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Pure and Sustalnable

Organic ingredient suppliers want consumers to know that not only
are organic products healthier, but healthier for the ecosystems,

communities and farms from which they are sourced. m By Melissa Kvidahl

dam Stark said he was
raised in the organic indus-
try before it was an indus-
try. According to Stark, it
was a movement. His
mother, who worked with renowned
alternative healer Bernard Jensen,
opened up Debra's Natural Gourmet
(Concord, MA) 20 years ago and, to this
day, the store prides itself on being a
true source of natural and arganic prod-
ucts and education.

"There are a lot of people and busi-
nesses out there that do arganic right,”
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Stark explained. “Unfortunately, as the
attraction of what we're doing is broad-
ening and mone and more people come
in and want a quick fix, | find that even
people in the industry are not knowl-
edgeable about ingredients. They'll
spend more on marketing than on
researching the organic integrity of the
ingredients in their product.”

And retailers like Stark, who are wary
of manufacturers wanting only to cash
in on the organic trend, are finding true
organic ingredient suppliers of utmost
value to their businesses. Especially
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since customers are more knowledge-
able about organic products, stocking
products with USDA certified organic
ingredients is more important than ever.

"Consumers have great awareness
about organic material,” explained
Dolly Maheshvari, president of
Orgenetics, Inc. (Anaheim, CA), “and
that is the reason why growth of the
organic market is approximately 15 per-
cent per year.”

Cost Consideration
Despite the perhaps tiresome argument
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they're supporting—LUSDA certified
arganic ingredients are defined by their
many levels of transparency when it
comes to the processes taken to pro-
duce them," said Tatman.

“My customers are pretty knowledge-
able about the ingredients in our organ-
ic products,” said Juan Hernandez,
store manager of Erewhon Natural
Foods (Los Angeles, CA). Far
Hernandez, who has been in the indus-
try for almost 20 years, doing research
for the customer is very important.
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Lavendar, field

"They don't really have to worry about
ingredients in our store because we
have a high standard and stock organic
products, Even so, they look at the
labels to make sure it's right.”

And with good reason.

“It used to be that you didn’t have to
read labels,” explained Jentri Jollimaore,
marketing coordinator for WS Badger
Company (Gilson, NH), a USDA certi-
fied arganic personal care manufacturer.
“With health concerns mounting in
recent years and as long-term effects of

pesticides are explored, consumers are
starting to awaken to the reality that
organic agricultura is not only better
and healthier for you, but for the planet
as wall."

But there is so much more to an
organic ingredient supplier than just its
product’s benefit to the consumer.
When a consumer buys a product with
arganic ingredients, they're often sup-
porting not only the company, but a
larger purpose.

"We strongly support the USDA, organ-
ic standard, but we don't stop there,”
said Jollimore. “Our goal at Badger is to
take our organic certification as a first
step on a road toward cultivating a high-
er standard for ingredients from the farm
and forest to the customer.”

Sustainable Responsibility
As many interviewed will agree, a great
number of arganic customers choose
arganic because they want to feel that
they're making a difference—eaven if its
just by picking a certain product over
another. That's why more organic com-
panies are stepping up to the plate and
offering not just a product, but a cause
as well,

CIRAMDA supplies organic materials
ta several functional food manufactur-
ers, which ultimately use the organic
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