 cup of vinegar. Let sit for 
about 60 minutes. The vinegar 
helps pull the minerals from the 
bones.
2. SKIM Bring to a boil and skim 

scum from the surface. Without 
skimming the broth becomes cloudy and it slightly 
affects the flavor but it’s not that big of a deal. Cer-
tain stocks and bones produce more scum than 
others. 
3. SIMMER The most important step! The key is 
to GENTLY SIMMER and not boil the bones. Boil-
ing can damage the gelatin. So once the water 
has boiled and the scum forms, immediately turn 
down the heat. Simmering should only be slightly 
perceptible–a few bubbles rising to the surface 
here and there is a good indicator of a nice, gentle 
simmer. Simmer fish for 1-12 hours, poultry for 
4-24 hours, and beef or lamb 12-72 hours.
4. STRAIN Turn the heat off and let the broth 
cool for a few hours. Remove the bones with a 
slotted spoon. Line a colander with cheesecloth 
and strain into wide mouth glass jars. Let cool in 
your kitchen a few more hours.
5. STORE whatever you’ll use for the week in your 
fridge. A layer of fat will form on top of the stocks 
and will act like a seal to preserve your broth for 
up to 10 days in the fridge. Freeze whatever you 
won’t use for long-term storage. 

CHICKEN BROTH

INGREDIENTS 
1 whole chicken or chicken parts, cut up
Vegetables, diced (carrots, celery, onions) 
1–2 T Apple cider vinegar 

PREPARATION
Chop veggies and place in crockpot or stockpot 
with chicken. Cover with water, add vinegar and 
let sit for 30 mins. Turn pot to low and simmer for 
12-24 hours. That’s it!

Strain broth from bones and veggies. Store in 
fridge for up to 7 days. Freeze whatever you won’t 
use within a week.

Note: Depending on your crockpot, you can re-
move the chicken after 3-5 hours and remove the 
meat from the bones. It should be well cooked and 
very tender. Reserve the meat for chicken salad or 
for a wonderful chicken soup. Return bones to wa-
ter and continue simmering for 12-24 hours. 

Note: if you’re vegetarian, you can make a vegetable 
broth! It won’t provide you with the complexity of 
nutrients from the collagen but there are still health 
benefits, in particular the mineral content. Basically, 
just save all your vegetable scraps in the freezer un-
til you’re ready to make a broth and simmer every-
thing for a few hours. Tip: save eggshells and add 
them to the broth for an extra boost of minerals! 

Craig Fear is a River Valley Market member-owner, a 
local food blogger, and a Nutritional Therapist. Find his 
ebook, The 30 Day Heartburn Solution, on his blog, 
www.fearlesseating.net. Craig also consults with clients 
privately at his office in downtown Northampton. Learn 
more about his services at http://www.pvnutritional-
therapy.com or write craig@pvnutritionaltherapy.com.

NUTRITIONALLY BRILLIANT, AMAZINGLY SIMPLE

BONE BROTH
By Craig Fear, Certified Nutritional Therapist
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Happy Seasonal Wellness! 
Two common questions in the Well-
ness Department are: “What works?” 
and “What sells?” Since what sells is 
a common indicator of what is work-
ing for people, here are some of our 
top-selling items for Winter Season 
2013/2014, and some of their benefits.

#1 ELDERBERRY SYRUP!! 
Found growing in moist areas along 
rivers, roads, and in forests, this im-
mune boosting botanical has a long 
history of use in traditional European 
and Chinese medicine. It grows in 
North America as well. There is much 
ongoing research as to how this berry, 
packed with vitamins, minerals and 
antioxidants, benefits the immune 
system. Current research also shows 
that common flu symptoms like fever, 
chills, sore throat, muscle aches and 
fatigue may go away faster when tak-
ing elderberry. According to a study 
in the Journal of International Medical 
Research, patients given elderberry 
syrup recovered an average of 4 days 
faster from the flu than those not tak-
ing the supplement. Other studies 
have shown elderberry to neutral-
ize and reduce the ability of influenza 
viruses to infect the body. The ber-
ries have been found to deactivate 
the spikes on viruses, so they can no 
longer enter your cells and replicate. 
According to Israeli researcher, Mad-
eleine Mumcuoglu, Ph.D., elderber-
ries seem to be designed as a specific 
weapon against the flu virus. Viruses 
form tiny spikes that enable them to 
penetrate the wall of a healthy cell, 
set up shop inside it, and replicate 
more viruses. The active ingredi-
ent in elderberry breaks down these 
spikes within 24-48 hours, so the 
virus cannot spread. Patients who 
took elderberry juice syrup reported 
a much faster termination of symp-
toms than those who didn’t take it. 
Twenty percent were better within 24 
hours, 70% by 48 hours, and 90% 
were well in 3 days. Two thumbs up 
for Elderberries! 

#2 FIRE CIDER!! 
Holding in 2nd Place for two years in a 
row, this traditional folk remedy based 
on a New England recipe of apple ci-
der vinegar and honey is catching fire 
again. It has been brought into a new 
level of awareness by Shire City Herb-
als, a company based out of Pitts-
field, MA. What makes this formula 
so popular? Its versatile benefits and 

its zesty, delicious, pick-me-up zing, 
which arises out of the added bo-
nus of the oranges, lemons, onions, 
horseradish, ginger, habañero, garlic 
and turmeric enriching the tonic. Not 
only is it fabulous taken daily to ward 
off ailments, but it is a go-to under 
times of distress, such as gas, bloat-
ing, heartburn, sluggish digestion, 
and Candida overgrowth.  Its blend of 
ingredients boasts immune boosting, 
pathogen-fighting properties, making 
it wonderful to take at the onset of a 
cold or flu, acting also as an expec-
torant..Its list of benefits goes on! Go 
ahead, give it a shot! 

HONORABLE MENTIONS!! 
On the go? Only got a few minutes 
and/or a few bucks to spare? Looking 
to add a little more to your arsenal? 
Check out some of our other portable 
and effective top sellers! 

Emergen-C Immune powdered 
packets! These individually wrapped 
packets serve you up 1000mg of vi-
tamin C, along with a good serving of 
zinc, Vitamin D and an assortment of 
other vitamins and minerals, and also 
offers a powerful, immune-boost-
ing blend of Arabinogalactins and 
Beta-Glucans. 

Wellness Fizz Put out by Source Nat-
urals, the makers of the very popular, 
Wellness Formula, this convenient 
tube of 10 quick-dissolving wafers is 
immune-packed with vitamins and 
minerals, along with Horehound, Lico-
rice Root, Yin Chiao, Echinacea, Ele-
campane and Elderberry. Going on a 
plane? Don't want to catch that thing 
someone else has? Keep these handy! 

Lozenges! You want them? We've 
got them! In the Wellness Depart-
ment and along the registers, you 
can find an assortment of blends, 
brands and flavors, from Zand Zinc, 
Elderberry and Vitamin C lozenges, 
to traditional cough drops like Ricola, 
Olbas and Fisherman's Friend, to Ma-
nuka Honey Lozenges. They will keep 
your throat protected with flavorful 
treats; you'll barely remember you're 
taking them for their immune-boost-
ing properties! 

Pamela's Picks

AS the 

newest 
member of 
the Wellness 
Department 
team, my 
mind has 
been inun-
dated with 

new facts about the broad scope of 
items we carry. I came to the posi-
tion with a relatively extensive back-
ground in herbalism and Ayurveda, 
but soon realized I had a ton to learn 
about myriad other “wellness” topics! 
The following is a summary of some 
of the coolest bits of knowledge I’ve 
gleaned while working here at River 
Valley Market:

Vitamin K2—ever heard of it? I 
hadn’t. It turns out the Wellness 
Department’s Pamela is quite a fan 
of this up-and-coming vitamin. It’s 
known for supporting bone and vas-
cular health, particularly blood clot-
ting and bone mineralization. Most 
of us get the Vitamin K we need from 
leafy green vegetables AND from the 
bacteria in our large intestines that 
synthesize the vitamin (how cool is 
that?!?). But new research points 
to Vitamin K being helpful for bone 
REmineralization, which may be use-
ful for those with osteoporosis. It’s 
also being researched for its role in 
toning vascular walls, which may be 
beneficial for reducing varicose veins.

Suki is a great natural skincare line— 
that much I knew. But I didn’t real-
ize they are a local company! In fact, 
their headquarters and manufacturing 
facility is right down the road. Know-
ing that their business is rooted in our 
community makes their high quality 
products even more appealing to me.

Have you noticed all those beauti-
ful woven baskets on the top shelves 

by Pamela Ferrechio, Wellness Team

in the Wellness Department? They 
come to us from Overseas Connec-
tion, a fair trade company that col-
laborates with Ghanaian weavers in 
West Africa. They arrive to the store 
flattened, but with a dunk in hot wa-
ter, can be easily reshaped. If you 
have one at home that needs a little 
perking up, try a quick hot water bath 
to renew its beauty.

Spirulina! I have long loved this 
strange dark green substance and 
regularly freak people out with the 
vibrant hue of my Spirulina smooth-
ies. In the Wellness Department, I 
learned that it’s even cooler than I 
thought. First of all, Spirulina gets its 
name from its shape, as it forms in 
swirling microscopic strands! What’s 
more, it is 60-70% protein (more than 
red meat or soy), contains all the es-
sential amino acids (making it a great 
plant sourced-complete protein), and 
contains high amounts of Vitamin 
B12 (difficult to find in plant sources, 
so great for vegetarians). Spirulina is 
also rich in iron, and contains calcium, 
magnesium, and Vitamins A, B, C, D 
and E. Don’t be surprised if you see 
me sipping a very green smoothie in 
the Wellness aisles!

I love seeing innovative small busi-
nesses thrive so I was excited to 
learn about Party In My Pants, a sis-
ter-owned and operated mini-busi-
ness in Ashland, Wisconsin. Party 
In My Pants (or PIMP for short) 
makes reusable cloth pads that will 
take your sustainability to the next 
level—no more throw away pads or 
tampons! They’re thin, very reliable 
and come in really fun prints and de-
signs to boot...Check it out, ladies!

So there you have it: a few fun fac-
toids from the land of health and 
Wellness. All of us here in the Well-
ness Department are active and en-
gaged learners, so be sure to stop by 
and visit us—you might learn some-
thing new!

I DID NOT KNOW THAT.
WELLNESS WOWS FROM A  
DEPARTMENTAL NEWCOMER

by Molly Kitchen, Wellness Team
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DOES the 
idea 

of putting oil on your 
skin frighten you with 
thoughts of breakouts, 
clogged pores and a 
greasy complexion? 
Well, you certainly 
aren't alone in feeling 
that way. But trust me 
when I say I want to 
finally put that fear to 

rest! Using natural oils on your skin, including your 
face, can be incredibly beneficial, especially during 
the winter months. The trick is find the best one for 
your skin type and learn how to use it properly. 

Using oil on the skin isn't exactly some new 
fad—people have done it for centuries. Ancient 
Egyptians used castor oil in protective balms. The 
Romans used olive oil in skin creams. In Ayurve-
da, which is the oldest existing medicinal prac-
tice, sesame oil is massaged into the skin to aid 
in the detoxification process. Oils are lipophilic, 
meaning they love fat and pass through the lipid 
layer of the skin where they do things like help 
prevent moisture loss, maintain a healthy skin 
appearance, speed the healing process and calm 
irritated skin. 

Let's not forget the importance of taking in 
healthy fats and oils as well. “Good” fats con-
tain essential fatty acids, or EFAs. Their health 
benefits are numerous and include maintaining 
cardiovascular health, brain and nervous system 
development, hormone production, and nourish-
ment of skin and hair. The body can't make them 
so it's important to get them from outside sourc-
es. Oily fish like salmon., nuts and seeds like flax 
and chia, and vegetables like spinach are all rich 
food sources of omega fatty acids. 

When it comes to the skin, EFAs are crucial for 
maintaining the health and integrity of the cell 
walls and allowing the transference of waste and 
water. This aspect makes them invaluable when it 
comes to addressing aging skin. A healthy young 
skin has plump, water filled cells. As we age our 
skin starts to loose its ability to retain moisture. 
It's the cell membranes' job to keep all that water 
and nutrients inside. Cells that are deficient in 
EFAs won't be able to keep their shape and will 
can cause the skin to look more aged and dull. 
EFAs also preserve the skin's lipid barrier, which 

serves as the skin's water-proof shield, keeping 
irritants out, moisture in, and acne at bay. This 
barrier can be compromised due to extreme tem-
peratures, low humidity, overcleansing, sickness, 
and travel. 

Most skin types can see an improvement with the 
addition of oils. For example, for someone with 
oily skin, added oil tricks the oil glands into think-
ing it the skin has enough oil, reducing the excess 
sebum production and minimizing the shine fac-
tor. For blemished skin, the plant materials in 
some oils have antibacterial properties that can 
treat and heal the skin. When using an oil with an 
anti-aging cream, applying the oil beforehand cre-
ates a carrier vehicle for nutrients like vitamin C 
to penetrate deeper into the skin. 

Choose oils based on their therapeutic values 
and always look for qualities like unrefined, or-
ganic, cold-pressed, and non-comedogenic when 
it comes to the face. You'll get better absorption 
if you apply oils to damp skin after cleansing or 
showering.

Ready for some healthy skin oils in your life? Here's 
a list of some of the many choices out there. 

Argan—Otherwise known as Moroccan oil, it is 
jam packed with vitamin E and EFAs. It's light-
weight, anti-aging and can be used on the hair as 
well. 

Rose Hip Seed—High in vitamin A and antioxi-
dants, it helps speed up cell turnover, reduces 
scars and discoloration and is easily absorbed. 

Grapeseed—High in vitamin C and D, it regu-
lates oil production, treats breakouts and reduces 
inflammation.

Seabuckthorn—This oil is extremely beneficial 
both topically and internally. It's full of skin lov-
ing omega 3,6,9 and the rare 7. Everything from 
healing burns to reducing wrinkles and improving 
digestion. 

Jojoba—This oil is actually a liquid wax distilled 
from the seeds of the plant. It soothes redness 
and is great for dry, sensitive skin.

Borage—Rich in essential fatty acids like gamma-
linoleic acid this oil is great for inflammation and 
chronic conditions like psoriasis and eczema. 

SOOTHING WINTER SKIN
SAFELY WITH NATURAL OILS

by Ada Langford Wellness Team

FIRE CIDER SLAW

INGREDIENTS
1/2 head Cabbage, Shredded
2 Carrots, Shredded
1 oz Fire Cider
Mayonnaise

PREPARATION
Mix shredded veggies and Fire Cider with enough 
mayonnaise to coat. Salt and Pepper to taste.

SPICY GRILLED VEGETABLES

INGREDIENTS
1 Red Onion
1 Red/Yellow Bell Pepper
1 Yellow Squash
1 Small Head Broccoli
1 oz Fire Cider
1 oz Olive Oil

PREPARATION
Cut veggies to bite size. In an aluminum foil pack-
et, mix oil, Fire Cider and veggies, salt and pepper 
lightly. Seal packet and grill 5-8 minutes on a side. 
Try fresh herbs, too. Get creative!

SCORCHED EARTH

INGREDIENTS
3 parts Citron Vodka
2 parts Fire Cider
slice of lemon

PREPARATION
A Polish take on a Prairie Fire. Mix Vodka and Fire 
Cider over ice. Strain into shot glass for a shooter, 
or leave on the rocks as a highball. Squeeze and 
garnish with lemon.

FIRE CIDER LEMONADE

INGREDIENTS
Juice from 3-4 lemons
Splash of Fire Cider
1 t of honey 
Seltzer or water

PREPARATION
Mix the lemon juice in a pint glass with a splash of 
Fire Cider and raw honey to taste, top with soda 
water or spring water, refresh and rehydrate.

Fire Cider, continued from page 5
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WE'RE CLOSING IN…LET'S BRING THIS CAMPAIGN

OVER THE TOP!
Can you help close the gap with an interest-bearing member loan to the co-op?

Gayle in Marketing and Member Services made a 
magnificent papier-mâché carrot to use as our measuring 
gauge as we get closer to reaching our $2 million member 
loan campaign goal.

WE HAVE passed the halfway 
mark in reaching our 

goal of $2 million in member loans, and we are 
now in the home stretch of our campaign. Can 
you join us?

This member loan campaign, launched in the sum-
mer of 2013, aims to raise $1.5 million to put to-
ward our planned mortgage refinancing in March, 
and $500,000 for remodeling of our co-op store. 
Borrowing these funds from member-owners re-
duces our dependence on bank loans and puts us 
in a strong financial position moving forward. 

The $1 million member loan campaign that 
helped us build our store and open our doors in 
2008 broke national records. Many member-
owners who made loans during that time have re-
newed their loans and made new ones based on 
the exciting successes we have achieved to date.

OV
ER the TOP!Let’s take 

  our

million
$2

member 
LOAN

campaign

 

in

help us

aise

$2 million
Member
  Loans!

Ask inside or visit
rivervalleymarket.coop

Making a member loan to River Valley Market is 
a tangible way to invest in a local resource that 
you use and love, and that sustains local farmers 
and our community. It's not often that we get to 
see our money at work; by making a loan in this 
campaign, you will experience the fruits of your 
investment every time you stop by to pick up a 
dozen local apples or a gallon of local milk.

TERMS 
See lender’s guide for complete info.
• Available only to River Valley Market 

member-owners 
• Minimum loan amount is $1,000
• Loan term is 4-7 years
• Lenders select interest rates:

• 0-3% on loans of $1,000-14,999
• 0-5% on loans of $15,000 or more

• Simple interest is paid annually.
• Member loans are unsecured and subordinate 

to senior loans.

Thursday, February 6, 6-8 pm
Look Park Garden House

JOIN US for complimentary  
drinks and a delicious  
MEMBER LOAN DINNER  
catered by the Quarry Café

RSVP by Feb 4 to  
memberloan@gmail.com
More information at
rivervalleymarket.coop

Ar
e y

ou
 re

ady to make a MEMBER LOAN

and put our $2 million campaign 

OV
ER

 the TOP?
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IN OUR everyday routines, many 
of us wish to contribute to 

something greater than 
ourselves while putting 
food on the table for the 
family and making ends 
meet. At the same time, 
we feel overwhelmed 
by the complexities of 
a busy life, politics, cli-
mate change, economic 
issues, and interna-
tional conflicts that are 

well beyond our control. It appears that there is 
almost nothing that we can effectively contrib-
ute; however, there is one place we can be part of 
something bigger than we are. It is our food co-
op, River Valley Market. There are at least four 
ways River Valley Market can be a community 
where we as consumers become advocates for 
promoting social good: vibrant local and national 
economies, public health, environmental stew-
ardship, and peace.

First, the way we participate in the free market at 
a food co-op contributes to promoting a stronger 
economy and better employment and job op-
portunities. By shopping at River Valley Market, 
we can help strengthen both the regional and na-
tional economies. Consumers are job creators in 
the free market system. U.S. household purchas-
es make up about 70% of our Gross Domestic 
Product (GDP).1 Consumers have a lot of power 
in shaping business practices, and businesses 
pay close attention to how consumers spend 
their money, and invest in response. 

In 2012, US corporations retained $1.45 trillion 
in capital earnings, a 10% increase from a re-
tained $1.32 trillion in 2011.2 If this capital were 
to be utilized for job creation, it would generate 
approximately 19 million jobs and would bring 

1 Shobhana Chandra (August 14, 2012). “Growth in U.S. 
Slows as Consumers Restrain Spending.” Bloomberg 
Personal Finance. 
2 Alana Semuels. (March 20, 2013). “Companies hoard-
ing more cash than ever before.” Los Angeles Times. 

LOCAL, LOW CARBON,  
LOW COST, AND LOW CONFLICT 
SHOPPING AT RIVER VALLEY MARKET

by Max Saito, Board Member

down the unemployment rate to 5.0%.3 Local and 
small businesses generate more jobs than large 
national and often multinational corporations.4 
Cooperative businesses in general contribute 
greatly to foster sustainable econ-
omy, reduce inequality, and protect 
the environment.5 

According to the National Coop-
erative Grocers Association’s 2012 
report, on average in the U.S., a 
food co-op’s local purchases make up 20% of its 
total purchases, while conventional stores spend 
only 6% on local purchases; the average co-op 
purchases from 157 local suppliers as opposed to 
65 such suppliers at a conventional store; and an 
average co-op donates 13% of its profits to char-
ity, while a conventional store donates only 4%. 
For a co-op, the economic multiplier is 1.6, mean-
ing that for every dollar a customer spends, $1.60 
goes back to the local community, while in a con-
ventional store the economic multiplier is 1.3. At 
a co-op on average, the number of staff is 9.3 per 
$1 million in sales, earning $14.31 per hour, while 

it is 5.6 staff earning $13.35 per hour 
at a conventional store. Nationally 
speaking, there are 165 independent 
food co-op stores generating over 
$1.4 billion in revenues with more 

than 1.3 million member owners.6 The 
more money each consumer spends at a food co-
op, the more money goes back to the community. 
The more staff employed with higher wages, the 
more business and employment opportunities 
are created, and the more donations are given to 
local community non-profits. 

A conventional store may do its best to meet the 
needs of customers by bringing down prices, but 
low prices come with high indirect cost to public 
health. Mass production of agricultural produce 

3 Robert Pollin et al. (December 5, 2011). 19 Million 
Jobs For U.S. Workers: The Impact Of Channeling $1.4 
Trillion In Excess Liquid Asset Holdings Into Produc-
tive Investments. Political Economy Research Institute, 
UMass. Amherst. 
4 Michael H. Shuman (2006). “The Small-Mart Revo-
lution: How Local Businesses Are Beating the Global 
Competition."
5 E. G. Nadeau. (2012). The Cooperative Solution: How 
the United States Can Tame Recessions, Reduce In-
equality, and Protect the Environment.
6 National Cooperative Grocers Association. (2012). 
Measuring the Social and Economic Impact of Food 
Co-ops.

may bring down the price, but farmers have to 
depend of the use of synthetic chemical pesti-
cides and fertilizers to make it possible. Between 
1945 and 2001, for instance, the use of such pes-

ticides increased from 100 million pounds to over 
1 billion pounds per year. The pesticides have 
become “active ingredients” of produce (Leon & 
DeWaal, 2001, p. 5).7 Companies, in their efforts 
to improve the taste and shelf life of products 
add "enhancements" which are often detrimen-
tal to human health. Consuming large amounts 
of food that contains high levels of sugar, un-
healthy fats, and salt can make consumers sick.8 
Heart disease is the number one cause of death 
in the US, resulting in 596,339 deaths in 20119 as 
well as soaring medical costs. In 2003, only 11% 
of Americans said they consumed organic food 
daily, and 16% consumed organic food weekly. 
Consumption has been increasing at the rate of 
approximately 10% a year.10 Food co-ops make 
organic and natural foods more widely avail-
able at affordable prices than most convention-
al stores. Consuming organic foods can pro-
mote safe food production processes, long-term 
health, and public health. River Valley Market of-
fers organic food and non-GMO products, while 
still making conventional foods available to meet 
consumers' needs. 

Producing and consuming organic foods pro-
motes environment stewardship. Consumers 
can support organic food production by shop-
ping at a co-op. Organic growing methods avoid 
depletion of topsoils that are rich in important 

7 Warren Leon & Caroline S. DeWaal. (2001). Is Your 
Food Safe?: A Consumer’s Guide to Protecting Your 
Health and the Environment.
8 Ibid.
9 Donna Hoyert & Jiaquan Xu (2012) Death: Prelimi-
nary Data for 2011. National Vital Statistical Reports. 
Centers for Disease Control and Prevention.
10 Peter Singer & Jim Mason. (2006). The Way We Eat: 
Why Our Food Choices Matter. 

Continued on page 12

There is one place we can be part of 
something bigger than we are. It is our food  
co-op, River Valley Market.

Consumers have a lot of power in shaping 
business practices, and businesses pay close 
attention to how consumers spend their money, 
and invest in response. 
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Low Carbon Co-op!
Want to reduce your impact on the environment?  
Pedal People is a worker co-op dedicated 
to providing low-tech solutions to modern 
challenges, including 
human -powered 
trash, compost and 
recycling services, farm share deliveries, furniture 
moving and yardcare.  We also offer workshops 
in bicycle repair and maintenance for people 
seeking greater self-sufficiency in their lives.

To learn more about Pedal People and other 
members of the Valley Alliance of Worker 
Co-ops, please visit our website or give us a call.

www.valleyworker.org • 413-268-5800 

Working  for a Co-operative Economy

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

nutrients for healthy growth of plants. Organ-
ic farming can maintain and even improve the 
quality of soil without depending on chemical 
fertilizers that need a lot of oil for their produc-
tion. It ensures biodiversity, 
while avoiding the use of 
heavy pesticides and her-
bicides that are harmful to 
consumers and can poten-
tially contaminate the drink-
ing water supply. Organic 
farming typically uses less 
energy for producing crops 
and dairying, 35% and 74% less respectively, 
than conventional practices. According to a 23-
year study conducted by The Rodale Institute, 
if the institute's organic farming methods were 
applied to all the cropland in the U.S., “580 bil-
lion pounds of excess carbon dioxide would be 
sequestered in the soil every year,” which is an 
equivalent of the emissions of all the cars and 
light trucks if their fuel efficiency were doubled 
(Singer & Mason, 2006, p. 205).11 Consumers 
at a food co-op do not have to purchase organic 
foods exclusively, but each individual’s small yet 
conscious contributions are effective in pro-
moting environment stewardship. Food co-ops 
promote mutual trust between local farmers and 
consumers, and consumers express apprecia-
tion to organic and local farmers by purchasing 
their products. 

Shopping at a food co-op can also promote 
peace. High demands for foreign oil and inex-
pensive produce from abroad help create and 
maintain poverty and conflicts abroad. Purchas-
ing items that are purchased through Fair Trade 
organizations like Equal Exchange provides bet-
ter wages, safer working conditions, and more 

11 Ibid. 

healthy food production practices for workers 
abroad than conventional items. Like people in 
the U.S., parents in these countries wish to see 
their children succeed in their lives and pursue 
their dreams. A small amount of extra cost on our 

end would make a huge difference for the families 
who are involved in small, fairly traded agricultur-
al enterprises. 

Food co-ops value local producers as well, which 
reduces oil dependency because the transporta-
tion distance is much shorter than conventional 
trading. Food co-ops do better at recycling pre-
cious natural resources, such as plastic. 81% of 
plastic is recycled at food co-ops, while only 29% 
is recycled at conventional stores. Food co-ops’ 
Energy Star rating is 82, while it is 50 for con-
ventional stores.12 Shopping at a food co-op is in-
terconnected with treating the precious national 
resources with respect, thus promoting peace. 

Criticizing conventional stores is not my intention 
in writing this article. I believe that different busi-
nesses fulfill different needs of diverse consum-
ers, such as convenience and affordability. Food 
co-ops address these needs as well in order to 
be viable and sustainable. My intention here is to 
point out that by shopping at a food co-op, a con-
sumer can contribute in a powerful way: by ad-
vocating for a healthy local food system and local 

12 National Cooperative Grocers Association. (2011). 
Healthy Foods, Healthy Communities: Measuring the 
Social and Economic Impact of Food Co-ops. 

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.

Shopping at the co-op, continued from page 11

 ·                        ,          

 Principal Sponsor: 

   Café Evolution  
                      in Florence 
 Sponsors: 

River Valley Market 
TLCforYourLife.com  Nutrition Coaching 
VEGAN POWER 50K  Ultra Marathon 

VINE Sanctuary  A Farmed Animal Refuge  

Nuttin Ordinary  100% Raw Vegan Spreads 

Massachusetts Animal Rights Coalition 

 A vegetarian festival featuring speakers,  
vegan food, exhibitors, and vendors 

FREE ADMISSION · Donations appreciated 

Information: www.valleyveg.org/vegfest 

                               ,          

The small local action of grocery shopping enables 
us to become global citizens who speak up for 
compassion, freedom, and democracy, not only 
locally but also nationally and globally.
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economy, promoting environmental stewardship 
and public health, vitalizing local community and 
making healthy food choices. Shopping at a food 
co-op means conscientious participation in the 
free market. By using the power of a capitalist 
economy, the small local action of grocery shop-
ping enables us to become global citizens who 
speak up for compassion, freedom, and democ-
racy, not only locally but also nationally and glob-
ally. As each purchased item passes through the 
barcode reader at a cash register, our choices are 
sent as a vote locally, nationally, and globally. 

I am so proud of River Valley Market and its staff 
for making my shopping there fun, convenient, 
communal, and environmentally friendly. 

Max Saito is a member of the River Valley Market 
Board of Directors. He teaches Communication 
at Westfield State University.

Food for Change, continued from page 1

movement in the U.S. through a combination of 
interviews, rare archival footage, and commen-
tary by co-op leaders and historians. 

No other film has examined the key role played 
by consumer-led food co-ops during the decades-
long debate over profit-driven capitalism vs. lo-
cally-controlled economic enterprises. Born in the 
heartland, cooperatives were seen as the middle 
path between Wall Street and Socialism. 

Steve Alves describes his documentary as “one 
part food, to two parts politics, to three parts 
economics.” Alves tracks the co-op movement’s 
quest for whole and organic foods, and the dream 
of sustainable food systems. The film profiles 
several current food co-ops that have revived 
neighborhoods and entire communities—right in 
the shadow of corporate agribusiness and nation-
al supermarket chain stores. 

“Today we’re experiencing a renaissance of 
American food co-ops,” says Sean Doyle, General 
Manager of the Seward Co-op. “These are not 
marginal enterprises—they are successful and dy-
namic businesses that are revitalizing communi-
ties across the United States. People are once 
again taking more control over the economic forc-
es in their lives.”

But there were darker days for co-ops after World 
War II, Alves adds. “Big business regained an 
influential role within the government, laying 
the groundwork for a post-war culture based on 
mass-production, corporate consolidation, and 
rampant consumerism.”

“Food Co-ops were a byproduct of the Great De-
pression,” says co-op historian David Thompson, 
who is also featured in Food For Change. “The 
disparity in wealth between the haves and the 
don’t haves was the spark that ignited co-ops. 
As co-ops grew, they restored hope to millions 
of Americans who began to gain some economic 
control over their lives and their communities just 
as co-ops are doing today.”

Food for Change had its world premiere at the 
legendary Fitzgerald Theater, in Saint 
Paul, Minnesota, on October 20, 2013 
with simultaneous webcast to forty 
co-op communities across the coun-
try. A 15-minute excerpt from Food for 
Change was screened at the United 
Nations last year, where it received an 
award. Filmmaker Steve Alves lives in 
Western Massachusetts. 

3215126

www.NewEnglandDentalWellness.com

Mercury Needs To Be Removed.

SAFELY
413.774.5591

CO-OP GREEN STAMP 
PROGRAM UPDATE

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

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

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

July 2013: Dakin Pioneer Valley Animal Shelter 
$775 

auguSt 2013: Broad Brook Coalition $670

SePtember 2013: CISA $742

oCtober 2013: Holyoke Chicopee  
Springfield Head Start $802

november 2013: Rosenberg Fund for Children 
$846

deCember 2013: Friends of Hampshire County 
Homeless Individuals, Inc. $1,098

During this time period, River Valley Market 
shoppers saved 63,210 paper shopping bags.

We also awarded a $300 in $50 gift cards to 6 
co-op shoppers who were the lucky winners of 
our monthly drawings.

2:00 pm Saturday
February 1, 2014 

Meet filmmaker Steve Alves and  
featured co-op participants after the show!

Admission $7.50
Tickets available at 

www.academyofmusictheatre.com, 
at the box office, at River Valley Market, 

or at The Old Creamery Co-op
Proceeds benefit Amherst Community Co-op

PRESENTED BY RIVER VALLEY MARKET
Co-sponsored by Franklin Community Co-op,  

Amherst Community Co-op,  
and The Old Creamery Co-op 
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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 
welcome.

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

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

UPCOMING ARTISTS OF THE 
MONTH

FEBRUARY 
dorothy garlo. Live music from Ray Mason, solo 
electric guitar

MARCH 
louiSe Currin Live music from Don Rovero, guitar

APRIL 
teen art Show Live music TBA

Button up.
A custom designed 

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

OntheButton
413 586 8554

jm.agd@comcast.net

September 2013 Robin Levine October 2013 Corey Brown, Staff Art Show

November 2013 Nicole Ciocca December 2013 Denise Beaudet, Roots to Resistance January 2014 Amalie Sullivan-Joyce, Co-op Kids Art 
Show
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Hello! I just want to say thank you for be-
ing a great market. My family moved to 
Northampton in August of last year. It 
wasn't until September that I found out 
about River Valley Market and I love it! Just 
this past weekend, we finally bought a share 
and became members. I really love your se-
lection of organic produce, especially how 
you keep so many local items in stock. Until 
I found your store, I was commenting to a 
friend about the lack of local produce in this 
area despite all the great farms. That's when 
she told me about the co-op and we've been 
loyal shoppers since!

Anyway, thanks for all you do and the ser-
vice and products you provide. The staff is 
great too.

Here's a picture of my daughter, Dylan, who 
is almost always in tow with me on shopping 
trips:

—Sam Hopper

• Despite good intentions, sometimes half the 
meal comes from a supermarket, and is pre-
sented wrapped in plastic. That's just the way it 
has to be, and you don't judge.

• Potlucks can raise food safety and handling is-
sues, like "How long was that pasta salad sit-
ting in the back seat of your car?" Or "My oven 
has two racks, and six guests just showed up 
with pans of lasagna. What do I do now?"

• Without coordination, busy people can end up 
with a meal consisting of one green salad, sev-
en bags of chips, and a bottle of wine.

Everyone has their own ideas about how—or even 
whether—to deal with the potluck's downside. 
You may give your guests a little guidance, but 
you don't want to overdo it. Usually you can as-
sume everything will go fine—I guess that's the 
"luck" part of potluck.

Here are a few ideas and suggestions, crowd-
sourced from a variety of Internet posts, for mak-
ing a potluck memorable and enjoyable:

IF YOU'RE HOSTING:
• Invite people well in advance, and ask them  

to RSVP, also letting you know if they have  
food allergies.

• Ask people to let you know what they're bring-
ing. An easy way to keep track is through an 
online potluck platform like perfectpotluck.com 
or signupgenius.com. Find out if anyone is plan-
ning to warm up their dish when they arrive so 
you can plan accordingly.

• If you're planning a potluck for a large group or 
community organization, consider dividing the 
group into people bringing an appetizer, people 
bringing salad, people bringing main course, 
drinks, dessert, etc.

• A few days before the event, let your guests 
know how many people are coming and, if you 
wish, any food allergy information that might 
be useful for them to know.

• Ask your guests to write the ingredients of their 
dish on a card to put near the dish on the table. 
Have a few extra cards and a marker on hand in 
case people forget.

Potlucks, continued from page 1

• Consider making a central main dish yourself 
(maybe a big pot of soup or chili) so that if ev-
eryone else ends up bringing cupcakes, there 
will still be something substantial on the table.

IF YOU'RE A GUEST
• Show up on time. Bringing dishes after guests 

have begun serving themselves makes the 
meal flow awkwardly (plus you may find that 
you don't have a lot of choices except what you 
brought yourself).

• Bring exactly what you agreed to bring. If you 
don't cook, offer to bring something that is pur-
chased, but high quality, like good bread from a 
bakery, or a fruit, cheese and sausage platter.

• Be sure to bring along appropriate serving uten-
sils for the dish you're sharing.

• Keep your food at a safe temperature—prepare 
it just before coming, or keep it chilled at 40-
50° F. If your dish requires reheating, either do 
so just before you travel to the event, or make 
arrangements with your host to use their oven.

• Help your host with cleanup, including transfer-
ring leftovers to storage containers or wrapping 
them up for the guests to take home.

POTLUCK IDEAS
• Potluck dessert! Scheduled for after dinner 

time, this can be simple and fun.

• Waste-free potluck! Ask everyone to bring a 
plate, bowl, glass and utensils to avoid a lot of 
wasted paper and plasticware. You can either 
have a dishwashing party, or guests can take 
home their dishes and wash them there.

• Theme potluck! Food in a particular eth-
nic style, or vegan potluck, for example. Or 
potluck using only local or seasonal food 
(that one might have to wait until summer in 
Massachusetts).

One amazing but true fact about potlucks: they 
nearly always work out just fine, even when 
they're not highly organized ahead of time. Per-
haps the forces of the universe just appreciate 
our intentions to gather with people we love and 
share a meal. And even if you end up with a weird, 
off-balance meal on your table, it's okay. It will 
make a good story, and no one will starve—your 
guests can go home and have a good bedtime 
snack while they reminisce about the warmth of a 
winter's evening spent in good company. 

NEW MEMBER
FAN MAIL!
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upcoming co-op events
Saturday, January 25, 12-3:00 pm
TASTE OF THE CHINESE NEW YEAR
Free samples of Asian Style foods throughout the 
store. Live traditional Chinese music. 

Thursday, January 30, 6:30-7:30 pm
FREE WORKSHOP: WOMEN'S HORMONES  
AND VITALITY
with Laila Tomsovic, Naturopathic Doctor 
Every stage of a woman's life involves an intricate 
dance between her hormones and her health. When 
this relationship is in balance, it builds the foundation 
for good health and well being. Dr. Tomsovic will 
explore this relationship, the health effects of 
individual hormones as well as strategies for bringing 
them back into balance. Call 584-2665 to reserve  
your spot.

Friday, January 31 
START OF THE CHINESE (LUNAR) NEW YEAR

Saturday, February 1, 2:00 pm
MOVIE SCREENING: FOOD FOR CHANGE  
The Story of Cooperation in America
Academy of Music Theater, Northampton 
A new documentary by local filmmaker Steve Alves about 
the cooperative movement in the United States. 
Presented by River Valley Market 
Co-sponsored by Franklin Community Co-op, The Old 
Creamery Co-op, and Amherst Community Co-op 
Tickets $7.50, available at River Valley Market, The Old 
Creamery Co-op, online, and at the box office 
All proceeds benefit Amherst Community Co-op.

Thursday, February 6, 6-8 pm
Look Park Garden House 
MEMBER LENDER DINNER 
Are you ready to make a member loan and help put 
our $2 million campaign OVER the TOP? If so, please 
join us for complimentary drinks and dinner catered 
by the Quarry Café. RSVP to (413) 320-6099 or 
memberloan@gmail.com 

Friday, February 14, 5-7 pm
NORTHAMPTON ARTS NIGHT OUT
This month, meet Dorothy Garlo. Live music from 
Ray Mason, solo electric guitar. Refreshments 
served. Everyone is invited.

Thursday, February 20, 8 am-9 pm
MEMBER-OWNER APPRECIATION DAY
Thank you for your support! Member-owners 
receive 10% OFF all purchases today, except for 
beer, wine, milk and Buying Club. Stock up!

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

Are you ready to make a MEMBER LOAN

and put our $2 million cam
paign 

OV
ER the TOP?

INTERESTED in EARNING
up to 5% interest  
on a loan to the co-op?

E-mail memberloan@gmail.com 
or call (413) 320-6099
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